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SPEAKING OF THE JEWELRY TRADE 


EDESTRIANS in New York’s 

financial district have depended 
upon the Trinity Church clock for 
years. Recently, while it was being 
overhauled, the hands stood still for 
several days and, while there was 
no complete disruption of business, 
there was more than a little incon- 
venience. 


Which brings to mind the story 
of the great clock which was in- 


stalled atop the nine-story ‘“‘sky-: 


scraper’ home of the New York 
Life Insurance Co. in 1871. 

All sorts of publicity attended the 
installation of the clock, people 
planned to use it as'a guide for 
appointments, etc. 

After running for only one day 
the clock stopped. And although the 
fault in the works was readily diag- 


nosed, it couldn’t be repaired on the | 








spot—the works would have to be 
taken to the factory for repair. 


However, the man in charge of 


the clock, one Henry Abbott, was. 


horrified at the idea of having the 
clock’s hand stand idle—even though 
the works were temporarily missing. 
The public was depending on that 
clock! Accordingly, he comandeered 
the building’s janitor, gave him an 
accurate watch, and ordered him to 
move the large hand forward once 
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a minute. By the time the janitor 
was exhausted (which probably 
didn’t take very long) a crew of 
three relief operators had been se- 
cured, each one to be on the job for 
two hours. A cot was installed, food 
was supplied, the tower quarters 
were made as comfortable as pos- 
sible, and for three days and three 
nights the clock’s hands moved for- 
ward on their appointed rounds. 
When the clock’s works were re- 
turned, at the end of the period, it 
was boasted that “the fair fame of 
the clock never suffered for a single 
minute.” 


© © 


ADIO contests being what they 
are, giving away astronomical 
sums of money, aeroplanes, suspen- 
sion bridges and whatnot, it’s small 
wonder that JC-K muffed the ball 
in an article on the Wilkins Amateur 
Hour in the March issue (page 262). 
The original manuscript stated 
that in the 11 years the Wilkins 
Jewelry Co., Pittsburgh, Pa., have 
been conducting their radio series, 
$21,000 in cash prizes had been dis- 
tributed. The typesetter. apparently 
convinced that this was _ hardly 
enough to be given away in these 
lush times, extended the figure to 
£21,000,000. Proofreaders and edi- 
tors failed to challenge the figure, 
probably for the same reason the 
tvpesetter changed it. 

Note to the Internal Revenue 
Dept.: Honest, fellas, Wilkins 
Jewelry Co. only gave away $21,000. 
Not $21,000,000. So don’t start 
checking on ’em. 





1 nn, beweler’s 
Bowens (; 

Ircular- 

Key Stone 


April 1947 


R. F. H. POUGH, curator of 

gemology and mineralogy at the 
American Museum of Natural His- 
tory, and gem consultant for JC-K, 
tells a story concerning the late Dr. 
George F. Kunz and his utter dis- 
taste for people who thought “oyster 
pearls” valuable. 

One morning, while working in 
his laboratory at Tiffany’s, Dr. 
Kunze was approached by an as- 
sistant’ who held a small white ob- 
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ject in the palm of his hand. “Can 
you tell me what this is, Doctor?” 
the man asked. 

The great gem expert took one 
brief look and snorted. “Tcha! Oys- 
ter pearl. Worthless!” 

“That so?” replied the assistant, 
popping it into his mouth. “Maybe 
it is, but I bought it for aspirin 
and by gosh I’m going to take it as 
aspirin.” 


© © 


HE New York Daily News’ 
“Inquiring Fotographer” re- 
cently stopped six men on the street 
and asked them why they were 
wearing wedding rings. 

Four of the six played safe, real- 
izing, doubtless, that the little wom- 
an would read the bit in the next 
day’s paper. They claimed they wore 
a wedding ring because of the posi- 
tively enormous love they bore their 
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“SURE EVERYBODY KNOWS HE MADE A FORTUNE 
BY PUSHING PARKER '5I'S'” 


Concentrate On Your 


3 BIGGEST SELLERS 
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wives and children, and to show how 
happily married they were. 

One more courageous fellow an- 
swered that wedding rings for men 
was an old custom in his family, and 
he didn’t see any reason for flying 
‘n the face of tradition. 


The best answer of all, probably, 
was given by an out-of-towner who 
stated: “If men felt the way I do 
about marriage and showed their 
feelings by wearing wedding rings, 
the divorce rate wouldn't be so high.” 

Historically, wedding rings for 
men appear to have come into being 
at the same time as those for women 
—the men just shied away from 
wearing them after a while. Impetus 


for the double ring ceremony comes: 


in war time when brides, particular- 
ly, fancy having their husbands 
wear a ring for remembrance, the 
same as they do. 


However, when confronted with 
a cameraman who is going to splash 
yne’s face and comment before sev- 
eral million people (including the 
ever-loving wife), the wzy out chos- 
en by the six men was probably the 
most practical. Particularly so, in 
view of the fact that most of them 
probably didn’t even know the 
origin of wedding ring custom in 
the first place. 











IGHT club patrons in Ven- 

tura, Calif., are exposed to a 
“commercial announcement” in the 
middle of the floor show—and they 
don’t object a bit. 

The Hamilton Diamond Co. has 
made arrangements with the 577 
Club, Ventura’s most exclusive night 
spot, to sponsor one session of a 
twice-weekly quiz contest. A single 
question is asked of the patrons and 
a prize (given by Hamilton’s) is 
awarded to the first person answer- 
ing from the floor. Naturally, the 
name of the donor is mentioned sev- 
eral times and, in addition, the night 
club’s ads in newspapers mention 
the contests and the jewelry firm 
which is giving a prize. 

The night club runs four ads each 
week, each insertion mentioning the 
contest and prize donors, so that 
the co-operative plan can really be 
said to benefit Hamilton’s. 
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PEAKING at the ANRJA mid- 
year conference in Omaha, Neb., 
Frederick W. Roedel, Utica, N. Y.., 
jeweler, outlined a clever display 
stunt he uses in his store. 

When the shop is closed up for 
the evening the window displays are, 
in accordance with common practice, 
left lighted. Naturally, many a cou- 


"Oh Goody! This means | win my bet." 
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ple stops to examine the display. 


A sign, placed above a push-but- 
ton near the door, however, provides 
something different for the window- — 
shoppers. The sign says: “You have 
seen our windows, now push the 
button and see our store.’ The 
natural human impulse to push but- 
tons which “do things” practically 
never fails, and the entire store in- 
terior lights up—much to the de- 
light of the onlookers and good will 
of the Roeder firm. 


o © 


IF FLING through a pile of old 

Texas newspapers, recently, we 
stared bug-eyed, certain that we 
were going to be able to scoop the 
competition. There, in an _ incon- 
spicuous ad, was evidence that 
Harry S. Truman, President of the 
U. S., was conducting a watch re- 
pair business on the sly. 


Closer examination proved our ex- 
citement unfounded. To be sure, 
the picture of the man in the “Pro- 
fessional Watch Repair Service” 
looked like the President. But it 
wasn't. Instead, it was a photo of 
Claud Zimmerly, a Dallas horologist. 
Remarkable likeness, however. 


Oh well... 
© © 
T HE old business of the “cat 
farm,” whereby one raises cats 
for their fur and rats to feed the cats 
(the rats being fed on what remains 
of the skinned cats, thereby avoiding 


overhead expense) has cropped up 
in the jewelry business, it seems. 


The details are a bit foggy, even 
now, but Oklahoma City, Okla., po- 
lice arrested a man who bought more 
than $34,000 worth of jewelry on 
credit, pawned it, and then used 
the proceeds to make down pay- 
ments on more purchases of jewelry 
or pay for that which he had already 
bought. The jewelry bought on 
credit was then pawned, also, and 
the proceeds—but why go on? 


The fellow seems to have been 
a complete whackeroo in other ways, 
too—he habitually dressed in over- 
alls which had been dry cleaned and 
pressed, gave his occupation as 
“peanut salesman” and, in short, 
gave evidence of having other equal- 
ly whimsical schemes in mind. 

He languishes, now, in prison— 
and credit jewelers breathe easier. 
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Two Windows 
For the 
Coming Months 


OTHER’S DAY has had for some time a highly 
successful career as a merchandising event, but 
Father’s Day, it seems, hasn’t yet achieved the same 
general acceptance. It hardly seems that it can be for 
lack of affection for the guys who pay the bills . . . more 
likely it’s lack of promotional effort. Coming near 
the middle of June as Father's Day does, it is apt, 
particularly in the jewelry store, to get lost in the 
shuffle: of Wedding and Graduation promotions. So 
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Mother’s Day. May 11 


Centered in Victorian style cut-out 
frame is small gift package, labeled 
"To Mother." Other suggested gifts 
are arranged on step elevations. Be- 
low are silhouette heads which can be 
enlarged photostatically or self drawn 
by "square" method shown here. 
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MATERIALS NEEDED TO ASSEMBLE MOTHER'S DAY DISPLAY 


Material 
Lace Frame Cut Out 
13" x 17" 
Heavy white paper for silhouettes 
Nosegay bouquets 


Source 


Austen Display Company 

31 West 31st Street, New York 
Stationery or Art Supply Store 
Millinery trimming store or 
Display Supply House 


Elevations Your own 





that dear old Dad won't be forgotten this year, our. 
“Window of the Month” offers a double feature with 
the suggestion that Mother’s and Father’s Day displays 
be planned and assembled together, so that the ‘“mak- 
ings’ for both will be ready when the proper dates 
roll around. Mother’s Day this year is set for May 11th, 
Father’s Day for June 15th and of course both win- 
dows should be installed a full week or more in advance. 

Silhouette heads are featured in both displays. For 
the Mother’s Day .window, two heads cut from white 
or light-colored paper are placed on either side of a 
Victorian style cut-out frame in the center of which is 
tacked a small gift package tagged “To Mother.” Tiny 
nosegay bouquets are tacked to the background and the 
package. Simple step elevations are used for displaying 
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May and June both offer important merchandising events for the 


jeweler. Miss Dixon suggests early planning for window displays. 


appropriate merchandise. The background should be 


dark to 


silhouette the heads and the lacy frame. 


A dark blue background was used for this photograph 
with elevations in dark blue and gray. Silhouettes and 
frame were white, although they could be any pastel 
tone—pale blue or pink. Nosegays were rose, yellow and 
blue and the gift package was wrapped in pale blue 
paper and tied with rose colored ribbon. 

For Father’s Day, a beveled frame displays merchan- 
dise with dark silhouette heads of men surrounding it. 
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MATERIALS NEEDED TO ASSEMBLE FATHER'S DAY DISPLAY 


Material Source 
Plywood or Lumber yard or 
Heavy cardboard for frame Stationery store 


Fabric for frame panel 
Black or dark paper for silhouettes 


Elevations 


Department store 
Stationery or Art Supply Store 
Your own 














by VIRGINIA DIXON 


The same elevations may be used again. Background 
here is light in color to emphasize the dark silhouettes. 
Floor may be dark. 

The dark blue, white and gray combination was used 
again for the man’s window—white background, dark 
blue floor, elevations dark blue and gray, frame painted 
gray and white (two adjoining sides in gray, the other 
two in white) with dark blue center panel and silhou- 
ettes cut from dark blue paper. Dark green with yellow 
or gray and white or wine red with gray and white 
would also be good looking and equally masculine in 
character. 

The lace frames are available already die-cut from 


heavy cardboard and are very inexpensive. It would be 
(Please turn to page 274) 


Father’s Day. June 15 
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Father's Day display follows the same 
general scheme with’ the gifts shown 
in beveled frame and on the same 
elevations. Above are silhouette 
heads as well as frame construction. 
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About a bride of 1880 in Red Wing, Minn.— 


(AND A WEDDING GIFT OF 1847 ROGERS BROS.) 








Dauphin, Manitoba 
Canada 
December 22, 1946 


The International Silver Company 
Meriden 
Connecticut 


Dear Sirs: 


December 22, 1880, is quite a long time ago, however, December 22 has 
been a date fondly remembered in our family. You see, it is the date 
of my mother and father's wedding which took place in Red Wing, Minn 


As a wedding gift, they were given a good many pieces of 1847 
Rogers Bros. silver. There doubtless is nothing unusual in that 
fact — Rogers Bros. silver was as popular a gift then as now, I presume. 


What I am writing to tell you is this: Tonight at dinner our 
family was having a happy pre-Christmas reunion — enjoying Ozzie 
and Harriet — when I suddenly recalled this is December 22, and on 
our table were pieces of Rogers Bros. silver received by a little 
bride of years ago. ad 


The bride and groom of 1880 are gone. Their memories are as bright 
and lasting as the silver which they used all their lives. Four 
generations have used their silver. It is still lovely, especially 
the Lily of the Valley pattern. It is all in much better condition 
than the silver I received for a wedding gift thirty years ago. 


Our family was so interested in my little story that we felt 


you might be, too. 


Yours sincerely, 


THANKS, MRS. DOUGLAS, FOR HELPING US. 


Your letter explains, far better than we can, exactly why 1847 Rogers 
Bros. is owned and loved by more women titan any other silverplate 
in America. 

And we hope it suggests—to every jeweler who reads it—that he can . 
build a steadier, more profitable silverware department by featuring 
1847 Rogers Bros. 


1827 ROGERS BROS. ror 100 Years, AMERICA’S FINEST SILVERPLATE 


The International Silver Co., Meriden, Conn. ; 
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MAURICE SALPER 


HEN I left Newark to accompany my sales- 
man on a trip through Louisiana, Arkansas, 
and Texas, I fully expected that the amount of business 
we would do would make the depression of the 30’s 
seem like boom years. To put it bluntly—I was not 
counting on writing a single order. For weeks I had 
been listening to tales of woe being poured into my 
ears by my Eastern accounts and was becoming thor- 
oughly imbued with the fear that seemed to be so 
widely prevalent in this section. I had been reading 
all the “confidential” news letters in existence and had 
absorbed all their pessimism. The thought that intensi- 
filed my own fear was the realization that my cus- 
tomers might also have- absorbed the same pessimism 
and that it would have to have an adverse effect on 





their merchandising. Experts on economy might dis- 


agree with one another but the one who spoke of “bad 
times ahead” always spoke with a louder voice. Even 
the articles in the daily papers prophesying trouble- 
some months seemed to have a darker newsprint. I 
realized then that I was creating a mental depression 
all of my own and was allowing myself to fall into it. 
Of much deeper concern to me was the thought that 
my customers were also forming their own “psycho- 
logical depressions” and that a mental outlook such 
as that could easily bring about the very situation 
which they dreaded. 


When I arrived in the Southwest, my fears seemed 


to be realized. Newspapers carried ads of many promi- 
nent jewelry stores offering sales at drastic reductions. 
Many of the concerns were offering everything in the 
store at half price. Most stores advertised a 1/3 reduc- 
tion. Practically every store I entered had various 
“sales-tables,” with markdowns of from 1/3 to 14 off. 
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Depression On Way? Who Says So? 


Fear of business reeession is not borne 
out by analysis of the facts, prominent 
wholesaler finds. Retailers are clearing 


4 shelves of old stock before ordering new. 


by MAURICE SALPER 


On the surface, it appeared as if the most pessimistic 
prognosticators were right. There was only one factor 
that seemed to belie a “depression” and that was the 
activity of the stores themselves. Watching the sales 
being made away from the “sales-tables,” I wondered 
why the merchants felt it so necessary to convince the 
public that business was so poor that they were forced 
to give away their stock. I questioned the retailers 
about this and the answers I received did a great 
deal to clarify the situation for me and to lift me out 
of the depressive state of mind into which I was quickly 
falling. 

It is always a shock when a person is jolted out 
of a “dream-world” back into “reality” ... and the 
jeweler had been living in a “dream world.” He had 
been doing so much business, selling everything he 
could buy, that he found himself with only one major 
thought: to get more and more merchandise. The more 
he had the more he would sell. Consequently, in the 


fall of 1946, he ordered merchandise from every 


source in contact with him. He ordered from one, dupli- 
cated the order from a second, and triplicated it from 
a third. To do the jeweler justice, he did not expect 
to receive shipments from all of them. He merely felt 
he was protecting himself against a scarcity of stock. 
When the shipments began to arrive, first the original 
order, then the duplicate, then the triplicate, some of 
the merchants began to experience a few pangs of 
doubt. But Christmas was coming—and they still felt 
that the more they had to sell, the more profit would 
their case registers show. Christmas was late in coming, 
but when it finally did arrive it came with a bang. 
Practically every merchant told me that in his last 
(Please turn to page 274) 
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Official Mother's 


Day poster avail- 
able to jewelers. : 
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Mother’ Day ifts 


Honoring Mother on her day ealls for the giving 
of gifts that will endure. Promote jewelry as 


the logieal gift to provide lasting happiness. .. 














He 


IFTS for Mother’s Day, May 11, should be 
like a mother’s love—enduring.” 
ciple can easily be applied by the jeweler to his 1947 
Mother’s Day promotion, since gifts of silver and 
jewelry are particularly appropriate and longer-lasting 
than, say, handkerchiefs or flowers. 

However, the giving of jewelers’ items on Mother’s 
Day requires more consideration (and, possibly, budget- 
ing) than the presentation of a remembrance which 
may be picked up a day or so before the important 
date. Therefore the jewelers’ advertising should start 
earlier than that of the department store or florist. 

The 1947 Mother’s Day slogan: “All America Re-. 
members,” can easily be worked into the jewelers pro- 








& promotional event. 
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Two Mother's Day advertise- 
ments which were successful 
last year and the year before. 


should be Jewelry / 


motion. The theme, direct and to the point, has been 
devised by the National Committee on the Observance 
of Mother’s Day, in an effort to keep all promotion on 
a high and dignified level. 

“Commercially speaking,” says Irving K. Edwards. 
executive director of the national committee, ‘““Mother’s 
Day has been assuming more and more significance as 
Although it was born of sentiment 
when Anna Jarvis originated the observance in 1907. 





there is no denying the fact that its use as an advertising 
and promotional theme by commercial interests really 
made the public conscious of the day. If advertising 
and promotion can make the general run of human beings 
more conscious and appreciative of the central theme, 
then commercialization of the occasion has its virtues.” 

“The vital element-for a successful Mother’s Day,” 
according to the national committee, “is a united gesture 
by jewelers throughout the country. Every store, large 
and small, is urged to take part in this nationwide move- 
ment honoring the Mothers of America, and your store 
can help make Mother’s Day in your city ‘a day Mother 
will always remember.’ Start planning your Mother’s 

(Please turn to page 275) 










GZ 


Og MEMBRANCE wil 
¥ 4 Ane CTRRLING SILVER 







“rare 
eooee 


ae oe ’ p . im 
; | ted % 
: ' , “thx s 
Cheer = E> A 
€ 7 © “Tf 
Kung Bower > gan ee 
= » A ’ 
’ nf $3 | 1 ee 
9 . a ~ 
re, . * oe 
wie * . ») aS. 
* ¥ ry ‘ af 
’ Ne . 
‘ te 
} 
; ‘ ; ° 
*~ . 
: 7 
< i“ 
ca = 
¢. » 2 7 
¥ ‘ ” 
* A 
. 
* + ‘ 
a 
; < 
< 
} 


t 
395 MAIN STREE 














pans roe A dAshe-eeed . 
LABEL ALE An ee A Rt i ha 


SS SV ITI hinds 


PO PSA GAD SAO 


aes 








Treasure Island, Santa Monica, Callif., 
arranged this attractive Mother's 
Day display of handbags and jewelry. 

































J, C.-K, 
STORE 
PLANNING AID 


First in a series of store modernization 
articles by JC-K’s store planning consultant. 
This installment is econeerned with making 


eareful plans for the new store front. 
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ROM all available sources of information it is ap- 

parent that nine out of ten jewelers who have not 
as yet remodeled or opened new units, will do so within 
the next two years. Not only will they proceed with 
their modernization programs because they were unable 
to do so during the past five years, but also because 
they are confronted with two future trends in the retail 
business: the increase of competition, and the desire of 
the consumer to shop in stores that are modern, eye- 
appealing and institutional in operation. 

To the individual jeweler, remodeling an existing 
store or opening a new one has always presented many 
situations difficult to cope with. With today’s material 
and labor situation, plus the gigantic strides made in 
the improvement of merchandising methods, displays 


» and store design, the problem of undertaking a con- 


struction program at this time appears to be beyond 


q the possibility of satisfactory solution. 


Projecting vertical signs, in addition 
to one on the facade, attract atten- 
tion if visibility is good, laws permit. 


“Open front’ principle allows a high 
degree of visibility into the store. Re- 
cessed front and glass doors make 
window shopping easy for customer. 


Louvers, below window displays in 
this store facade, permit circulation 
of air and prevent fogging of the 
window glass on cold winter days. 


by MURRAY M. PEARLSTEIN 


The jeweler contemplating any remodeling or build- 
ing program must take into serious consideration the 
advances made in retail management and operation if 
he wishes to maintain or better past records of volume. 
The addition of new lines of merchandise necessitates 
study in the proper handling of such wares. 

It is the intent of the foregoing to outline, briefly, the 
steps to be taken by the jeweler contemplating a con- 
struction program... 

The first step would be to study the stores of your 
competitors in the town, as to type, style, method of 
operation, etc. Determine from this study the type of 
store best suited for your purpose. Do not copy, for 
what looks well elsewhere may be the exact opposite 
in your store. Serious thought should be given to the 
general locality and type of consumer you are catering 
to or trying to attract as well as the location of your 

(Please turn to page 278) 
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Through scientific use of direct mail, Stark & Knobla. 


losmap VA 


7 


Milwaukee. have managed to keep their monthly sales 


at least 20 per eent above the statistical average. 


EADING a parade of various advertising activities 

at Stark & Knobla, 3701 West North Avenue, Mil- 

waukee, Wisconsin, is their important flexible direct 

mail program. Tuned to every advantageous opportunity, 

with a mailing list of over 3,000 regular customers con- 

centrated within a two square mile area, the system is 
practically precision operated. 

To attain this degree of perfection has taken many 
years of experimental research with various types of 
literature, exact timing in the mailing, culling of the 
deadwood from the “Customer’s List,” and other rear- 
rangements. 

As an example of the thoroughness with which the 
mailing list is completed, take the names from the watch 
repair department. The watch repair job ticket not 
only shows the repair job done, but also indicates a pos- 
sible future new watch sale—or something else. Again, 
a young couple will stroll in to look at rings. No pur- 
chase may be made, yet with a cautious question here and 
here by the salesman, the names are brought forth, and 
are then placed on the list. Young couples are the best 
of potential customers and offer a wealth of opportunities 
for working by mail. The store’s unwritten motto is: 
“Get the names.’ 

A full quota of names insures the ability to handle 
practically any sort of a direct mail campaign. The 


Stark & Knobla mailing pieces are carefully 
prepared, sent to a selected list of people. 
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master list which eventually results contains the answers 
to the following questions: 

1. Occupation—Name—Address 

. Age—(other information) 
. Approximate Salary—(Buying Tendencies) 
. Married—Single—Or: 
Number of members in family. 
. Age of children. 
. Family sales record. 
- Reaction to name on mailing list. 
. Memo for next mailing—and type. 

10. General remarks. 

The compiling and keeping up to date of this record 
requires on an average, a couple of hours each day. To 
obtain an accurate picture of net results, two reliable 
sources are available. Upon the completion of a cam- 
paign, sales volume is checked against that of the pre- 
vious month. That is the usual method followed by 
jewelers. But Mr. Stark has another means of testing— 
he uses the pamphlet issued by the Department of Com- 
merce each month which gives volume and per cent of 
each trade’s business contrasted by months. 

In other words, this bulletin gives a complete survey 
of the entire country, providing a tabulated thumb-nail 
sketch of conditions which enables any jeweler to reckon 
his own position by the activities of the country in gen- 
eral. Mr. Stark feels the month wasted which does not 
average out at least better than 20 per cent over the 
national figures. To direct mail advertising he gives the 
credit for 50 per cent of this gain. 

(Please turn to page 280) 



































Making Watches Is 


AKING its readers on the second in a series of 
“picture trips’ through factories which produce 
various types of jewelers’ merchandise, THe Jewe.ers’ 
Crrcutar-KeystTone presents, this month, the highlights 
in the manufacture of a precision watch. 

The photographs, taken at the factory of the Hamil- 
ton Watch Co., Lancaster, Pa., are graphic proof of the 
enormous pains taken to design, perfect and produce 
highly accurate watches in large quantities. 

Wartime demands upon the watch industry resulted 


Photographs run counter-clockwise from first photo directly above 


|. Production of a watch starts in the Designing Department 
where details are carefully worked out on the drawing board. 


2. Watch manufacture requires specially designed and constructed 
machinery. This impressive machine shop makes no watches, 
only the equipment used in Hamilton's manufacturing process. 


3. The plate which forms the “foundation” for a watch move- 
ment is stamped out by microscopically accurate dies from a 
continuously moving strip of a special nickel steel alloy. 


4. Perfectly formed screws, so small that they look like a 
grain of dust to the naked eye, are turned out on precision 
screw machines. Compare this screw with the man's finger. 


5. At frequent intervals, as they come from the machine, 
the tiny screws are inspected by a highly skilled operator. 


6. Balance staff pivots are carefully burnished on special 
machines which have been developed exclusively for this work. 


7. Process of setting the pallet jewels in the escapement. 
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Preeision Business 


not only in the need for retooling for post-war civilian 
production but. also, in the development of new tech- 
niques and processes. The last word in research and 
production “know-how” is exemplified in the processes 
shown on these pages. 

Further pictorial articles in this series will embrace 
diamond cutting, ring manufacture, silverware manu- 
facturing, and others, and will appear in subsequent 
issues of this publication. 





8. Hairsprings ore coiled to precise dimensions and lengths 
in these speciol fixtures. Skilled hands perform the work. 


9. A general view of the Finishing Department where the 
movements are finally assembled, oiled, readied for testing. 


10. The assembled movement is timed and cased by experts. 


Il. Accuracy of timing is checked on a "comparator" which 
gives direct readings from the dial in 1/100ths of second. 


12, The finished watch is tested for performance under ex- 
treme conditions of heat and cold. Here an inspector, bun- 
dled in an aviator's suit checks the running of a watch in 
temperatures which may hover far below the freezing point. 


13. High-powered microscopes are brought into play through- 
out the factory at every stage of watch manufacture. Checks 
are made on the accuracy of all watch parts and assemblies. 


14. Even the oil for lubricating the watch is manufactured 
in this miniature refinery at Hamilton, in order to assure 
the exact qualities that are necessary for best performance. 





























Interior of store is pan. 
elled in rich grained _ 
mahogany. Picture. 
frame display windows _ 
opening directly ints | 
the store on two sides, 
and plate glass en. 
trance provide abun. _ 
dance of natural light, 








Opening day advertisement 
showed change in exterior 
appearance of the building. 
Insert shows new floor plan. 








Exterior of bank be- 
fore remodeling was 
started shown below. 








qp*;: of the most extensive remodeling jobs yet 
done for a jewelry firm was that recently com- 
pleted for the new Eaton’s Jewelers, at Wilmington. 
N. C. The building, a nine-story affair, located at the 
corner of Front and Market Streets, formerly housed a 
bank which occupied the first two floors. This bank had 
the more or less impressive high ceiling and the floor 
was some four feet above the street level. 

Remodeling of this space necessitated lowering the 
ceiling which was done along with lowering the floor to 
street level so that an extra floor was gained above the 
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Katon store shows results of careful planning. 


jewelry store. This floor is now fronted with glass 
brick and occupied by offices. 

As for the new jewelry firm, the store was designed 
by Charles Telchin, well known jewelry store architect, 
who directed the work through a local firm, Lynch & 
Foard, of Wilmington. On the exterior, the sidewalk 
was torn up and made wider. The store entrance was 
brought down to street level with the elimination of the 
five steps which formerly led into the bank, and modern 
all-glass doors were installed. Display windows are of 
the shadow box type with two on one frontage of the 
store and one wider one on the other side of the en- 
trance. Over the doorway a large circular marquee 
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It took a bit of doing to convert an old bank 
into a modern retail jewelry firm, but new 


Large pillar in center of room was 
ingeniously worked into floor plan 
of store by covering it with panel- 
ing and installing circular, glass- 
topped display counter around pillar. 


Feature of opening day cere- 
mony was display of hand- 
wrought copper by Rico Pes- 
cia, shown here at the left, 
with Kenneth Eaton, manager. 


> 
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has been installed on which the store name is carried 
out in cutout letters. 

On the interior the architect had a large pillar to 
contend with, located in the center of the room. This 
was taken care of by covering the pillar with the same 
grained mahogany paneling used throughout the store. 
Around the pillar was installed a circular glass-topped 
display counter used for the display of the smaller 
pieces of jewelry including rings, bracelets, pins, com- 
pacts, etc., thus converting an otherwise unremovable 
detriment into a novel and eye-catching display spot. 

Other departments follow this circular motif with 

(Please turn to page 283) 
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Sit Stepoa in Selling ee 





VERY sale of jewelry and allied lines begins as a 

mental transaction; it is first made in the mind. 
That’s why the best jewelry salesmen constantly study 
how the human mind functions. 

Skillful salesmanship leads the customer through his 
normal mental functions, in proper sequence to produce 
the desired results. 

The first thing to do is to get the prospect's attention. 
Thus attention was the first “Step in Selling,” as covered 
in our previous article. 

Now, with the prospect’s attention secured, Step 
Number Two is to arouse his or her interest. 

There are many ways to do this, but none of them 
start off :— 

“You don’t want a new clip today, do you?’”’ 

‘“‘Wouldn’t be interested in another piece of silver- 
ware, I suppose.” 

“Lousy weather we're having after that nice spell.” 

In all over-the-counter selling, it is important to say 
or do something early in each sale to jolt the prospect 
out of his own thoughts and worries. His natural ten- 
dency is to be self-centered and so it’s up to you to 
work your merchandise or services into first considera- 
tion for a while. , 

You can’t do it by wasting time on obvious general- 
ties, such as mentioned above, although on the other 
hand it is not always best to jump suddenly into a sales 
talk. That’s all right with busy business men—they’re 
used to that—but some men and most women are in- 
clined to become suspicious if they think you are trying 
to rush them. 

So gear your speed to the type of person you are 
trying to sell, but in any event avoid negative thoughts 
and approaches that plant the idea of poor business or 
bad weather or unsatisfactory results. 

Whether you generalize for a moment, or get right 
down to brass tacks, be sure your start is cheerful and 
positive and favorable to the action you want later. 
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No. 2: Arouse Interest 


by BRIANT SANDO 


Sales Counsellor 
Louisville, Ky. 


A certain retail jewelry salesman has sold me mer- 
chandise for years, and I have never heard him say an 
unfavorable word about weather, people, politics, religion 
or other subjects batted about by so many. George sees 
the good in everything and everybody—and if I am 
naturally “low” when I go into his store I am never 
that way when I leave. As he gets most of my business, 
I can add nothing that would commend his methods 
more favorably. 
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.. + "Too busy erying on each other's shoulder.” 


I don’t mean to imply that George hasn’t the normal 
human inclination to talk about other people and things 
of common interest. He has. But he always has some- 
thing good or cheerful to say; he doesn’t repeat idle 
gossip or spread evil tidings. Hence, even his general 
talk or opening remarks help arouse the right kind of 
interest. 

Quite different is Sam, another retail jewelry sales- 
man I know, who usually spends half of each interview 
making me feel that everything is in a mess, that we are 
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all racing downhill without brakes. When the logical 
time comes for me to be giving Sam an order, we are 
both too busy crying on one another’s shoulders. 


EVERYBODY LIKES COMPLIMENTS 


Dale Carnegie tells how a salesman landed a big 
order from George Eastman of Kodak fame by opening 
his talk with these words: “While I have been waiting 
for you, Mr. Eastman, I have been admiring your 
office ... I never saw a more beautiful one in my life.” 
That was the truth and it led naturally into matters of 
mutual interest and then the sale itself, 

A successful social worker says, “I always talk foot- 
ball or baseball to boys, and clothes to girls.” She gets 
their attention by talking to them first about the things 
in which they are the most interested. The same prin- 
ciple works equally well with adults. You know, when 
they come into your jewelry store, they are interested 
in improving the appearance of themselves or their home 
—or in getting a gift that will impress the receiver. 























"Questions force prospect to listen and pay attention." 


Keep your eyes and ears open for things you can 
naturally compliment whenever you are trying to in- 
terest people, Build a bridge from that point into your 
sales talk, and usually your prospect will follow you 
along. | 
Once you get into your sales talk, remember the first 
few sentences and the first few seconds are vital. Use 
words that paint a clear, sharp picture of the benefits 
and advantages in what you are selling. 

Back up the actual merchandise you are selling with 
some kind of proof or an exhibit whenever possible. 
Pictures or charts or anything that is novel or different 
will often arouse interest. Newspaper clippings, fashion 
reports, user’s records, testimonial sentences or letters 
—all are good. 

Questions, if intelligently asked, may also help arouse 
interest. They force the prospect to listen and pay 
attention, if he expects to answer properly, and when 
he “opens up” and begins to participate in the deal he 
most likely can be sold. 


WHAT INTERESTS PEOPLE MOST 


Sometimes the sales process can be shortened to omit 
some of the six steps I stress, but the step to Arouse 
Interest is not one of them. The only time you can 
safely skip this one is when the prospect comes to you 
and makes it clear that he knows what he wants and 
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Grow 


is ready to buy. His interest has already been aroused 
by some one else, or by advertising perhaps. Then it 
is Just a matter of arranging details and closing up the 
transaction. 

But in the average sale, you are safer to assume that 
no one is interested to the point of purchase in you or 
your merchandise—until you make them get that way. 
Don't take a chance on this feature of any sales presen- 
tation; to skip it often is sales suicide, especially on the 
big profit items. 

The rule for arousing interest is perhaps the simplest 
of all. What one subject is sure to interest everybody? 
Ourselves! 

Hence, to interest people, talk to them about them- 
selves, their homes, their families. Then to make a sale, 
tie your talk to the prospect on how your goods will 
serve him, Tell about your jewelry and other lines in 
terms of your prospect's interests . . . improved appear- 
ance, latest styles, smart effects. 

A sincere, friendly start is a help in every sales effort. 
A warm welcome is most important. It is better to speak 
first rather than wait for the customer to speak; it shows 
you are alert and attentive, softens the shyness of hesi- 
tant customers. 

Instead of “What can I do for you?” or “Something 
you want?”’—it is better to greet customers with the 
same friendly welcome you would show in meeting 
friends. A pleasant “Good morning” or a cheerful 
“How do you do?” is all right for an opener, especially 
if you can couple with it the use of the customer’s name 
—which is always good technique. 

Of course if the customer is handling or examining 
merchandise at a certain counter as you approach, then 


the “merchandise approach” is best. This means—say 


something about the item under consideration, prefer- 
ably a good selling point, which “breaks the ice” and 
takes you into the sale at once. 





"A sincere, friendly start is a help in every sales effort." 


For example, “That’s a splendid new item we just 
received. It works this way ...” and then proceed 
with the demonstration or sales talk. 

If, in every approach, you are courteous and friendly 
(as well as alert and prompt) that goes a long way 
toward giving each customer a feeling of good will to- 
ward you and your store. 

That always makes it easier to arouse interest. 

(To be continued) 
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oe ON THE AIR! Tune in on 
ee : Ronson’s “20 Questions”’ 
ee ee Saturday nights, Mutual 
ee : Network (Pacific Coast, 
Sunday nights). For time 
and station, see your local 
paper. , 















Mother’s Day (May 11) 
Father’s Day (June 15) 
Weddings 
Graduations 


eteteetate 


Anniversaries 
or 
any gift 
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POCKET LIGHTERS. TABLE LIGHTERS 




















With these handsome models, and others of airwaves... directing to your stores people with. 
the RONSON line . . . with these great mass cir- money to spend. 

culation publications . . . with its sensational radio . 
program “20 Questions”. . . RONSON is fashion- cian — ra A een nat 
ing for you a powerful advertising campaign that chandise during the spring gift season .. . for 
will increase ~ intensity as the May-June gift demand, as you know, already exceeds supply. 
ee This advertising effort is part and parcel of 
Your customers will see RONSON Table Lighters RONSON’s vast, long range advertising plans, 
presented in glorious full color advertisements,in designed to KEEP demand ahead of supply cee 
addition to full page ads for the glamorous sterling 0 assure you, as production steadily mounts, 
silver ‘ADONIS’. . . they’ll see RONSON’s 14kt. continued quick turnover and ever- 
gold ‘BANKER’ richly portrayed in true color... increasing profit volume. 

ing RONSON sales messages on coast-to-coast 


full page and half page RONSON gift ads. And week 
ONSON 
PRESS, IT’S LIT... €I\\ . « » RELEASE, IT’S OUTI . 


after week, they will continue to hear traffic build- 
Ronson Art Metal Works, Inc., Newark 2, N. J. WORLD’S GREATEST LIGHTER *Trade Mark Reg. 





FOR APRIL, 1947 229 














— 





aoeese. ‘ 
cress wed nasser that sinseedininnen sittuinelinummailinaim ome 





ae 
+ Any + oO 88e See 





(eee eee se ee <TC LOLI OIE ERI + evenes cenomant. 











Sketch of earrings and earring 
belt created by Mr. LeMaire for 
Catana in "Captain from Cas- 
tile." Drop earrings are two gold 
dises on a slender chain of gold. 











Nataile Draper complements a decollete 
gown with a choker necklace and drop 
earrings of flawed emeralds set in gold. 
All designs illustrated are by Joseff. 
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Charles LeMaire, 20th Century-Fox 
Wardrobe director, sketches costumes 
and jewelry for a forthcoming picture. 


Hollywood Jewels 
Create Character 
For the Stars 


[ee worn in the movies plays such an 
important part that selecting the appropriate 
gems for the stars has become an art that requires the 
skilled craftsmanship and painstaking research of top 
costume designers, creative jewelers, and technicians,’ 
said Charles LeMaire, director of wardrobe at 20th 
Century-Fox in an exclusive interview with JEWELERS’ 
CircuLtar-KerysTone. Rated as one of filmdom’s out- 
standing fashion exponents and trend setters, Mr. 
LeMaire directs and coordinates the work of his studio's 
five famous designers, Rene Hubert, Bonnie Cashin, 
Orry Kelly, Kay Nelson, and Oleg Cassini. 

LeMaire stressed the fact that every player must wear 
jewelry created especially for her or for him and in 
keeping with the period, the locale, and the role he or 
she plays—no matter how small it may be. He pointed 
out that the gems an actress wears reveal to an audience 
immediately the economic and social status of the char- 
acter she portrays. 3 

“From the beginning of time the amount of gold and 
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Always New... Always News 


With 2,418,618 messages in Vogue and Harper’s Bazaar reflect- 
ing the never-fading favor that diamonds enjoy on the 
fashion scene, sparkling four-color advertising gives voice to 
the fashion significance of diamonds. Added to diamond 
advertising in general magazines highlighting the engage- 
ment ring tradition, these fashion pages are helping remind 
your customers of the endless charm of the diamond as the 
leading gem of fashion. De Beers Consolidated Mines, Ltd., 
and Associated Companies. 


ee 











OA STUS OTERO coe te wae e eRe Sans oe! 


gems worn by famous historical and legendary personali- 
ties has been emphasized in portraits, songs, and stories. 
And on the screen, jewelry, to my way of thinking, is 
one of the best ways of quickly impressing audiences 
with a character’s relative importance, regality, and 
wealth—or the lack of them—and the country and the 
time depicted in the filmplay. For this reason the jewels 
must be chosen carefully and they must be authentic in 
every detail,” he explained. 

As a good illustration of the precision and labor in- 
volved in fitting a cast with authentic period jewelry, 
Mr. LeMaire mentioned “Captain from Castile,” a 
future production which deals with the Spanish conquest 
of Mexico. After Mr. LeMaire and his staff had scoured 
museums and libraries in California, New York, and 
Mexico as well as the studio’s own voluminous files on 
the costumes and jewelry of the period, he prepared 

(Please turn to page 286) 











Linda Darnell, star of the forthcoming 
"Forever Amber," wears a diamond neck- 
lace with marquise-cut pendant set in 
yellow gold. The strand across the bod- 
ice features both pearls and diamonds. 


by JUANITA SAYER 


June Haver, star of "I Wonder Who's 
Kissing Her Now," wears a display neck- 
lace in yellow gold with marquise dica- 
monds fanning out from the round cen- 
tral diamond, with clusters of diamond 
drops below centerpiece and in chain. 





Another costume worn by Nat- 
alie Draper is accentuated by : 
a necklace of sapphires and 
diamonds, with drop earrings 
to match; both of platinum. 


a 





Charles LeMaire. wardrobe chief 
for 20th Century-Fox, states that 
all jewelry used in films must 

be ereated especially for the 


star and the particular role. 
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. Like a Diamond in the sky. ° 


From the tiniest satellite to the most magnificent Inminary ... the 
diamonds your customers buy will be found at WINSTON. 


When in the market for stones of any size or any price, or tor 
exquisite mounted jewelry, you are cordially invited to discuss 


your problems with the HARRY WINSTON Organization. 


HARRY WINSTON. 
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identification of Gems by X-Ray 


Abstract of an article by George Switzer of the Gemological 
Institute of America and Ralph Holmes of Columbia University 


HE disadvantage of most methods of gem testing 
lies in the indisputable fact that the ordinary routine 
testing gives a result seen by the expert alone, and the 
owner of the gem in question has to accept the expert's 
findings. This is often galling to men who have been 
in the trade for many years and who have confidence in 
their experience and their instinct. It leads them to 
dispute the word of the man who has tested the stone 
and made a determination, who knows, after all, that 
the readings of his instruments are incontrovertible and 
that all the argument in the world will not change the 
facts. 








Fig. |. Laue type pattern resulting from re- 
flection of diffracted x-rays from a crystal. 


Hence we can welcome the development of a new 
tool which delivers a certificate, so to speak; a document 
which expert and tyro can view alike and reach agree- 
ment. Such a tool is promised in the development of 
the new x-ray apparatus here described. The principal 
of recording on film the reflections back toward the beam 
of the diffracted beams of the x-ray is an old one that 
has been used by many researchers. The Goldschmidt 
“Strahlenbuchse” recorded sucha picture, in Victor 
Goldschmidt’s attempt to get a complete Laue picture, 
Fig. 1. However, all of the previous methods required 
that the mineral to be tested first be properly oriented 
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crystallographically. Such orientation is often impossi- 
ble in cut stones, and in mineral powders. The latter 
have been tested for years by fastening the powder on 
a fused quartz rod and rotating it in front of the x-ray 
beam. This gives, on a semi-circularly placed strip of 
film, a series of lines, Fig. 2, and comparison of the 
lines and their sequences with known mineral powders 
made this an effective tool for comparative studies. 





Fig. 2. X-ray diffraction pattern resulting 
from rotating mineral powder on fused quartz 
rod inside semi-circularly placed film strip. 


According to Drs. Switzer and Holmes, a combination 
of the methods was suggested by Samuel G. Gordon of 
Philadelphia, and worked out in the California Labora- 
tory of the Gemological Institute. This overcame the 
disadvantages of an inconsistency in reflection patterns 
experienced by Dr. A. E. Alexander in work at the 
Mellon Institute, which was caused by the difficulty of 
obtaining identical orientations of comparative gems in 
taking the photographs. Two rotations are given to the 























AXIS OF 
OSCILLATION : 


Fig. 3. Arrangement of new x-ray testing device. 


stone, as will be seen in the diagram, Fig. 3. A full 

rotation takes place all during the exposure on a hori- 

zontal axis, while the whole unit swings back and forth 
(Please turn to page 288) | 
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CAT'S EYE 
LY 
CZ, UI 
C— 


aes in color, the Cat’s Eye is an 
exquisite and unique gem. Accented with diamonds 
set in platinum, its distinctive charm appeals to the 
sophisticated wearer of precious jewels. Collectors. too. 
are often interested in the stone’s unusual qualities. 

In our own notable collection of Cats’ Eves, many of 
the finest specimens in the country are found. Other 
more modest pieces are included. Prices at wholesale 


range from five hundred to twenty thousand dollars. 


7 : 
Harold Kohen ING. 
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Fig. 1. Modern design jewelry by Otto Goetzke for Church & Co., Newark, N. J. 






HEN that eager young man walks into a jewel- 

ry store to buy a ring for his best girl, what 
leads him to choose a certain one? When an average 
American buys a piece of jewelry, what is going to 
decide whether it is one piece or another’ that finally 
goes out of the store with him? 

It is not entirely the price. Economic conditions 
doubtless determine how much will be spent for jewelry 
over a period of time in any section of the country, but 
price is an exceedingly minor factor in the final choice 
made by each individual purchaser. Jewelry is not a 
necessity, and the customer generally leaves the bargain- 
basement attitude outside. Then, too, the ultimate choice 
is usually between two or more items which are fairly 
near each other in price, since the customer is likely to 
indicate his probable price range before he reaches the 
final choice. | 

Nor is the ultimate factor either advertising or sales- 
manship, although both help to sell more jewelry. The 
best salesman is one who sells a customer something he 
likes and will continue to like after leaving the store. 
Advertising attracts possible purchasers to a store or a 
product, but rarely goes far enough to inveigle a person 
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Design of Jewelry Pieces 


ues Their Sales Appeal 


by STEPHEN HAFF 


into choosing a piece of jewelry he doesn’t want instead 
of one he does. 

The principal factor is the desirability of the piece 
itself, which is dependent on the taste of the purchaser 
and the design of the piece. If the design appeals to the 
customer's taste the piece is desirable, and if it appeals 
to his taste more than the design of another piece it will 
sell ahead of the other. Design has more to do with the 
sale of jewelry and related merchandise than any other 
factor. 

Design, therefore, is a subject which should be of 
paramount interest to every jeweler. The man who 
knows the difference between good, mediocre and poor 
design will avoid filling his shelves and showcases with 
poorly-selling material. The man who exercises good 
judgment in regard to the designs of items in his stock 
is going to get better results than the one who takes 
anything into his store. Discrimination will count more 
and more as war-boom buying declines. 

There are three practical points in regard to design 
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Advertising and price are not the only consideration in making 


jewelry attractive; they are secondary, frequently. to the design 


which makes for smartness and a desire to possess the item. 7 
ez] : 


which can be learned quickly, and which should be 
learned by every jeweler. These are: 

1. Know enough about styles to distinguish between 
them. 

2. Decline to stock any item which shows a mixture 
of styles. 

3. Become familiar with today’s style and concen- 
trate on it. 

To get down to basic principles, styles are simply 
preferences in design. They’re determined, not by what 
some bigwig in the National Academy pontificates, or 
how some Parisian couturier assembles a batch of cloth, 
leather and metal, and maybe fur, to make a costume, 
but by what people like. Style is created by popular 
taste. 

Of course, if one wants to go abstruse one can become 
involved in a discussion of how popular taste gets that 
way, but that’s hardly in the province of practical infor- 
mation. Let’s leave the question of why people prefer 
certain styles to the pundits, and proceed on the fact 
that they do. 

The point is that ever since Neanderthal Nate scratch- 
ed pictures on the walls of his cave and Pithecranthropus 
Pete chipped a fancy groove in his stone axe people 
have been deciding just how they liked to make things 
look well. The general consensus of their opinion as to 
what looked best in any time and place determined the 
style of that place and time. Style is simply a mass judg- 
ment in design. | 

Therefore, in order to know something about styles 
one must first know something about design. 

Design is composed of one main element—line. The 
second element is shape and the third color. In a draw- 


Greek and Byzantine ornaments (Fig. 5, left) 
has pointed leaves, while Roman and Roman- 
esque (Fig. 6, above) feature rounded leaves. | 
The Gothic leaf ornamentation (Fig. 7, right) 
was executed in a far more complicated fashion. 











Fig. 2. Continuous form 
of the fret or meander, 
characteristic of Classi- 
cal period of designing. 

















Fig. 3. Oriental fret or 
meander is similar to 
Classical but features 
the broken effect here. 














Fig. 4. Native Mexican 
style resembles both the 
Classical and Oriental 
frets but also has a cer- 
tain quality all its own. 




















ing or black-and-white photograph color may be absent 
and shape may only be indicated, but the line is always 
there. Lines are so fundamental to design that when one 
critically views a piece of jewelry, or any other artistic 
object, one usually comments on its lines. In that case 
the word is used to indicate the design. 

In the thousands of years during which mankind has 
been creating designs, all kinds of lines have been used. 
It has been found that certain lines look well in conjunc- 
tion with certain other lines. When lines are properly 
blended and the whole appears harmonious, then a de- 
sign is in good style—no matter what the style. Certain 
harmonious combinations of lines are characteristic of 
certain styles. In fact, when one refers to a style one is 

(Please turn to page 289) 
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They re Not 


Modernizing 


by SELMA WINEMAN 
and 


HAVILAND F. REVES 


ITH the wave of remodeling programs and new 

stores opening with the latest idea in fixtures, 
it comes under the heading of news when you find a 
well-established jewelry store, last remodeled about 
1907, which is planning not to modernize and has sound 
business reasons for its decision. 

The store is the Wethered-Rice Co. at 344 South 
Saginaw, in Flint, Michigan. Flint is a progressive 
community from a merchandising standpoint. Practic- 
ally every store of any type in the busy shopping area 
has “shined up” to attract the trade of this humming 
town with its thousands of well-paid automotive plant 
workers. 

“Everyone else in town has such excellent moderniza- 
tion programs that it seemed we ought to do something 
too,” explained Roy Wethered who, with Charles Rice, 
owns the business in partnership. “I mentioned to one 
of the smartest merchandisers in town that we supposed 
we would have to do something to keep in step with the 
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The interior of the Wethered- 
Rice store in Flint, Mich., has 
become familiar to many of 
the firm's customers. Altering 
it substantially would tend to 
dispel the store's character, 


Below, top, Roy Wethered (left) 
and Charles Rice show some 
of their finer jewelry. In back. 
ground is a part of their silver 
hollowware section. A section 
of the silver flatware depart- 
ment is shown in the photo- 
graph at bottom of page. 
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current trend, at least to the exent of fixing up the front. 

“He looked at me as though he thought I had taken 
leave of my senses,” reported Mr. Wethered with a grin 
at the recollection of his friend’s amazed look. 

“What's the matter, is your business falling off?’’ he 
was. asked. 

“No, business is fine. We couldn’t expect anything 
better even in the present period,’ Mr. Wethered ad- 
mitted. 

The two then went into an analysis of the peculiar 
role Wethered-Rice plays in the Flint community. 

If a stranger in Flint inquires for the name of the 
best established jewelry store in town—one where a pur- 
chase can be made which will carry with it a store name 
of established quality and dependability—he is told, 
“Wethered-Rice, of course.” To a native of Flint the 
store is so well known that he can’t understand why 
anyone from anywhere doesn’t know about it too. 

The Wethered-Rice firm makes little attempt to appeal 
to the low-price buyer, although they carry merchandise 
in all price ranges. They cater particularly to that 
segment of the community which has an appreciation of 
quality—the so-called carriage trade. 

To anyone living in or near Flint, the name of 

(Please turn to page 291) 
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Specimens of Wethered-Rice advertising. 
Although the Regent Diamond is fabulous. 
ly priced, the firm uses _ its story to 
remind readers that moderately-priced 
rings are also carried. The ad which 
features the "Star of South Africa" js 
coupled with copy on a $1,200 dinner 
ring. Prior to beginning the series 
on famous gems, the firm used ads such 
as the one at bottom, emphasizing long 
enduring quality rather than price. 
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Effective Merchandising Sells 





Ready-Made Ring Mountings 





Bohm-Allen display their. wide variety of mountings in this case. 


LTHOUGH shortages of materials and skilled 





designing services, effective merchandising of new 
ready-made mountings in conjunction with the repair 
department can more than compensate for it, according 
to E. W. Bornmueller, who heads the mounting depart- 
ment of Bohm-Allen, outstanding jewelry store in Den- 
ver, Colo. 

Bohm-Allen has seen mounting sales grow to record 
proportions during the past four years, and has added 
consistently to its stock of styles and selections until 
the main display case to the left of the entrance now 
accommodates approximately 650 items in velvet trays. 
“New mounting sales are undoubtedly an:‘outgrowth of 
increased prosperity and the lack of complete redesign- 
ing facilities,’ Mr. Bornmueller said. “Even in men’s 
ring mountings we now see a large volumne go out 
regularly. Men became accustomed to wearing rings 
during the war, and many of them are remounting old 
stones. There are even many diamonds from women’s 
rings now going into men’s rings, surprisingly. We've 


244 


workmen have severely restricted custom jewelry - 


Lack of personnel and material made 
eustom work out of the question at 
Bohm-Allen, Denver, but ready-made 


mountings came into their own. 
by ROGER LAWSON 


had many women customers, buying for husbands, pro- 
vide a diamond from their own jewelry for resetting 
into a masculine mounting.” 

Mounting sales were characterized as “immense” by 
Mr. Bornmueller. “We have many customers who would 
normally ask to have old jewelry which had been handed 
down from generation to generation completely rede- 

(Please turn to page 292) 
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Fig. |. New hand model polariscope 
with hinged trap door. Doubly re- 
fracting gems lighten and darken 
four times upon rotation while singly 
refractive stones will remain dark. 


HE inadequacy of present gem testing instruments 

has led to the development of new tools for the 
jeweler which will ease his work and increase his con- 
fidence in his wares. 

Two new polariscopes have just been put on the 
market and they are both fine looking, well-finished in- 
struments which will do their work far better than any- 
thing previously available. One of these is the small 
hand model, pictured above in Figure 1. The trap door 
is hinged so that it cannot fall off the instrument and 
the ease of manipulation is perfect. Glass-encased 
polaroid films at either end render the instrument 
opaque, when one attempts to look through it. A rotat- 
ing pin pierces the center of the door and a small piece 
of wax attached to its inside platform holds firmly the 
stone to be tested. Closing the door inserts the gem 
between the polaroids. The central drum portion of the 
instruments rotates freely and a doubly refracting gem 
lightens and darkens four times on a complete revolution. 
Glass, spinel, garnets and diamonds, the only important 
singly refracting stones remain dark throughout the 
rotation. Stones should always be turned upon their 
rotating bases to make certain that the initial test was 
not made upon a gem which was so cut that it is singly 
refracting when viewed through the table (the usually 
chosen direction for a first inspection). The dull black 
and aluminum finish, solidity and perfection of work- 
manship in this instrument place it at the apex of the 
hand polarizing instrument field. 

A splendid and far more generally valuable laboratory 
and store model of a polarizer is shown in Figure 2. 
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Fig. 2. Laboratory and store model 
polarizer which features a self-con- 
tained source of light. Two or 
three gems may be viewed at once. 


Instruments for determining whether 


stones are singly or doubly refractive 


have now heen developed. made 


available to jewelers. 


‘This instrument, which is a specialized jewelers’ adap- 
tation of an instrument designed for the testing of 
strain in glass or small plastic parts has several features 
which make it of very great general value. First is its 
self-contained light source, freeing the tester from his 
dependence upon any other light, and eliminating the 
necessity for a closed tube to shield the stone from 
stray light beams. Secondly, its large size makes it 
possible to use it for demonstration and for the com- 
parison of two or even three stones simultaneously. 
The jeweler will find this an aid in demonstrating his 
own knowledge, proficiency and equipment to an in- 
formation-seeking customer. 

Manipulation is simple. The instrument consists of 
two Polaroid filters, with a large space between them in 
which a stone. even quite a large uncut one, may be 
hand-held. In addition, at the lighted end there is 4 
rotating ring-mount, to which is attached a pin and 4 
platform which slides a little in and out permitting the 

(Please turn to page 838) 
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turns to things of beauty... 
Such.as these fine Gemstone 
rings...featuring genuine 
stones of supreme quality in 
l4kt.Gold and Platinum mount- 
ings of exclusive design .. Wide 


variety of distinguished styles 


retailing from *25 to *5Q00... 




















Small Space 





Goes a Long 





With self-conceived ideas, 
J. H. Brannon makes effective 
use of limited space in store. 


UST in time for the past Christmas season, J. H. 

Brannon, a jeweler of 20 years experience as a 
diamond salesman and jewelry designer, opened his 
small store in Dallas with the idea of making a little 
bit of floor space go a long way. 

The new store overcomes its triangular-shaped interior 
through the lavish use of mirrors and with a five-foot 
wide balcony which runs down the long side of the store. 
Thirty-nine feet in length, the store interior is 25 feet 
at one side, tapering down to five feet at the other side. 

Mr. Brannon, who conceived most of the interior 
deeorations himself, has all of the long wall beneath 
the balcony, covered with mirrors. In front of the 
mirrors, glass shelving, lighted at the top by fluorescent 
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All wall space is utilized ip 
store but without appearance 
of crowding. In addition, q 
balcony installed above lon 
side of store provides 225 
square feet of selling space, 


by JIM TAGGART 
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OFFICE on 
re Floor plan of Brannon store 
or? shows effective use of avail- 
gh able space with none wasted. 





lighting, is used for the display of fountain pens and 
pencils, watches, silver, and Christmas cards. The three 
posts supporting the balcony are also encased in mir- 
rors, which helps to efface them to a large extent and 
adds to the general overall appearance. 

Running the long way of the store, beneath the bal- 
cony, are glass counters electrically lighted and display- 
ing men’s and ladies’ pocket and wrist watches. These 
counters are put together with bleached oak, to match 
the large wall case at the long side of the store and to 
blend with the Wedgwood blue color-scheme of both 
the inside and outside of the store. 

In front of the wall case at the big side of the store, 
Mr. Brannon has placed another glass counter, display- 
ing a line of costume jewelry which was not available 
during the war. Decorative, antique lamps are placed 
on top the glass counters at strategic places; these 
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lamps not only help light the store but give a pleasing 
cheerful effect in the mirrors. 

The small balcony, running the long way of the store, 
affords 225 square feet of additional floor space. Along 
the wall-side of the five-foot wide balcony a fluorescent 
lighted case has been installed for the display of decora- 
tive and antique lamps. The bright, glittering merchan- 
dise on display in these cases invites the customers to 
ascend the stairs. 

At the five-foot side of the store is the watch and 
jewelry repair department, giving special attention to 
the restyling and repairing of old jewelry. 

Although the store is Jocated on one of Dallas’ side 
streets, Christmas shoppers kept the store’s seven em- 
ployees busy. 

The exterior 39-foot front of Brannon’s, Jewelers, is 
finished in Wedgwood blue to match the interior, and 
features five shadow-box windows decorated with baroque 
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Three picture-frame shadow boxes in 
balcony, fluorescent lighted, invite cus- 
tomers to climb stairs to inspect the 
displays of lamps and fine giftwares. 


Front of store is finished in Wedgwood 
blue and has five shadow-box windows 
framed with top-lighted baroque scrolls, 
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scrolls. Each window is lighted from the top with a 
spotlight which gives a dazzling effect to the costume 
jewelry and silver on display. For the Christmas sea- 
son the windows had the additional decorations of the 
traditional holly and carried a “‘singleness” in their dis- 
plays. There was a window featuring costume jewelry 
as a gift for “Her.” Another window for “Him,” featur- 
ing pipes, pens, pencils, and carved leather goods. 
Watches filled a third window, and diamonds took the 
spotlight in another. The fifth window showed gifts of 
jewelry and silver for “Baby.” A large, laughing doll 
lying on its back was the center of this display. One 
foot, raised high, supported a baby’s silver cup, adding 
human interest to shadow-box window displays. 

J. H. Brannon was with Arthur A. Everts Company, 
one of the leading jewelry firms in Dallas, for 20 years, 
beginning as display manager and working up to the 
position of merchandise manager when he resigned to 
open his own store. He also worked as diamond sales- 
man and manager. He is associated in his new enter- 
prise with his wife. who was formerly part-owner of 
the Little Bit of Sweden Restaurant in Dallas. 
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== Beware the Philanthropist! 


———— 


The Pathfinder Magazine recently printed one of 
William Jennings Bryan’s old stories. Here it is. 


After a well-known Socialist had made a speaking 
rout of the South, two negroes were discussing the 
socialistic idea of having everything in common. 
Joe had been converted to socialism. 


So,” asked Amos, “if you had two horses you’d 
give me one?” 


I sure would,” answered Joe. 


“And suppose you had two pigs, would you give 
od me one of them too?” 


" ‘J done told you I would.” 


“And,” continued Amos, “if you had two goats, 
: you'd give me one of them too?” 


| “Go on there, you knows I’se got two goats.”’ 


There are a good many people in this world who 
| ate always ready to give away half of what they 





haven’t got. Including the manufacturers who 
high-pressure jewelers into thinking they are giving 
away half their profits with every sale. 


Now is no time for persuasive argument when it 
comes to buying or selling. 


Let the goods and the prices do their own talking. 
|  That’s the only argument we use. 


Look over our line for style, workmanship and 
salability. 


Get your pencil and figure values—compare costs. 
When you get through, you’ll discover why we 


are perfectly willing to let our line do its own 
talking. 
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by IRVING SETTEL 


The ad at far left shows how 
white space may be used ef- 
fectively. Next to it is an 
example of the use of reverse 
headlines. Below—A _ typical 
"rough" treatment of an ad. 





Seeond in a series of articles designed to help the retail 


jeweler plan and direct his own advertising campaign; this 


installment is concerned primarily with advertising layouts. 


HEN a man builds a house, there must be a 
definite and detailed plan to guide in the con- 
struction. Advertisements, like houses, must have a 
blueprint from which advertising people can work. The 
layout, however crude, is a pictorial representation 
which depicts the idea of the proposed advertisement. 
The importance of a well thought out layout cannot 
be over-emphasized. This does not mean that high priced 
artists must be employed. As a matter of fact, the 
jeweler himself can make an effective layout if he 
knows the basic principles, and if no qualified advertis- 
ing man is available, or the advertising budget is too 
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small to justify the employment of such a man. It is the 
purpose of this article to give him that information. 


WHY A LAYOUT IS IMPORTANT 


First, let us consider why a layout plays such an 
important role in advertising. As part of the advertise- 
ment, an effective layout can mean the difference be- 
tween getting your message read and having it ignored 
in favor of more attractive jobs. Competition is so keen 
in modern newspapers that the element of attention 
getting is of utmost importance. Your layout, if it is 4 
good one, will attract attention. In addition, it will main- 


THE JEWELERS’ CIRCULAR-KEYSTONE 








FOR APRIL, 1947 





255 











tain the reader’s attention long enough to get your mes- 
sage across. Layout should guide the potential cus- 
tomer’s eye from the starting point, usually a headline 
or illustration, through the structural sequence of the 
written message. It will keep the reader’s eye within the 
framework of your ad. It will move the eye from one 
logical resting place to another . . . from headline, to the 
message, to the price, to your store name. 


THE TOOLS OF LAYOUT 


It is urged that every jeweler at least assist in the 
making of his own layouts. If you have an advertising 
agency handling your account, don’t hesitate to submit 
rough suggestions. If your local newspaper makes up 
your ads, your help will be appreciated. The newspaper 
advertising department is usually too busy to give you 
individual consideration so necessary to effective layout 
and selling. In addition, chances are that they are mak- 
ing up your competitors’ ads too. This means that all] of 
the advertisements will probably look alike to the 
average reader. By drawing your own layout you can 
add distinctiveness to your promotion. Moreover, your 
interest will result in better layouts and, consequently, 
more profitable trade. No one knows your business or 
customers as well as you do. No one better knows how 
to combat competition than a retailer who must contend 
with a competitive situation every day. 

Expensive equipment is not necessary for layout 
work. A five and dime store smooth paper pad, the size 
of which will depend upon your largest ad, is sufficient. 
In addition, purchase a few very soft pencils, a ruler, a 
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Upper left — Interesting back- 
grounds, effectively used, can 
be a tremendous asset to the 
layout. Above — Jewelry items, 
properly placed, will lead the 
eye to the important part of ad. 


triangle and a soft eraser. Your complete costs should 
not exceed $2.00. 


CONSTRUCTING THE EFFECTIVE LAYOUT 


There are three elements which must be included in 
most ads. They include the following; 

1. The illustration. Not always included but highly 
recommended for jewelry advertisements. 

2. The copy. Includes the headline, subheadline, para- 
graphs of copy, prices, sizes, etc. 

Before making the layout, you should decide approxi- 
mately what the headline will be. You should have an 
idea as to which items you intend to display as illustra- 
tions. You should know how much space the copy 
will consume. It is your job to determine the best place- 
ment of these elements. Never forget that you are inter- 
ested in attracting attention, maintaining attention and 
directing the reader’s eye into the proper channels. First 
make some miniature tryouts or thumbnail sketches. 
Draw a few small boxes which have been scaled down 
from the proposed newspaper size. Roughly sketch in 


vour headline. A scribbled mass for the illustration is 
(Please turn to page 294) 
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Suburban Store Branch Requires 


Mr. France feels that i 
is necessary to make the 
customer familiar with 
what they are buying, 
For this reason he care. 
fully explains every de. 
tail of the item which 
is being purchased. 


A Different Sales Technique 


‘You know your customers better in a suburban area’ 


says J. T. French, manager of Meyerding’s, Oklahoma 


City, ‘and business is on a more personal level.’ 


CORES of jewelers over the country, operators of 

large established downtown stores of many years 
standing, have been giving a great deal of thought to- 
ward opening suburban stores in their cities as these 
communities have branched out and the neighborhood 
shopping centers have developed. 

“Is it possible to operate a suburban store with the 
same methods as a down town store? What kind of 
merchandise should be carried? What sort of selling 
methods will prove best? And, will it be profitable?” 

The Meyerding Jewelry Company, in Oklahoma City, 
Okla., which operates a successful store in suburban 
Capitol Hill (opened in 1937, in addition to their large 
downtown store established 25 years ago) is a good ex- 
ample of this dual operation. 
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“The main difference in operating a suburban and 
downtown jewelry store,” J. T. France, manager of 
the Meyerding Capitol Hill store explains, ‘‘is that you 
become better acquainted with your customers in the 
former and have a more personal contact with them. 
Generalized promotional selling methods are not as 
effective in the suburban store as for volume city-wide 
trade; the personal-contact-man-to-man angle is the im- 
portant thing that counts in such operation.” 

Mr. France has found that it also pays well to be 8 
good mixer and take an active part in all of the civic and 
social affairs of the community in which the store is 
spotted. In that way he meets more of the community's 
people who become his customers. Suburban operation 
also requires a more sincere and deeper interest in 
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people and their personal affairs, he has found, and 
advises that one spend as much time in ‘“‘good neighbor- 
liness’’ as in managing the store. 

“After a while you get to know most of your cus- 
tomers by sight and name and you soon learn enough 
about their families to know what to try to sell them,” 
France explains. “It’s all strictly a personal matter. 
You get to know people better in a suburban store and 
since you do, you know the likes and dislikes of these 
people, their ability to buy and pay for their purchases, 
and the likes and dislikes of their families as well as 
themselves. Soon you find that -you readily know just 
what items to try to sell them. 


SUBURBANITES EASIER TO SELL 


“Because you know people better in a suburban store, 
they are easier to sell. No jeweler ever has to use high 
pressure methods to sell goods from a suburban store; 
they are out of place and unneeded. Selling is a matter 
of understanding the customer and his needs and cater- 
ing directly to them.” 

France also found that moving a salesperson -from 
the downtown to the suburban store required re-orienta- 
tion of that salesman or saleslady; the methods that were 
used to make sales in the downtown store didn’t get the 
job done in the suburban store; they had to be sup- 
planted with a more friendly, direct approach devoid 
of ‘“‘super salesmanship.” 

“Never misrepresent an item,’ France also cautions, 
“and by this I mean even directly or by implication. In 
mass selling in large downtown stores most of us have 
found that under these circumstances it’s all right to let 
the customer draw any conclusion he desires about the 
merchandise he seeks to purchase just so long as he is 
not so far off as to be completely in error. 


Mr. France (left) shows a 
piece of costume jewelry to a 
typical suburban woman cus- 
tomer. Costume jewelry enjoys 
a big sale in the suburban 
branch of Meyerding's store. 


by ERNEST W. FAIR 
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“This won't do in a suburban store . You can’t 
misrepresent in any manner, shape or form—you mustn’t 
even let the customer deceive himself. You have to thor- 
oughly familiarize the customer with what he or she is 
buying for they fully expect you to do so. 

“Because selling is on a more personal basis with both 
of you acquainted with one another; then the customer, 
since he or she feels that they know you well, feels more 
free to ask honest questions and expect honest answers. 
At the downtown store the hurry of the downtown life 
precludes any such leisurely selling as is here involved. 
In the suburban store no one is in a rush, and there’s 
always time for ample discussion of the merchandise. 

“That’s why I say that the suburban jeweler has to 
know his merchandise thoroughly and be able to explain 
all of its details to his customers. They expect it of him.” 

The Meyerding Capitol Hill store carries practically 
all the merchandise carried in a downtown Oklahoma 
City jewelry store except for crystal ware which they 
have found little demand for at the suburban store. They 
have found when people go to buy crystal ware they 
prefer to visit downtown stores and shop where there 
are more extensive stocks than the smaller suburban 
store with a limited demand for it, could carry. 

Leather goods also moved slowly in the Capitol Hill 
store of Mevyerding’s for much the same reasons and 
also, as France points out, that except during the Christ- 
mas holidays, most suburbanites’ leather goods _pur- 
chases are made at drug stores or in downtown shopping 
expeditions on the spur of the moment. 

Costume jewelry is the big seller in this store which 
is situated in the business district of a suburban area 
of about 50,000 population composed mostly of the 
“average working class’ of people and small business 

(Please turn to page 297) 
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|. General view of Godfrey Eacret Memoria! 


First Gem Laboratory im U. s. Laboratory with the laboratory staff at work. 


S 2. The refractometer gives an accurate and : 
instantaneous reading of stone's refractive 

Celebrates Its Fifteenth Year nden—one of meet portant haan 
3. Whether or not a stone shows fluorescence 

when exposed to ultra violet light often in- : 


dicates its nature, and particularly whether 
stone is natural or of synthetic. composition. | 


4. The goniometer-spectroscope is often used 

. . with stones otherwise difficult to identify, 
IF TEEN years of progress in scientific gem identi- 
5. Here a technician prepares to make an X- 





fication together with gemological research and ray radiograph to determine whether a pearl : 
the development of specialized equipment is to be com- necklace contains natural or cultured gems. : 
memorated this month by the Godfrey Eacret Memorial 6. The "“diamondscope" is a valuable aid in | 
Laboratory, maintained as a part of the Gemological determining the internal structure of a gem. 
Institute of America at its Los Angeles headquarters. It is a binocular microscope with a special 


illuminating device developed by the G.I.A. 
Named as a memorial to the late Godfrey Eacret, dah = aad ta 0 a pre 


Chairman of the first Board of Governors of the G.I.A., 
who in 1932, “‘fathered” it by presenting to the G.I.A. 
its first equipment, the laboratory is still developing new | 
methods of testing gemstones and grading diamonds. } 


Because true identification of a gem determines mar-. Pictures on this page show only a few ot these devices. 
ket value, the ability to recognize its true identity cor- The equipment also includes many other types of instru- 
rectly and quickly is of utmost value both to the retail ments which had to be omitted from this presentation for 
jeweler and to his customer. . lack of space. 

Therein lies the importance of a scientific gem labora- Facilities of the laboratory are made available, with- 
tory such as the Godfrey Eacret Memorial, for its out cost, to ‘students enrolled in the gemological courses : 
highly developed scientific instruments reduce the identi- offered by the Institute and to jewelers who have com. 
fication of a gem to a matter of exact science with all pleted those courses. | 
guesswork and margin for error eliminated. In commemoration of its 15 years of gemological ser- : 

High-power microscopes. disclose the interior vice, and in memory of the late Godfrey Eacret, the 
physical structure which distinguishes the synthetic G.I.A.’s laboratory will entertain on April 28th with 
stone from the genuine; refractometers, polariscopes. a banquet at the Ambassador Hotel in Los Angeles. | 
dichroscopes—and in difficult cases, a goniometer-spec- Guests will include the Board of Governors of the 
troscope—-determine the refraction which is so important G.I.A. and those sustaining members identified as orig- 
an index to identification; while other instruments mea- inal founders of the Institute. At least a dozen of the | 
sure specific gravity and hardness, and provide X-ray retail jewelers who will attend from all parts of the | 
examination and tests for fluorescence. Thus, every United States and Canada were intimate friends of 
characteristic of the gem can be absolutely determined the late Godfrey Eacret who during his lifetime con- 
and the result is an identification that is bevond question. ducted a jewelry business in San Francisco. | 
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Registered and Insured 


ADVERTISED 


more than all 


other cultured pearls 


In 1947, as in years past, Imperial 
Cultured Pearls will be known 
more, admired more — and 
purchased by more people:— 


than all other cultured pearls. 


IMPERIAL PEARL SYNDIGATE 


Pe ivgegtitime acai. 607 Soe. Hill Street 
New York Los Angeles 














The ABC's of Publie Relations 


Renewed emphasis on customer relations makes essential the 


practice of the fundamentals of good salesmanship on part of 


the retail jeweler from his advertising to point of sale. 


HEN it comes to Public Relations, do you know 
your ABC’s? A knowledge of the fundamentals 
of public relations practice is virtually essential to busi- 
ness success today. Check yourself against the following 
ABC’s of public relations: 

Advertising is a tool which should be constantly em- 
ployed to help carry your public relations load. Let 
advertising help keep the public “sold” on your firm. 

Building Maintenance must always be adequate if 
a well-rounded public relations job is to be done. People 
judge a business by its building; in your case, make 
sure that judgment is favorable. 

Courtesy is a primary rule of good public relations. 
Be certain your customers and business associates always 
receive courteous treatment at the hands of those who 
represent you. 

Dependability must be included in every public re- 
lations program. Be ever-ready to stand behind your 
business activities. Be sure your customer services are 
quite reliable. 

Employee Relations must be top-notch if the public 
relations program is to be complete. Public relations 
begins at home, and only satisfied employees can per- 
form a satisfactory, all-round public relations job for 
you. Keep ’em happy! 

Fair Treatment is an axiom which must be kept con- 
stantly in mind. Treat customers, associates, and em- 
ployees right, and it'll pay off in the long run. See to 
it that a friendly attitude prevails in your organization 
at all times. 

Good Will between business and customer must be 
striven for at all times. Good will is the very stuff from 
which adequate public relations is made. 

Human Relations must be good if public relations 
is to be satisfactory. In all dealings, never forget that 
you are working with human beings. Strive to treat 
each person as an individual—not as a “type.” 

Institution is an important word in the public rela- 
tions program. Never cease trying to sell yours to the 
public by constantly playing up the good points of your 
organization in advertising, publicity, and promotional 
efforts. 

Janitor Work is important to consider in public re- 
lations. Sloppy custodial activity on the part of any 
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by FRANK STAFFORD 


business tends to bring public disfavor upon it. Cleanli- 
ness and neatness, on the other hand, automatically 
breed a desirable public attitude. 

Knowledge is definitely power as far as public rela- 
tions is concerned. Know your associates thoroughly 
and you will at once know how to develop favorable atti- 
tudes toward your business in them. Learn to know cus- 
tomer likes and dislikes. Know what makes the human 
being tick. 

Letter Writing is a place where many businesses fall — 
down in their public relations efforts. Too often business 
letters are cold and impersonal to the point of being 
offensive. Make certain all letters which leave your 
establishment are friendly and reflect a cheerful attitude. 

Management should strive constantly to improve its 
public, relations efforts. Good manners on the part of 
everyone connected with a business (from the boss on 
down!) are the very life blood of good public relations. 

Names are important in public relations. Promote 
good feeling by knowing the names and interests of as 
many employees and customers as possible. Personalize 
your business relations, and improve your public rela- 
tions in the doing. 

Observation can show you places where public rela- 
tions policies and methods in your business can be im- 
proved. Keep your eyes open constantly for ways of 
doing a better public relations job. You'll be surprised 
at what you see! 

Publicity is a tool of public relations. So is business 
promotion. Use both to improve your relations with the 
public. Keep your name before the public by publiciz- 
ing in print, on the radio and by letter, the important 
activities of your business. Let not a day go by without 
performing some definite publicity activity designed to 
call favorable attention to your firm. An adequate pub- 
licity program is hard to maintain but one will pay off 
in the long run through goodwill and additional dollars 
earned. 

Quick Action is required to plug any “holes” in the 
public relations program. When damage to human rela- 

(Please turn to page 299) 
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Square corners were eliminated in 
the entrance in favor of a rounded 
design. Display windows which 4 
previously were difficult to trim, 
were redesigned to facilitate this. 
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Modern Treatment 


Highlights Small Store 





EFORE it was remodeled into the attractive and modern- 

looking establishment seen above, Ernest Burk, Jewelers, 
was “lost in the shuffle” of the other retail firms along 13th St., 
N. W., Washington, D. C. 

The new design, done by Charles S. Telchin, is based on simple 
and functional lines that overcame all of the physical problems as 
well as increasing the length and width of what was formerly a 
c small, narrow store. The ceiling was lowered to give better light- 
ing which, coupled with the custom-designed wall and showcases 
of light bleached oak, make the store appear larger. Flooring is 
of asphalt tile in a simple design. A balcony at the rear of the 
room was extended and now contains a large repair department 
and stock room while a private office on the main floor doubles as 
a credit office when necessary. 

Structural glass with aluminum metal trim was used for the front, 
which, extruding slightly from the building line, can be seen from 
every direction. 


There was nothing about old front of Burk 
store to moke it stand out from neighbors. 
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TRUBLAK 


TRADE MARK 
OF 
THE FINEST GENUINE 23] SIZES AND SHAPES are produced mechan- 


-) Ve Ge). bh & Ge ically and diamond cut; every operation is per- 


formed on specially designed precision machine 








tools. 


UNIFORM THICKNESS — Every stone in every lot is 
identical in thickness. 


UNIFORM BUFF RADIUS — The radius of every buff 
top stone is identical with every other. 


ACCURACY OF SHAPE and FIT — Whatever the size 
or shape ordered, every stone is uniform, as the 
result of special machine tools engineered for each 
size and shape. Every stone will fit its setting per- 
fectly; can be set easier, quicker, better. 





Each “TRUBLAK” Black Onyx Ringstone is perfection itself. Its permanent, fade-proof, black color, its size, shape, thick- 
ness and finish is unreservedly guaranteed. Manufacturers whose first consideration is quality of their own merchandise 


cannot afford to use any other stones. 


SOLD EXCLUSIVELY TO THE MANUFACTURING JEWELER 





P a, 
ADOLF MELLER 





387 CHARLES STREET © © © © PROVIDENCE 4; RHODE FSLAND 


America’s first and foremost manufacturers of Genuine Onyx and Synthetic Ringstones 
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This 
Sold Watchbands 





ECOGNIZING the fact that most men’s concep- 

tion of stylish watch bands is limited to a few 
leather and metal types, Mermod-Jaccard-King of St. 
Louis, Mo., has set up one of the country’s largest “mass 
displays” of men’s and women’s replacement watch 
bands. 

Literally hundreds of suggestions in platinum, solid 
gold, solid silver, gold-filled, leather, novelty and spe- 
cialized watch bands are presented by the Horological 
Department covering more than 35 feet of counter space. 

Unlike most jewelry stores, Jaccard’s watchmakers 
do not do repairing on the sales floor. However, work 
is thoroughly examined and estimated on before being 
accepted. receipted and catalogued before being sent 
to the shop. An amply spaced shop is located on an 
upper floor where a foreman and staff of competent 
workmen do the actual repairs. This method has proven 
very satisfactory since there is nothing to distract the 
workmen and material and timing machines are in a 
convenient place to complete the necessary repairs. 

As pictured, the case is oblong and is staffed by three 
salespeople under the management of Ted Toensing, 
watch repair department manager. The watch band 
stock is laid out in sections according to materials and 


268 





Large quantities of watehbands 
displayed in adjoining cases 
permit the customer to choose 


the type he really faneies. 


These two cases give an idea 
of Jaccard's watchband depart- 
ment. Gold-filled bands are in 
the front case, hundreds of 
leather ones at the right side. 





Ted Toensing head of Jaccard'’s watch repair 
department, shows a $1000 watchband to a cus- 
tomer. Case contains bands of precious metal. 


price ranges. Reading from left to right, in the first 
section, are approximately 56 karat gold bands, includ- 
ing links, mesh, chain, novelty, coiled spring, and con- 
trasting-metals, ranging from $32.40 up to $270. Spaced 
in neat, even rows, with plenty of “white space” between 
each band and the next, this department represents the 
maximum in gift watch bands, and replacement for 
fastidiously groomed men customers, according to the 
store. The karat gold display, incidentally, is on a 
constantly-changing basis . . . new styles and develop- 
ments being added as rapidly as received. | 

Past the gold section is a raised velvet platform for 
top-priced ladies’ bands in diamond and platinum mount- 
ings, priced from $108 to $1,200. Two rows of these 
are convenient to the karat gold display where it is 
reasonable to assume that better-off customers will con- 
gregate. 

Next to the velvet tray are some 90 samples of ladies’ 
gold, platinum and other precious metal watch bands 
from $25 to $150. Duplicating the choice in the men’s 
gold section, these are likewise well-spaced and “sized” 
for convenient demonstration to customers. One small 
section is given over to cord wristlets from $9 to $18, 

(Please turn to page 308) 
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Use of ‘Horologist’ Title 
Imparts Dignity to Small Store 


iB you were to stroll up North Wyman Street in 
Rockford, Ill., your attention would be attracted 
by a sign projecting over the sidewalk in front of a 
small jewelry store in the Palace Theater building. 
It’s not the name “Troxel Jewelers” that would catch 
your eye, but the word “Horologist’ appearing below 
it. To the rank and file of Americans, the man who 
repairs watches is a watchmaker. Many of them have 
never before heard the professional name for the trade. 

“That word ‘horologist’ has brought many curious 
people into our store,’ says Harold H. Troxel who, with 
his wife, Rosemary Troxel, operate the store. “I want 
to know the meaning of that big word on your sign,” 
one woman patron told Mrs. Troxel. Pete, the Hatter, 
who has a dry cleaning establishment nearby, knows 


the Greek language and translated the word as having 
something to do with “the science of time.’ One patron 
who was hopeful of getting her fortune told thought 
that Mr. Troxel might be able to prepare horoscopes. 

“In addition to paying tribute to our profession by 
using the more dignified term ‘horologist. it has at- 
tracted much attention to our store,’ Mr. Troxel says, 
“I believe that any small business starting in compe- 
tition with the larger, old established firms, can wisely 
do something out of the ordinary to be set apart from 
the other stores. In this instance that was not my mo- 
tive, however. We are of Swiss descent, although both 
myself and my father were born in this country. Our 
people, for generations, have been in the watchmaking 

(Please turn to page 308) 


Not everyone knows what the word “Shorologist’ means, 


perhaps, but almost everyone in Rockford, Ill... goes 


into Troxel’s Jewelers in an effort to find out. 
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by HENRY H. HUFF 


Harold and Rosemary Troxel 
are both well-known to the 
shoppers in Rockford, having 
worked in other retail enter- 
prises there. They believe 
in carrying ao small but com- 
plete stock of merchandise. 
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Wy UBELIN 


Now offers to a few of the leading jewelers of America, the same 
expert craftsmanship, the same exquisite and original designs 
that have made them one of the foremost fabricators of jeweled 
timepieces in all Europe. GUBELIN in America is directed and 
operated by the same family that has made GUBELIN in Switzer- 
land a name to conjure with since 1854. 

Write for Brochure 





GUBELIN 


336 PARK AVENUE NEW YORK CITY 
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Jewelry Store Sales Manual 


Keeps Employees on Their Toes 


“Green’ employees are 
quickly taught and stafi 
turnover cut down by 


using store handbooks. 


Employeees learn more quickly from a 
store manual and, in addition, it is al- 
ways readily available as a reference. 


LAGUED by high sales force turnover during the 
war, and by a consequent difficulty in orienting 
the store’s employees to its policies and the privileges, 
prerogatives and responsibilities of working for him, a 
jewelry store owner in a medium-sized southern city 
tried a plan that is standard practice with some manu- 
facturers and a few stores: he prepared and distributed 
an employee handbook outlining general facts about 
jewelry and jewelry merchandising, and a lot of par- 
ticular facts about his store. The handbook proved such 
a success that a few months ago it was revised to fit the 
postwar jewelry merchandising picture and re-issued to 
all the store’s employees, old and new. 

This jeweler found that by making his book interest- 
ing, the employees read it. That spared him repetitious 
indoctrination of a constantly turning over group of 
“green” employees, and even cut down the high wartime 
turnover slightly, thereby reducing the store’s overhead. 

“The cost of putting out the employees’ handbook 
wasn't small,” he reports, “but every cent it cost was 
well spent because it made possible a much greater 
saving in time, effort and expense of handling inexperi- 
enced jewelry employees. Our labor turnover was cut 
down somewhat because the factor of wartime ‘floaters’ 
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by DAVID MARKSTEIN 


—those who moved from job to job as the notion hit 
them—was reduced. Employees were made just a little 
prouder (if the word may be excused) to be working for 
us, and the expensive process of constantly teaching 
basic jewelry facts, as well as the policies of the store, 
was made less expensive because we were able to give 
indoctrination to each new employee in a package: the 
employee handbook.” 

What exactly, is an employee handbook, and how may 
the average jeweler adapt it to his own store with re- 
sults something like those of the southern merchant who 
cut down both operating cost and personnel turnover? — 

An employee manual is a training, indoctrination, and 
selling device. Its functions are to sell the employee on 
the desirability of working for the particular store and 
on the store’s employee benefits, if any; teach him 4 
few merchandising facts and acquaint him with the 
store’s policies, and act as a reference book where the 
answers to most daily problems that crop up in retail 
jewelry selling may be found. 

(Please turn to page 310) 
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Also 


Fine Diamond Jewelry 
occasionally purchased 
at Sacrificed prices. 


WHITELAW BROTHERS 


Diamond Importers & Cutters 
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TWO WINDOWS FOR THE COMING MONTHS 
(From page 213) 


nice to repeat the window theme inside the store and 
use a number of the frames in show case displays, fea. 
turing either the gift package or actual pieces of 
merchandise in the frames. Although the frames are 
paper, their lacy pattern gives them a nice character 

The frame for the Father’s Day window can be eop- 
structed from plywood or made in heavy cardboard, If 
made in wood, it can be painted. If in cardboard, g 
colored board can be used or it can be covered with 
paper. In either case, a fabric covered pad will be 
needed for the center for pinning merchandise in place, 
The pattern for the frame is shown herewith. The five 
silhouettes used in the two displays are also shown 
and can be enlarged by photostat or with a pattern of 
squares as shown. 

Almost any type of elevation set can be used with 
either of these displays, but they should be covered to 
harmonize with the rest of the color scheme. 

In selecting merchandise for these displays, it is well 
to remember that ‘Mom’ and ‘Pop’ are lots of people, 
some young, some old, representing every conceivable 
taste and interest, so that there is no reason to limit 
the variety of merchandise which you show. You can 
even give the window more interest by grouping mer- 
chandise under such headings as . . . “For the Mother 
who likes to entertain” ... “For a Sportsman Father” 
... “For the Young Mother” . . . (with a watch dis- 


_ play). ‘For the Father Who’s Always Late!” 





DEPRESSION ON WAY? WHO SAYS SO? 


(From page 215) 


' two weeks before Christmas he did as much business 


as he did in 1945—a peak year. But the jeweler was 
disconsolate—he had not done more than the preceding 
year and he had bought almost three times as much 
stock ! 

I had the opportunity to go over profit-and-loss sheets 


| and inventory records with many of my customers and 


while an analysis of these figures gave me little hope 
of selling more merchandise it also gave very little 
indication of a depression in the offing. One store 
showed sales in 1946 of $160,000 — a peak year 
for that store—but also showed an inventory of $125,- 
000 — two and one half times as much as it had 
ever had before. Naturally the merchant was not 
anxious to buy any more stock. Salesmen were coming 
in droves and he was not even looking. Traveling men 


found it increasingly difficult to sell and their worries. 


and depressed attitudes quickly made themselves felt 
in their home-offices. To the wholesaler, it appeared 
that the long-feared and long-talked-about depression 
was beginning—and all this fear while the retailers 
were still doing a better-than-normal business! 


HEAVY INVENTORIES A PROBLEM 


Despite the fact that January of 1947 was better 
than January of °46 for many of my acceunts, the 
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heavy inventories of most of the stores presented one 
grave problem to the merchant. The new 1947 lines 
being offered by the manufacturers were priced consid- 
erably lower than were the similar items already on 
the jeweler’s shelves. He had to liquidate his stock 
as rapidly as possible to make room for the new lines 
before such serious price competition set in that his 
chances of ever disposing of his over-priced merchan- 
dise would vanish. He decided that if he could get even 
part of his money back for his stock he would be in a 
healthier position than to be left with the stock itself. 
Hence the sales! 1/3 off—14 off—and one store adver 

tising “Name your own price!” 


NORMAL MERCHANDISING BACK 


One noticeable effect of this reconversion period is 
the return to normal merchandising methods. Jewelry 
is being displaved much more attractively. Service is 
again being offered with a smile. One of my customers 
advertises: ‘““We repair everything but a broken heart 
and for that we recommend a new romance.” Another 
has just installed a Special Order department where 
a highly competent jeweler designs and makes pieces of 
jewelry according to the customer's specifications right 
in the store. More and more retailers are doing radio 
advertising over their local networks and are stepping 
up their newspaper space. Because of the necessity of 
liquidating stock, the jeweler is changing his methods. 
He is becoming a merchant. 










Are we having a recession? ‘l'echnically, “recession” 
is going back—and we are “going back’’—to normal. 
But receding to normal is a far cry from a business 
depression. Business has been riding the crest of a 
wave for a long time and it is only natural to expect 
it to level off. It is leveling off and we are going through 
the leveling process. Adjustments will have to be made 
by all of us. Some of us will take these adjustments 
in our stride. Others will tragically moan about this 
new “depression.” But retailers will continue to dispose 
of their stocks and will replenish slowly and carefully. 
Some slow months may elapse while business seeks its 
own level; but once having found it, we can-all sit back 
with a sigh of relief that the reconversion is over and 
that we can once again conduct our business under 
normal laws of supplv and demand. 





| Ed. Latest ogvernment figures on sales and inventories 
of independent retail jewelry stores in 1946 com- 
pared with 1945 reveal that jewelers’ sales showed a 
gain of 17 per cent over ’45 while year-end inven- 


tories were up 25 per cent. | 


MOTHER'S DAY GIFTS SHOULD BE JEWELRY 
(From page 217) 
Day promotional events now—and treat it with the 


dignity it deserves.” 
The National Committee on the Observance of 
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Mother’s Day, an organization which binds together 
representatives from virtually all types of retail enter- 
prises, has prepared promotional material which will 
permit all sizes and types of stores, even the smallest, 
to become part of the official gesture of homage to the 
nation’s mothers. The official display material has been 
prepared and designed for adaptation and use in vary- 
ing sizes, and is obtainable at cooperatively arranged 
prices from the national committee. 
An 18-unit jewelers set is available at $4.50 and, 
lithographed in six colors, the set consists of: 
2 22” x 28” posters. 
11” x 14” display cards. mounted and easeled. 
12” x 19” pennants. 

2 10” x 24” streamers. 

10 reminder badges for salespeople to wear. 

This jewelers’ set, or other items which are fully 
described in a colorful broadside, may be obtained from 
the National Committee on the Observance of Mother’s 
Day, 393 Seventh Ave., New York 1, N. Y. 

Many jewelers took full promotional advantage of 
Mother’s Day in 1946, starting somewhat earlier than 
other retail merchants in order to convince the public 
that selection of a gift for Mother should be made care- 
fully and with great deliberation. 

Finley’s, Compton, Calif., came out in the middle of 
April, with a two-column ad showing a young girl and 
headed: “I’m telling you. Shop early for Mother’s Day 
at Finleys.”’ The firm illustrated a bracelet, compact 
and birthstone ring, all to be had in a wide range of 
prices, so none were mentioned in the ad. In the window, 


dN bh 


which was floored with billows of white silk on which 
were carelessly laid a number of long stemmed req 
carnations, were a number of pieces of hollowware. 
several types of ladies’ watches, a card holding a birth- 
stone ring for every month in the year, and down front 
a wide selection of costume jewelry. 

“Modern mothers go places,’ said the manager of 
Harts Jewelers, Alhambra, Calif. “They don’t want 
shawls and slippers—they belong to clubs, go on trips 
and entertain so they want smart clothes and especially 
smart accessories for their suits, frocks and gowns, 
Accordingly, we place our accent on costume jewelry 
as a gift for Mother’s Day. We keep away from all 
cheap, flashy jewelry and go in for artistic, substantial 
pieces commensurate with the reputation for genuineness 
which all jewelers should maintain. Prior to Mother’s 
Day we have a case of costume jewelry just inside the 
door, where it may be seen by all entering and one of 
our windows also features this*line. An artistic Mother’s 
Day card and a vase of red carnations call attention to 
the date and the appropriateness of costume jewelry as 
a gift for this occasion.” 

On the eastern side of the country, Kent’s, Washing- 
ton, D. C., emphasized jewelry. Their big double column 
ad was headed by the picture of a mother and the 
caption: “Mother’s Day--The most appropriate gift you 
can make on Mother’s Day is a gift of jewelry. Select 
yours from a large assortment of ideas at Kent's.” The 
firm illustrated, described and priced a pair of rings, 
a compact, and a pin and earring set. These were all 
in the medium price bracket, which did not put too great 




















Any Diamond ... 
Speedy on-approval Service 


Weinberg Diamond Company, Inc. 
Dept. CK, 580 Fifth Ave. 
New York 19, N. Y. 
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4 strain on the pocketbook vet gave mother a gift of 
beauty and enduring value. 

Most jewelers handle high class hand bags and 
‘Treasure Island, Santa Monica, Calif., devoted one of 
their large windows to a variegated display of them. 
On the wall, painted in large letters, was “Remember 
Your First Love,” and in big red block letters the single 
word “Mother.” On a stepped up fixture were shown 
many types of bags of both leather and fabric. On the 
foor were numerous items of costume jewelry to harm- 
onize with the bags. Down front was a box wrapped 
in cellophane. tied with silver ribbon and ornaments, 
with a small card beside it calling attention to their 


fancy gift wrappings. 





Dual Celebration in Texas 


Linz Jewelists, Dallas, Tex., managed some unex- 
pected publicity recently in connection with their cele- 
bration of their 70th anniversary. Seems Wick Fowler, 
a roving correspondent for the Dallas Morning News, 
who roams the state seeking out unusual human inter- 
est stories, discovered an elderly farm couple of Bran- 
don, Tex., who were celebrating their 70th wedding an- 
niversary and wrote them up in his column called “The 
Touring Texan.” 





Before Mr. Fowler left after presenting the radio to the 

elderly couple, shown here, "Mom" Fletcher asked him to 

be sure "Dad" knew how to operate the set, "else he'd have 
it busted in no time," she said. 


Wilson Crook, of the Crook Advertising Agency, 
which handles the Linz’ account, read about this couple 
and, being in the midst of a campaign celebrating the 
jewelry firm’s 70th anniversary, immediately began 
thinking of ways to tie up the two unusual anniver- 
saries. 

It was decided to present the couple, Mr. and Mrs. 
J. H. Fletcher, with a gift. But the choice wasn’t easy. 
Linz ceuld have offered silver, china, crystal or some 
similar gift, none of which seemed at all appropriate 
for the tiny frame house in which the old folks lived. 

It was decided to ask Mr. Fowler, the correspondent, 
if he knew what the Fletchers needed or wanted. He 
did. It was a radio. Eighty-six year old “Mom” 
Fletcher thinks that next to having company the most 
important thing is “keepin’ touch.” Since both she and 
90-year-old “Pop” are nearly blind, the airwaves are 
their best way of doing it. 
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Fowler was asked to present the radio to the old 
couple which he did much to their speechless delight. A 
photograph of the occasion was taken after “Mom” had 
asked archly, ““Do you think this old sweater makes me 
look too floozyr’” Next morning the Dallas paper 
carried the photograph and a story of the event. 


MODERNIZING THE JEWELRY STORE 
(From page 219) 





store in relation to your nearest competitor. Also in- 
clude your neighbors on either side and consider their 
store front treatments so that your store will stand out 
from the rest. 

It will be well to remember, too, that each store room 
is different, physically. Some stores have unusual 
breaks in the walls which require special treatment. 
The same goes for columns, chimney breasts, etc. Try- 
ing to copy another shop, verbatim, usually leads to a 
great deal of confusion and delay in the planning, and 
a lot of disappointment as a result. 


SECOND STEP—STUDY LINES 

Your second step should be a careful study of the 
lines of, merchandise to be carried: ready inventory and 
reserve stock. It is suggested that you count all lines 
of merchandise now carried, and the other lines you 
intend adding. Try and determine the potential annual 
volume of these lines so that you will be able to allocate 
sufficient sales space for them. Always allow for expan- 
sion and contraction of the various lines of wares carried. 





The most successful procedure, in allocating such Space 
is best left to a qualified store designer. 

The third step is setting up a budget allotment fo, 
your construction program. It may be somewhat diff. 
cult to determine such an allotment within reasonable 
limits at the present time, because of the situation jp 
the materials field. However, the amount can be de- 
termined quite closely. This is very important, since jt 
will act as a guide for your architect or store designer 
in the planning and designing of your store. A frank 
discussion with your associates and designer concerning 
the amount of appropriation for the particular construc- 
tion program, prior to the starting of any plans or de- 
signs, will save you a lot of time and eliminate much 
unnecessary work and grief. 


FOURTH STEP—THE STORE FRONT 


The fourth step is the planning and design of the 
store front. Before anv plans or designs are started, 
check again on the other retail stores in your location, 
Make every effort to be individual in your selection of 
a design for the store front. Moreover, study the design 
of the most recently-built stores in your locality. Re- 
member: what may be accepted normally in large cities, 
may have a reverse effect in your locality. The design 
of your store front can be compared to your outer 
clothes. Be as meticulous about vour store as you are 
about your clothes. “The Store Front makes the store.” 

The stvle of your front depends a great deal on the 
methods of operation of the store. Visual store fronts | 
are the definite and accepted stvle today and will be for 
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many years to come. But do not go to extremes. A 
yisual front can be achieved without being circusy and 
unbecoming to a jewelry store in the average town. 

Planning the size of the store front depends largely 
on the maximum amount of space that can be allocated 
for the purpose without skimping on the interior of the 
stare, Above all, plan the window space for the display 
of merchandise, not as a stock room. 

The use of all-glass doors or a similar type with side 
lights, in addition to having clear glass in the rear parti- 
tion of the display window facing the store, will give 
ample visibility from the street into the store. This 
arrangement results in a visual front without going to 
the extreme. Plan the vestibule of the store front as 
wide as possible, allowing for comfortable window shop- 
ping and, at the same time, permitting full view of the 


store interior. 


CONSIDER STORE HEIGHT 


The overall height of the store front (i.e., the height 
from the curb to the ceiling of the vestibule) is very 
important. Ten feet should be the minimum height, since 
anything lower would tend to cramp the entire appear- 
ance of the front. In rare cases, depending upon the 
structural condition of the building, it is advisable to 
remove second floor beams for the full depth of the 
front, in order to give necessary height to the facade. 
Generally, however, this is not necessary. 

The next step should be the consideration of signs for 


the store front. Signs should be an integral part of the 
store front’s design, not an appendage stuck on as 
something overlooked in the general scheme. In consider- 
ing the type of sign best suited for your purpose, and 
one that will function properly, look at your neighbor's 
signs, as well as those of the competition in your lo 
cality. In some sections of the country only flat signs 
are permitted. If this is true in your city, make doubly 
sure that the design of the sign is really outstanding in 
comparison with the rest of the signs around you. 

Where upright signs are permitted, and you intend 
installing one, investigate as to whether the upright sign 
will be seen from a reasonable distance. If it will be 
blocked by other signs on the street, don’t install 
one. If you can use both a flat and upright sign, exercise 
good judgment in seeing that both are designed as a 
unit. | 

The sixth step concerns the terrazzo floor of the 
vestibule. This floor should be designed in keeping with 
the overall design of the store front. The floor should be 
attractive in designeyet not so much so as to detract 
from the merchandise display. Name plates are in 
order, but don’t overdo it. These nameplates can be 
obtained either as a complete plate in cast metal, or 
the name can be worked into the terrazzo designs using 
metal strips outlining the letters, filled with terrazzo 
in a contrasting color. 

The seventh step is consideration of the display win- 
dows. The height of the display windows—that is, the 
plate glass—should not be more than four feet. A 








— 





Wie ceas of LD tamonps 


eee th 


21° 


20 ff} 


BAGUETTES.. 
SINGLECUTS , / 
FULL-CUTS .. 
SWISS CUTS 


FOR APRIL, 1947 





ALL SIZES g SHAPES 
FINE QUALITY 


MEW YORK CITY 19, NLY. 
‘. . 6 & 3 a 
8 R ¥ cr t 4 On. 


279 




















_ jewelry store does not require greater height and the 
less there is to detract from the actual display of mer- 
chandise the better. The depth of the display window 
should not be more than three feet nor less than two 
feet. In other words, the window should at all times be 
accessible to the salespersons so that any one of the 
items shown can be readily removed without having to 
break down the display. The ceiling of the display 
windows should be at least twelve inches above the 
top of the plate glass line and all lighting should be 
recessed. The type of lighting for the windows will be 
considered in a subsequent installment, under “‘lighting.”’ 


AWNING A SERIOUS CONSIDERATION 


The seventh step refers to the awning which is also 
part of the store front, not something to be stuck on 
as an afterthought. In planning the store front study 
your location to determine whether the store is on the 
sunny side of the street. If so, plan to install one. Awn- 
ings should be of the concealed type when not in use 
and the recessed awning box is btst for this purpose. 
The awning mechanism best suited for stores is the 
lateral arm type since the outrigger arm has long 
passed its usefulness and is not in keeping with a mod- 
ern store. The color of the canvas should be selected 
with care, also, so that it will harmonize with the general 
color treatment of the entire store front. 

The eighth step concerns something that only occurs 
in certain areas of the country: steaming of the windows 
during cold weather. This has always been a very 











difficult problem for the retailer and many ideas haye 
been offered to eliminate the nuisance. The writer hag 
found that in windows where good circulation of aj, 
can be achieved, there is no such steaming of the glass. 
To obtain best results, the installation of small mesh 
grilles in the face of the bulkhead and valance and jy, 
the floor and ceiling of the display windows, usually 
does the trick. This permits complete circulation of 
air and allows the heat created by the lighting to escape, 
thus eliminating excessive heat and the steaming of the 
plate glass. 

The final step in planning the store front is a very 
important. one—waterproofing. Extreme care must be 
exercised to see that the plans and specifications cover 
the complete calking and flashing of the entire store 
front in order to avoid and eliminate water seepage. To 
provide properly for this portion of your store front 
construction, it is best to consult your designer or archi- 
tect and indicate this work specifically on the drawings. 
Particular attention must be given to areas where the 
structural glass, marble, or tile ends at the extreme top 
of the store front, and at projecting awning boxes or 


sign troughs. 





DIRECT MAIL IS THEIR FRIENDLY SALESMAN 
(From page 221) 


A few illustrations will show how this consistent and 
remarkable advance has been accomplished. Diamonds, 
recently, were on the program for concentrated sales ef- 
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OUTSTANDING PEN VALUES 


Quality Pens by nationally known manufacturers 
for Graduation, Birthday and other Gift occasions. 





No. 3 EBERHARD FABER perfected Ball Pen. Cap and trim of INCONEL, a platinum- -tone, satin 
finish, metal alloy. May be engraved. Fair Trade retail price $8.75, TAX FREE. Your price $11.70, Keystone. 





No. 0625 VENUS HOODED PEN. Treated crude rubber sac. 14K. gold “minifold” point, iridium tip. 
Hand ground patented hood design. Full satin Snieh, white metal cap and clip. Retail price $5.00, TAX 
FREE. Your price $6.00, Keystone. 


Order by wire, phone or mail - 


BENJ. ALLEN & CO., INC. 


EFFICIENT SERVICE FOR JEWELERS AT ALL TIMES 
Silversmith Bldg. 





CHICAGO 3, ILLINOIS 





















THE JEWELERS’ CIRCULAR-KEYSTONE 











fort. The “Customers List Book” was first referred to. 
In this instance, names under the heading of $100 per 
week or over were the only ones selected for receipt of 
literature. The brochure decided upon, presented various 
diamond possibilities in rings, brooches, cuff links, 
bracelets, etc. 

The mail went forth to this good-possibility list. There 
were no coupons to check actual sales response, but when 
the final tabulations for the month were in, business in 
diamonds showed approximately 30 per cent more than 
during the previous month. Figures reported are over 
and above cost of the mail campaign. 

“Graduation Pullers” come up regularly each year for 
4 work out. About a month before schools let out, the 
papers publish lists of students in the graduation classes. 
This enables Stark & Knobla to cull from and revise the 
“Book,” bringing it always up to date. Immediately a 
catalog is sent to the parents of these students. The 
catalogs cover the wide assortment of styles and types 
of watches, rings, desk sets, fountain pens, bracelets, 
dresser sets, etc. The average returns on a mailing of 
this sort is about 25 per cent of the following month’s 
volume, according to long range figures. 


DIRECT MAIL A SCIENCE 


Direct mail promotion at Stark & Knobla’s has been 
reduced almost to a science. Two requirements are 
always sought: the advertising must be novel, yet not 
too expensive; and, it must be a “puller.” Fulfillment of 
these requirements brought the firm national acclaim one 
year when exhibits turned in to a contest sponsored by 
an advertising agency association were adjudged the 
best. 

Even long years of oxalate with direct mail haven’t 
proved insurance against an occasional dud. For example, 
it remained for one of the experiments to bring home to 
Stark & Knobla the importance of the “Milwaukee” 
angle. Almost every one knows—or has heard it said: 
“If it goes over in Milwaukee, it’ll go over anywhere.” 

Stark & Knobla tell with amusement about the item 
they still contend was O.K.—but Milwaukee was wrong 
for it. Milwaukee is a melting pot of many foreign na- 
tionalities where the habit of thrift is a national trait. 
Mixed in is a bit of skepticism—especially when it con- 
cerns something for nothing. 

A chance purchase enabled Mr. Stark to pick up over 
300 fountain pens at 75¢ each, wholesale. To what was 
considered a selected list was mailed a letter which ran 
something like this: 


Dear Mr. Brown: 

In token of our appreciation for 
your kind patronage during the past few years, we 
are reserving a gift for you. 

Almost everyone needs a good fountain pen, and we 
would like to have you accept this one—free of any 
obligation. Please drop in at your veeliea convenience. 


Yours truly, 
STARK & KNOBLA CO. 


Here was a fountain pen, which today is selling for 
around $2.50 retail—offered free of charge or obligation 
to over 800 customers. What happened? Practically 
nothing. Barely 10 per cent called for their pens. Stark 
& Knobla learned that they couldn’t even give these pens 
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away in their city. Yet the promotion was a success in 
the South. 

The advertising agency and the owners put their 
heads together and determined on a new tack to make 
the pens accomplish what was expected of them——mainly 
create good-will—which in turn is predicated on ultimate 
sales. Another batch of letters went forth, but in this 
case to the parents of boys in the service. The approach 
was something like this: 


Dear Mrs. Smith: 
You have a son in the service, and 
we'd like to send him something. 

We find many of the boys are without fountain 
pens, and as a token of our part in the war effort, 
trust you will favor us at your earliest convenience 
with your son’s address. His pen will go forth in the 
first mail, free of any obligation whatsoever. 

Sincerely yours, 


STARK & KNOBLA CO. 


That letter cleaned out the supply of pens. More than 
that—the responses from the appreciative boys all over 
the world were, to say the least, most touching. More- 
over, there began a steady stream into the store of the 
boys when home on leave, the girl friend, the parents, all 
dropping in with words of praise. Stark & Knobla esti. 
mates this one experiment accounts for at least one 
fourth of their present business. Further, they learned 
that on occasion, a dud can be made to serve a purpose. 

Just having literature printed and jammed into the 
mails isn’t enough. Stark & Knobla believe it takes vears 
of “suffering” before one can consistently hit. 





In additien to their direct mail promotion this jewelry 
firm is a consistent advertiser in other directions as well. 
Being in the nature of a neighborhood store, and located 
a couple of blocks away from the big corners, it seems 
advisable to call the store to the attention of the crowds 
of people on their way to the shopping centers. Thus. 
they are consistent users of trolley and bus ads. Out of a 
total of 84 busses covering the trade area served by the 
store, 63 of them carry Stark & Knobla ads. 

Nor is newspaper advertising overlooked. <A never- 
to-be-forgotten pre-war promotion which likely will be 
repeated when business settles down to normal involved 
the case of the “Mystery Gift Boxes.” 


When the store’s annual inventory period was over. 
the proprietors found on their hands an assortment of 
“hard to move” items—tie pins, brooches, obsolete pat- 
terns of silverware and many other articles. In the back 
room they noticed hundreds of empty cartons and gift 
boxes just taking up space. Like a shot from the dark, 
the idea struck: why not toss a brooch into one of the 
boxes, a couple of stick pins into another, a dollar watch 
into a third, a ring in another. and as a climax—-a 
diamond in one? 


The evening newspaper carried the following ad: 
NOTICE: To the first 300 customers at our store 
in the morning, we will dispose of 300 “MYSTERY 
GIFT BOXES?” at the price of $1.00. Watches, Rings, 
Diamonds, etc. Your money back if not completely 


satisfied. 


STARK & KNOBLA CO. 


At nine the following morning, the police had to be 
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Practically “all risk” Jewelers Block Policy covers your entire Merchandise 
and Stock—inside and outside your premises—including Customers’ goods 
and Merchandise on memorandum. 
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called to keep order in the crowd awaiting the opening 
of the store. The sale proved a surprising success 
fnancially, due to the additional purchases made by the 
“Mystery Box’ buyers. The value of the publicity it 
received could hardly be estimated. 

However, direct mail will continue to spark all the 
store’s feature promotions of the future, just as it has in 
the past, and, it is anticipated with the same degree of 


success. 





Sign of the Times 


During the war a too prevalent belief took root in 
the minds of sales personnel that, to paraphrase an old 
truism of selling, “the customer is always wrong.’ Un- 
fortunately, more than a year after the war's end, this 
notion is dying only a slow death. Recognizing that 
both management and sales personnel must mend their 
manners and attitudes toward customers, one manager 
has posted in his office a large sign on this subject. It 


reads : 
“Regardless of titles, the real boss here is the cus- 


tomer. 
“Without him we would not be in business. 


“When he favors us with business he is not inter- 
rupting our activity—he is the sole reason for it. 

“Don’t argue with a customer. That is one debate 
you can't win. 

“If we aren't considerate of the customer— 

“Someday we are going to pray for his return.” 

It is suggested that such a sign, embodying as it does 
a realistic postwar attitude toward the role of the cus- 
tomer in commerce, might be even more effective if it 
were aimed more directly at the selling force, as well 
as non-selling workers. | 

Endless possibilities suggest themselves as a means 
to exploit the elementary, but forgotten, truth of this 
sign. It might be reproduced on slips of paper and be 
placed in pay envelopes. Mounted on cardboard it 
could be placed where non-selling employees, having 
some contact with customers, might see it. It might be 
posted in employees’ dressing rooms, in work shops, on 
work benches and wrapping tables. 

Why not blow-up the sign to large dimensions, frame 
it and hang it on a wall where all customers may read 
it and renew their confidence in the business of its man- 
agement? 


8 ee ee 


DOLLARS TO DIAMONDS 
(From page 225) 


display counters carried around the interior in easy 
flowing lines specifically designed for utmost conveni- 
ence and better service. 

Silverware and diamond counters have kneehole space 
under each and are provided with easy chairs for the 
convenience of customers who want to spend some time 
in examining the merchandise before making their se- 
lections. | . 

The entire store interior features cold-cathode indi- 
rect lighting upon a light blue ceiling. In addition. 
natural daylight is allowed by the shadow box display 
windows which open directly into the interior from the 

(Please turn to page 286) 
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CLOSED SEMI-OPEN OPEN 
and STILL LOCKED 


You owe it to your customers 
to protect their valuable pearls 
with the Delgar Safety Clasp* 
Here is the only clasp which 
positively locks and secures two 
and three strand necklaces with- 
out special action. Easily attached 
to new strands or to restrings. 
Available in 10 and 14 karet 
white gold. 

Write for information regard- 
ing this valuable insurance against 


the loss of pearl necklaces. 


“Patent Pending 


DELGAR, Inc. 


Jewelry Manufacturers 


665 Fifth Avenue, New York 22, N. Y. 


760 Market Street 
San Francisco 2, California 


5 North Wabash Avenue 
Chicago 2, Illinois 
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PRECISE STON 


* Engineered for Precision 
* Uniformly Faceted 
* Flawlessly Polished 


SHAPES IN STOCK 
FOR PROMPT DELIVERY— 


Cushion and Octagon . . . Para- 
mount and Brilliant-cut: 12/10; 
10/8: 8/6... 

Buff Top: 16/12; 14/12; 12/10... 
Ovals and Rounds in all sizes .. . 


Baguette, Triangular shapes or 
special sizes and shapes made to 
order. 

. 


Used in quantity by manufacturers 
who know quality. 


Prices compare most favorably 
with Pre-war levels. 


ES INC. 


NEW YORK 16 


Phone: MUrray Hill 4-1492 






























Can You Help Me? 





My Display Problem Is: 








by VIRGINIA DIXON 


Readers’ questions about window and inside-store display 
will be answered in this department each month by Miss Vir. 
ginia Dizon, one of America’s topnotch display experts whose 
talents have been brought to a focus on the jewelry field. Miss 
Dizon is already well known to JC-K readers as the author of 
many stand-out articles on jewelry store display. 


HE article “Displays in Motion Make Windows 
Sell” in the February issue of the JEWELErs’ Circv- 
LAR-KrEyYSTONE interested us very much. We should like 
to know if there is a local source from whom we might 
rent these or similar mechanical motion displays.— 


an.2 2. 


Answer—The displays described in the article are 
produced and distributed by the Baranger Company 
of Pasadena, California, and I understand that they 
are supplied to jewelers all over the country on an 
exclusive franchise basis for each locality. 


HAVE my business in a store that was formerly 

used as a dress shop. The window is much too 
large for a nice jewelry display and I woulc like to 
know if you could give me any suggestions about clos- 
ing off a space so that I can have a good background. 

The window is seven feet wide and about six feet 
deep with glass on two sides—on the street and on the 
vestibule leading to the doorway. The floor is only a 
foot and a half from the street level and the back- 
ground is open into the store its entire width causing 
the window to become extremely dusty. There is only 
one lighting fixture which is in the center of the ceiling. 


—T.C. 


Answer-—-Your window is certainly a difficult shape 
for a jewelry display. The best suggestion that I can 
make is to have two floor-to-ceiling partitions built about 
three feet back from the plate glass and parallel to it. 
The partitions will of course meet at a right angle as 
does the glass. The corner space remaining (about 
3’x 4’) behind the partition will give you space in 
which to stand when trimming or getting merchandise 
from the window. You will need a door or sliding 
panel in each partition for access to the window space. 

I think also that the floor of the window should be 
raised at least another twelve inches. Eighteen inches 
is much too low for jewelry to be seen properly from 
eye level. 

Long fluorescent or cold cathode fixtures might be 
installed parallel to the window glass with supple- 
mentary incandescent spot-lights placed where they 
seem desirable, probably in the three window corners. 

The partition may be constructed of woodwork to 
match that used in the store or unpainted plywood 
could be used with beaverboard panels cut to fit over 
the plywood to be recovered from time to time in fabric 
or paper. Or a curtain might be used over the plywood. 
The upper half of the partition could be glass to afford 
an inviting glimpse into the store. 
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EALIZING that changing business conditions are 
going to give window displays increasing importance 
‘in making the public more jewelry conscious, I am 
writing for information on schools, courses and books 
on window display. Will appreciate any material that 
vou can suggest that will bring us up to date on this 


subject.—R.M.M. 


Answer—About the only well established display 
school that I know of is the Koester School, 300 West 
Adams Street, Chicago, Ill. Their courses are by corre- 
spondence, but how good they are, I do not know. They 
will send literature on request. 

Good books on display, particularly jewelry display, 
are practically non-existent at the present time. “Con- 
temporary Shops in the United States,’ by Emrich 
Nicholson, published by the Architectural Book Pub- 
lishing Company, 112 West 46th Street, New York 19, 
N. Y., deals chiefly with store design, but includes many 
photographs of windows and is an excellent source for 
completely up-to-date ideas on store planning. 

“Display World,’ 1209 Sycamore Street, Cincinnati, 
Ohio, and “Interiors,” 11 East 44th Street, New York 
17, N. Y., are two magazines which would be of interest 


to you. 


SHOPPING NOTES 


The United States Plywood Corporation, 55 West 
44th Street, New York, with their customary ingenuity 
have developed a new material which they call ‘“Check- 
wood.” It is made primarily for use as a wall covering, 


but offers many possibilities for display use. The ma- 
terial consists of one-inch bevel-cut squares of plywood 
bonded to a fabric backing so that the sheets can be 
applied with absolute smoothness to any curved surface 
as well as to flat planes. It comes in natural plywood 
only, but takes paint excellently. It is produced in 
twenty-four inch square sheets the same as the flexglass 
made by the same company. It could be used most 
effectively as a window background, for covering eleva- 
tions and in many ways inside the store. The cutting 
of the squares gives the surface an extremely good look- 
ing textured effect. 

One of the newer companies in the jewelry display 
field is Jo-Mart Displays, 225 Mercer Street, New York 
12, N. Y. Their specialty is custom built jewelry dis- 
plays of all types. Give them the dimensions of your 
window and state your problem and they will gladly 
furnish designs and suggestions for your approval. 
That goes as well for interior displays and they'll even 
take on the planning of a whole store! Distance from 
the New York area does not-limit their service as they 
are accustomed to handling such orders by mail as well 
as “‘on the spot” installations. The firm is operated by 
two young veterans with sound experience in_ both 
jewelry and display field. 

Velvet covered display pads with white wire trim are 
offered by Fashion Jewelry Displays, 416 Fourth Ave- 
nue, New York 16, N. Y. The scalloped wire trim adds 
a light touch which makes them particularly appropriate 
for spring and summer displays. They will send photo- 
graphs and descriptions of their complete line on request. 
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DOLLARS TO DIAMONDS 
(From page 283) 


sidewalk. Incandescent lighting is used in all the cases. 

Opening day was announced by a full page news- 
paper advertisement of an institutional nature prepared 
by the Edwin Freed Advertising Corp. The ad fea- 
tured a drawing of the building housing the new store 
with a smaller drawing showing the interior arrange- 
ment. No merchandise was shown but each of the 
separate departments was mentioned with a small sil- 
houette illustration of the type of merchandise carried. 
The object of the ad was to screen visitors to the 
store, keeping out the usual opening-day souvenir hunt- 
ers, and attract those persons who were genuinely inter- 
ested in the store and who could be considered as 
potential customers. 

Tie-in advertisements in the same paper on the same 
day, inserted by the various suppliers and contractors 
amounted to another two pages, thus furnishing the 
store with considerable additional publicity. The news- 
paper cooperated by furnishing a three-column writeup 
with -photos of the store interior. 

A 30-minute radio program with remarks by city 
officials, including the Mayor who cut the ribbon offi- 
cially opening the store, marked the occasion. Visitors 
were interviewed during the broadcast as to their reac- 
tion to the new store and needless to say everyone ex- 
pressed his or her admiration for the beautiful job 
done. 

Two additional features of the opening ceremonies 


were the Harry Winston “Spellbound” diamond neck- 
lace valued at $750,000, which was on display and 
showing of handwrought copper by Mr. Rico Pescig 
who was on hand to explain the art of turning copper 
into beautiful giftwares. 

Kenneth Eaton, secretary-treasurer of the new firm, 
will actively manage the store, assisted by Carl Y, 
Dobson. The silver department will be under the direc- 
tion of Miss Mary E. Mohr. 

Mr. Eaton has been assistant manager of the Jewel 
Box, here, for the past two years. He first came to 
Wilmington in 1934, representing a firm which had the 
controlling interest in the Cape Fear Hotel, and served 
as assistant manager of the hotel for six years. During 
the war he served with the 120th infantry. 





JEWELS CREATE CHARACTER FOR THE STARS 
(From page 232) 


preliminary sketches of the apparel and a rough outline 
of the gems to be worn by the Spanish invaders, the 
Aztecs whom they subdued, and the ladies whom they 
left in Spain. 

He then summoned Joseff, who furnishes most of the 
jewelry for the studios, and described to him the ward- 
robe he had in mind. After checking on what pieces 
were available from Joseff’s extensive collection of an- 
tique gems and reproductions, the two men collaborated 
on designing a number of pieces that would have to be 
made to order. Many of the elaborate gem creations, 
such as the jeweled headpieces worn by the thousands 
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A dramatic, compelling ring presentation that turns browsers into cus- 
tomers. Smartly styled for sales appeal. Sturdily fashioned by master 
craftsmen. Bengaline silk tops and floor boards with velvet covered 
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of extras who played soldiers, were reproduced by the 
studio property department, whose supervisor, Jimmy 
Spies, has a reputation for being able to cut plastics so 
that on the screen they resemble precious stones. To 
make sure that every detail was letter perfect, a noted 
technician and historian from Mexico City was engaged 


to accompany the film on location. 


JEWELRY ALTERS COSTUMES 


“Jewelry makes the job of the wardrobe department 
easier. Mr. LeMaire stated. “The costumes my staff 
and I design are often used in as many as a dozen 
different productions. One simple black dress may be 
worn by a star who plays the banker's wife in one movie, 
and in another film by an extra who plays the part of a 
shopgirl. After cleaning and pressing the gown all we 
have to do to transform it is either to dress the player 
up by using impressive jewelry, or make her less con- 
spicuous by the use of baubles characteristic of her 
station in life.” 

Before joining 20th Century-Fox, Mr. LeMaire had 
operated an exclusive dress salon in New York for 
twelve years, where he not only created wardrobes for 
his patrons but also advised them on what gems would 
best complement their clothes. [T*rom his experience he 
has found that women require more education in select- 
ing the right jewelry to meet the needs of their apparel. 
This applies to wealthy women perhaps even more than 
to those of limited means, since the woman who hasn't 
too much money to spend is likely to give more thought 
to the selection of her purchases. 


ACCESSORIES IMPORTANT 


« 

He has found that the thing that many women over- 
look when they wear jewelry is that accessories make 
or break a costume. In his opinion a woman should 
not wear more than one important accessory at a time. 
and if she possesses expensive, striking jewels. every- 
thing else she wears must serve as background and must 
not detract from her gems. Furthermore, the purpose 
of jewelry, which is to enhance a woman’s beauty, is 
defeated if she wears too many pieces at once. If she 
wants to wear extremely vivid handbags, gloves, or hats, 
then she should choose just one or two outstanding pieces 
of jewelry. “The woman who follows these simple 
precepts of good taste will hear comments like, ‘Ah, 
what a lovely looking person,’ the moment she enters 
a room. Not ‘Did vou see her?’ or, ‘Look at that 
jewelry,’ ”’ said LeMaire. 

As proof of his contention that simplicity in both 
dress and jewelry points up a woman’s beauty LeMaire 
offers this example: For one of Hollywood’s most strik- 
ing socialites he designed a simple white evening gown 
with a chartreuse scarf to be worn around her shoulders. 
her accessories consisting of plain white handbag and 
gloves. Although she was known to possess one of the 
finest collections of expensive gems in the film colony, 
the only jewels she wore this evening were tiny diamond 
earrings and a huge aqua pendant, surrounded by small 
diamonds and rubies, and suspended from a slender 
platinum chain. She had worn the necklace scores of 
times with more elaborate costumes and with a large 
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bracelet and earrings. This time her friends first words 
after they had commented on how stunning she looked 
were, “What a lovely new necklace.” 

This eminent designer sums up fashion in two words 
—simplicity and individuality. The woman who chooses 
her gems and her wardrobe with these two points in 
mind will find that her personality and beauty wij) 
shine forth. 





X-RAY IDENTIFICATION OF GEMS 
(From page 234) 


through an arc of 90 degrees on a vertical axis. The 
reflections back to the film which is facing the gem 
under scrutiny (and through an aperture in which the 
x-ray beam passes to reach the gem) take the form of 
a series of incomplete rings (Fig. 4), instead of the 
scattered pattern of dots obtained with a motionless 
crystal. 





Fig. 4. Diffraction patterns obtained from ro- 
tating crystals. Corundum, left; spinel, right. 


The authors claim that the ring sequences so. obtained 
are consistent and identical for Phe same stones. In op- 
eration the system should be simple, known sets of 
standard ring patterns could quickly be made and in- 
dexed. They would look like tree ring patterns, the 
diameter of several prominent rings would probably suf- 
fice for a classification arrangement. All subsequent 
unknowns could be quickly identified by comparison 
with a set of standards. 

The method could be of value in the testing of stones 
which for some reason, such as the lack of a plane face, 
or because of thin opacity, size, setting, or other reason, 
are unsuitable or unsatisfactory for testing by the con- 
ventional, rapid and inexpensive methods. Some stones 
might be encountered in which this would be the sole 
satisfactory method of testing—a distinction in a cut 
stone between spinel and garnet for example, or be- 
tween such rare stones as spodumene and diopside. 
Once such a test was made, it would have the further 
advantage that a document, the picture, would be sup- 
plied that would eliminate any disagreement or even 
discussion. 

The probable cost of the test is foremost among the , 
drawbacks to the method. No indication is given of the 
length of the exposure or of the time required for the 
whole routine. It necessarily involves the devotion of a 
certain amount of time by a technician of considerable 
experience. It is also interesting to speculate upon the 
possibility of an effect of the x-rays upon the color of 
stone being tested, in consideration of the article ab- 
stracted in this journal last month. As we see it, the 
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new method is interesting and could be of great value 
in cases where ordinary methods fail, where the value 
of the material justifies the expense or where the con- 
troversy 1s sufficiently acrimonious to necessitate a black 
and white document over which both can pore to re- 
solve their dissension. 





JEWELRY DESIGN CUES SALES APPEAL 
(From page 238) 
referring to the groups of harmoniously blended lines 
which constitute the characteristic designs of the period 
during which that style flourished. 

One must know enough about styles to appreciate 
the harmony inherent in a clear‘style. One must also 
know enough about styles to distinguish between them, 
as otherwise one cannot tell whether a piece of jewelry 
will be in harmony with its surroundings, or ‘even 
whether it is in harmony with itself. This is related 
directly to.the second point, that a mixture of styles 
should not be accepted. 

Why isn’t it all right to mix styles? To answer that 
question properly one has to realize that each style 
represents the opinion of the people of a certain time 
and place, and that nothing changes faster or more 
strongly than opinions. As an extreme example, con- 
sider women’s hats of just twenty years ago. 

The general opinion of the people of ancient Egypt 
expressed itself in the Egyptian style. It was a very 
different opinion from that held by Western Europeans 
between the Twelfth and Sixteenth centuries, as ex- 


pressed in the Gothic style. Not only are these two 
styles different, but they are alien to each other, as 
alien as the opinions they represent, and the people who 
held them. 

Consequently, if one mounts an Egyptian scarab in 
a Gothic setting one is asking the person looking at it 
to accept a combination like chocolate ice cream and 
Worcestershire sauce, both of which may have their 
place in a meal, but certainly not together. Design which 
is characteristic of one style cannot be mixed with 
design which is characteristic of another without offend- 
ing the eye of the beholder—and a piece of jewelry 
which does not appeal to the eye is one which will not 
be worn. 

Considering it from the basic standpoint of design, 
a mixture of styles results in the putting together of 
lines which are not in harmony with each other. It is 
not necessary that the lines be tremendously different, 
either, as designers use the same basic types of lines 
over and over, but treat them differently in different 
styles. 

For instance, there is the type of geometric design 
known as the fret or meander, which is common to sev- 
eral different styles. It is used extensively in the Greek 
and Roman Classical styles and in the Chinese and 
Japanese Oriental styles. Characteristically, however, it 
is drawn in a continuous form in the Classical styles, as 
shown in Fig. 2, while in the Oriental styles it is char- 
acteristically broken, as shown in Fig. 3. 

A third use of the fret is to be seen in the native 
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Mexican style, which is at present achieving some 
popularity. This partly resembles both the Classical and 
Oriental frets, but in addition has a quality all its own, 
as shown in Fig. 4. The Mexican fret does not look out 
of place in jewelry designed entirely in that style, but 
imagine how it would appear on a brooch designed in 
the lines of the Classical style, or in the typical carving 
of a Chinese jade. 


Another instance of dissimilar designing of the same 
type of ornamentation occurs in the Greek and Roman 
Classical styles and their Neo-classic successors, 
Byzantine and Romanesque. Although these styles are 
fairly close together, historically, geographically and 
stylistically, there are certain differences which dis- 
tinguish them. For instance, a floral ornament, the 
acanthus leaf, was used in all four of these styles. In 
the Greek and Byzantine the ornament is characteris- 
tically shown with pointed leaves, as shown in Fig. 5. In 
the Roman and Romanesque, however, the same type of 
ornament is characteristically drawn with rounded 
leaves, as shown in Fig. 6. By way of further contrast, 
consider a typical leaf ornament of the Gothic style, 
definitely not the acanthus, as shown in Fig. 7. 


STYLES MAY BE MODIFIED 


Some styles are more nearly in harmony with each 
other than with some others, and it is possible to modify 
styles. In fact, most styles are modified historically until 
they graduate into the styles which follow them, as 


Greek into Byzantine, Roman into Romanesque ang 
Renaissance into Empire. That is also what must hap- 
pen to anything designed in a past style for use today— 
the style must be modified to suit the modern taste, 
For those who want to design jewelry an encyclopedic 
knowledge of design is not too much, as failure to know 
it thoroughly leads to fuzzy designing, mixtureg of 
styles and the use of something old under the ignorant 
impression that it is something new. This point should 
be drummed into some of the teachers of jewelry design- 
ing in American schools, wheve there is too strong a 
tendency to encourage originality without scholarship, 
The designer who is really attempting to do something 
new must know what to avoid, as well as what to seek, 
However, unless one wants to design jewelry it is not 
necessary to spend much time and effort in studying 
various styles. All one needs to do is to become sufficient- 
ly well acquainted with them so that one can tell them 
apart. The big question as to whether a piece is designed 
well or poorly can be left to the individual taste. If it 
looks well, one can be confident that it is well designed. 
For those who wish to pursue the study of design and 
styles further the following books are recommended: 
“Grammar of Ornament” by Owen Jones; “Suggestions 
in Design” by John Leighton; “Principles of Design” 
and “Design in Theory and Practice’ by Ernest A. 
Batchelder; “Theory and Practice of Design” by Frank 
G. Jackson; “Elementary Design” by C. F. Dawson, 
and “The Elements of Design” by T. E. Dickson. 
Now for the third point, emphasis on the etyle of the 
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resent. The style which is most in demand today is, 
naturally, the easiest to sell. Period pieces are of inter- 
est to those who want them for various special reasons, 
but the bulk of sales will be to people who like modern 
design. 

That there is a definite style of the present is not 

difficult to realize. It is not a matter of a popular craze 
this month, or this year, but a definite present-day style. 
It can be called Art Modern, or Streamlined, or even 
Atomic Age if one prefers, but it does exist, and the 
most popular jewelry—and other articles—are designed 
in it. 
An outstanding example is the Parker 51 pen. It is 
not the special ink, nor the advertising, nor the name 
that made that pen so popular, but the design. During 
the war years it was difficult to choose one’s ink supply, 
as the writer learned in France, so the special ink was 
a point against it, but it was still the most popular pen 
at many Army Post Exchanges where one never saw the 
51 ink. 

It was certainly advertised no more heavily than sev- 
eral other makes of pens. Yet a look at the pen counter 
in any store today will show that a majority of the 
pens reaching the market now are attempts to follow 
its design. As for the name—it’s just a number, and 
a number six below the old Heinz 57 varieties. However 
the Parker 51 is an outstanding example of modern 
style and will remain a leader in its field until some 
other pen is designed to appeal more strongly to pres- 
ent-day taste. 

Designer speak of Art Moderne (either with or with- 
out a final “‘e”) so it is convenient to call today’s style 
by that name. Like all styles, it has its characteristic 
groups of harmonious lines, by which it can be distin- 
guished. The following example, Fig. 1, shows pieces of 
jewelry designed in this style. 

In conclusion, one must consider that origjnal design- 
ing is still with us, and that styles change, so one must 
keep abreast of popular taste. The jeweler who realizes 
what the public wants is the one who will sell the most 
jewelry, and the greater his knowledge of design the 


more clearly will he know what the public taste is. 

(Figures 2, 3, 5, 6 and 7, illustrating this article are from 
“Suggestions in Design” by John Leighton. Figure 4 is from 
a Mexican bracelet design courtesy the Siesta Shop, Asbury 
Park, N. J.) 





THEY'RE NOT MODERNIZING 
(From page 242) 


Wethered-Rice carries this aura of quality and a gift 
from the store has the added sentimental value that 
gifts anywhere carry when they come from a_ house 
with a name fer quality. 

For this reason it also has been given the loving 
pseudonym in town of “The Sterling Store.” The volume 
in sterling has always been so high that even in these 
days of scarcities, their quota is large enough to keep 
several of the wall cases filled with sterling hollowware. 

For a store with this type of standing in the com- 
munity, the mahogany horseshoe case in the center and 
glass-fronted wall fixtures of the same wood lend an 


air of established quality and dependability which is in. 


line with the store reputation. 
After a discussion of these factors Mr. Rice and Mr. 
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Wethered were strengthened in their belief that modern- 
ization would be out of line with the character of the 
organization and might, in fact, be harmful. 

Whenever there is any talk of modernization, Mr. 
Wethered grins at the recollection of the original reno- 
vating of the store undertaken by the founder, W. E. 
Fellows, whose name still appears in the mosaic tile 
flooring. 

Mr. Fellows was, of course, proud of his store and of 
the fixtures which were then the latest word. He sent 
postcards announcing the change and inviting a visit to 
“everyone in Genesee County.” 

One day soon after Mr. Wethered, then an employee 
(Mr. Rice joined the organization in 1912 and the two 
took over ownership in 1921), saw a very shy little 
farmer girl in the store. She didn’t seem to want to 
buy anything and was too overcome to talk to anyone. 
It took some time to gain her confidence, but finally she 
confessed, “I received your postcard and I just wanted 
to thank you for sending one to me.” 

Although the fixtures lend the dignity and aura of 
another age, one device which might have been dreamed 
up by the most modernistic of architects is the glass 
corner. This section, about six feet square, is located 
at the rear of the store but attracts attention as soon 
as one enters. 

It consists entirely of a glassed-in enclosure with 
mirrored walls and clear glass admitting a view from 
the front and side of the store. Clear glass shelves hold 
the glassware displays for the store. Currently these 


are the less expensive types now available but both 
Wethered and Rice are looking forward to the time 
when they can replace these war-time substitutes with 
the crystal for which the store was famous. 

The advertising of Wethered-Rice is in keeping with 
the type of store and its reputation in Flint and igs ry, 
exclusively on the society pages of the Flint Journal. 
Currently there is a series on the stories of famous gems, 
This institutional copy was developed especially for the 
store by Otto Stoddard of the Flint Journal with dray- 
ings made by William Clark, the Journal’s staff artist. 

These ads attract interest in their own right and an 
increasing number of readers watch for them. There js 
a never-ending fascination to the tales of the discovery 
of unusual gems and to the intrigues they inspired 
which makes for high readability whenever these are 
published. 


SELLING READY-MADE MOUNTINGS 
(From page 244) 





signed into new pieces,” he said. “However, since we are 
unable to supply this type of service, we have suggested 
to customers the purchase of a new but ready-made 
mounting. We can make slight alterations and changes 
in them which are in effect a form or redesigning, and 
usually get excellent results. For example, a woman 
came in one day with a half carat diamond and a nun- 
ber of two pointers. We reset the large diamond in the 
center of a modern mounting and drilled six tiny holes 
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to permit the two pointers to frame the larger stone. 
This cluster-type ring was entirely satisfactory, and 
although the profit was smaller than would be involved 
in a complete redesigning job, the customer was en- 
thusiastic about her new ring. 

The 650 styles shown contain a large percentage of 
men’s mounting, although 80 percent of purchases are 
still made by women. Ring mountings are shown in trays 
holding 50 items each. Prices on men’s mountings range 
from $25 to $75 for gold, and up to $220 in platinum. 
Women’s mountings run from $16.50 for a plain gold 
setting to $200 for platinum and other precious metals. 
“Men’s rings are catching on rapidly,’ Mr. Bornmueller 
said. “Almost every man with a good stone is a prospect 
for a new mounting, set in a modern heavy style.” 

Some of the remounting jobs which have been turned 
out by this Denver store so completely alter the appear- 
ance of a stone that much “outside the store” discussion 
has been developed. Making tiny alterations, changing 
the type of setting. and adding extra stones charmed 
many women who dic not realize that so much could be 
accomplished with a single mounting. 


GOOD PRESENTATION ESSENTIAL 


“Merchandising” in the Bohm-Allen store is merely 
matter of good presentation, according to Mr. Born- 
eller. At least one and sometimes two trays of 
xcellent ring mountings are always showin Bohm- 
illen’s remarkably simple display windows. The “mass 


display” inside the mounting case, of course, gets the 
most attention. In addition, Bohm-Allen salespeople 
watch for old rings which should be remounted. “There 
is no ‘huckstering, however,’ Mr. Bornmueller said. 
“We merely suggest a new mounting where the need is 
obvious, and often the customer calls attention to the 
need for it herself. Window displays frequently suggest 
that, and of course, if the customer wanders near the 
mounting counter, we have plenty to interest her.” 
The repair department, at the rear of the store, is 
the major source of traffic, but the remounting service 
is regularly advertised, as are strictly repair services. 
When women come into the Bohm-Allen-repair depart- 
ment and exhibit a ring with badly worn prongs, etc., 
they are usually in search of repair work which will 
guard against losing the stone. Repair department 
personnel check each one carefully, and in many cases 
point out that the cost of repairing it and guaranteeing 
the safety of the stone is not much less than a new 
mounting. Such customers are transferred over to Mr. 
Bornmueller’s mounting department, at once. Generally, 
a new mounting amounts to only slightly more expense 
than repair work on the old ring, he points out—a type 
of sales suggesion which seldom fails to bear fruit. 
The fact that the Denver store is carrying the largest 
inventory of ring mountings in its history is simply 
based on sales volume, according to Mr. Bornmueller. 
“Remounting customers seem to come in of their own 
accord,’ he pointed out. “No doubt much of this is 
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It is again possible to offer your patrons the superb 
beauty of Herschede Chiming Floor Clocks. For 
generation after generation these distinguished 
clocks have represented the finest in American 
craftsmanship. True to this tradition of excellence 
the Herschede Clocks, now available, offer all the 
unusual charm and distinction of soft, mellow 
chimes; authentic styles and exquisite workman- 
fo ship—so strongly desired in the better homes of 
~~ today. Write for catalog illustrating all designs. 


Face a 


Fn aR ESN 
Kien 


3 SO OOO 


THE HERSCHEDE HALL CLOChK COMPANY 
Cincinnati 6, Ohio 


FOR APRIL, 1947 


SR ee 
* - - i et at : 
. SERN Keo Se =f ¥ sersissseectcsatecectaersecstee ’ 
See = Soa seas SN 3 ; = 
: ee Sat + ~ co : : 
* " z 
+ 












RENEWING A GREAT TRADITION 




































































well loved music 


of Cathedral Chimes 


Ilustrated is Model No. 276. 
Its Period Style is highly 
favored. Stands 78 in. high. 
Either Westminster; Westmin- 
ster and Canterbury or West- 
minster, Canterbury and Whif- 
tington Chimes. 
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due to our window displays, and the endorsements of 
previous satisfied customers. Another thing is the 
‘ celerity with which we can provide such service. We ask 
for all the time possible, due to the heavy pressure on 
our mounting craftsmen, but if put to it, can reset a 
ring within 24 hours. Most of our customers are extreme- 
ly nice alsut granting us plenty of time.” 

Along with “local” traffic, the Bohm-Allen store has 
found substantial ring mounting possibilities among 
transient customers—tourists visiting Denver during the 
summer, traveling business people, etc. Window display, 
and newspaper advertising are chiefly responsible for 
this, although many customers apparently have heard 
their friends mention the huge mounting stock carried 
by the store, and come in because of this. Mr. Born- 
mueller estimates that it is.a high percentage. 

“We gave up our jewelry designing service somewhat 
regretfully,” he summed up, “when materials became too 
dificult to obtain to guarantee worthwhile production. 
However, new mountings have proven a much simpler 
means of providing substantially the same service for 
our customers, and we intend to continue to emphasize 
them indefinitely.” 





THE AD-VISER 
(From page 256) 


sufficient. Draw horizontal lines for the copy. After your 
first thumlnai] sketch is completed, try another. Place 
the elements in different places. Slant your headline, 
place a border around your copy, make the entire adver- 
tisement in reverse (white on black), etc. After making 
a few of these, choose the sketch which you believe best 


fulfills the essentials of good promotion. Then, roughly 
draw this in correct size. Here, you have a rough layout 
good enough for any newspaper to work from. 


ATTRACTING AND MAINTAINING ATTENTION 


We know that our layout must attract attention, This 
means that it must have difference from otlrer ads. There 
are many tricks which can be employed to achieve gif- 
ference, and some of them include the following: 

Balance. Place your layout elements in unusual pogi- 
tions, still maintaining the structure necessary to good 
balance. Sometimes extremes are useful but often a little 
slant of your headline, illustration and copy will do the 
trick. Proper placement can make for interest if yoy 
steer away from the run of the mill ideas. 

Border. A border all around the ad will not only cre- 
ate unity but also achieve distinction. Unusual borders 
have been used successfully to attract attention. 

Backgrounds. Unusual backgrounds look good but are 
dangerous. They may attract attention to themselves, 
thereby taking away interest from the sales message of 
the ad. Use backgrounds gparingly. 

White Space. The use of white space is probably one 
of the most effective methods of achieving attention. The 
more white space surrounding the ad, the less competi- 
tion from other ads and the more clearly your ad will 
stand out from the gray background of the newspaper 
page. Although many retailers (especially credit 
jewelers) frown upon the buying of space for this pur- 
pose, white space has actually sold more goods indirectly 
than any other element of layout. 

Movement. Arrows, pointing hands, etc., all assist in 
moving the reader's attention from one place to another. 





Increase Watch Strap Sales 


WHITH THE 


The Kreuter “Sales Master,” a book-container holding Lol) 
fine Kreuter straps, is our ingenious way of providing you 
with a handsome “silent salesman” to quickly help boost 


your Watch strap sales. It’s an exclusive Kreuter design and 


combines good taste with good will as you sell our finer 
straps...used by the biggest names in watches everywhere. 


rODAY—sSend for FREE colorful booklet on the Kreuter 
“Sales Master.” It gives full details and dese 


and outlines the important exclusive Areuter Guarante 


Jack Kreuter Company 


516 Fifth Avenue, New York City 
Sole Canadian Distributors: The CHRONOMETRIC CO.. 
100 Adelaide St. W., Toronto, Ontario 
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More popularly used is the pointing illustration. Some 
advertisers have the illustration of a person looking at 
the next structural step and a ringed finger pointing in 
that direction. This gets the reader to look in the same 
direction. Jewelry items properly placed may be used 
to lead the eye. When the principle of movement has 
been applied well, the eye is led from one feature of 
the ad to another in the order of importance. 

Reverse. When your competitor is using great por- 
tions of white space, you can achieve interest and dis- 
tinction by using reverse or white headlines, copy ayd 
iJlustrations on a black background. Your “black” ad 
will be different and thereby attract attention in con- 
trast to the “white ads.” However, cash jewelry stores 
generally avoid reverse layout, perhaps in the belief that 
they are apt to suggest the credit store. 

Ovals and Circles. The shape of the space for an ad- 
vertisement as determined by a newspaper is either 
square or rectangular. However, the shape of the ad 
itself need not conform to this contour. Ovals and Circles 
are very effective attention-getters because of the con- 
trast they present to the straight lines of the average ad. 
You can also set up your headline in various shapes and | 
have a round illustration made. Sometimes the reading 
matter can be set in unusual shapes. This is often diffi- 
cult to read and poor readability should be avoided. 

The above tricks, when applied carefully, easily 
solve the problem of attracting attention. Before decid- | 
ing on any or all of these, study your newspaper and | 
your competitors’ ads. Try to achieve difference and 
you'll be achieving interest. Utilize all the production 
facilities of your newspaper. Use the Benday or dotted 
background for interesting design. Use large bold head- 
lines for blatant attention. However, always be on your 
guard when gaining the attention of the reader, that the 
element of attraction does not detract from the sales 
message, which, after all, is the main purpose of the ad. 

Next month, we will discuss how to write copy that 
sells your merchandise; how to write an effective head- 
line and, in short, how to bring customers into your store. 














ADVERTISING CLINIC 


We wish to announce the formation of an Advertising 
Clinic for the convenience of our readers. You are invited 
to submit any problems concerning the retail advertising 


of your own store to this column. . | 2 by Tests in one cit the 
- World’s Leading Laboratories. 














Summer Jewelry for Men 


Proctors, San Jose, Calif., at the beginning of the 
summer season run a quarter page ad, listing and pric- 
ing jewelry for men in summer. Their ad last year was 
captioned: ‘“‘Shirt Sleeves Weather Suggestions—Acces- 
sories for Smartness and Comfort.” The ad went on 
to say: “Assuming you are one of the fortunate ones 
who still have a shirt, you will be in shirt sleeves the - v Nivar ox Hair Springs anc . 
greater part of the next few months. Look attractive . Glacidur Metal Balances. . 
and smart with these gold suggestions—also available in . = 
sterling silver—collar and tie pin, cuff links, gold filled 


Racine Watches are equipped > 
: with v 17 Jewel Gallet Movenitn - 














key chain, solid gold wrist watch chain.” A case that ee oe eee 
met the eye immediately upon entering the store held int : 

all of the items mentioned in the ad, as well as a num- eve Ei: i ™ Th & } QP (VY 
ber of popular price watches “for summer vacationing, 20 WEST 47th STREET. NEW YORK 19.N. Y. 








where watches are subject to rough use.’ 
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EMERALD CUTS ARE OUTMODED!: 


TRY OUR 


“FRENCH CUT” 


SYNTHETIC STONES 





PRECISION CUT 





SPECIAL ORDER WORK BY EXPERT CUTTERS 





METROPOLITAN GEM 
CORPORATION 
Importers & Cutters of Semi-Precious Stones 
12 John Street New York 7, N. Y. 
COrtiandt 7-0584 











aud fear Abutigue 
nefpraductionds 
exquisitely designed heir- 
loom rings of the Czarist 
and Napoleonic period... 
reproduced by expert 
craftsmen of today... ex- 
citingly different .. . un- 
usually romantic. Solid 
gold and faced with en- 
during brilliant enamel... 
TolddtaleeRioulelidaMee) hilelalel 


dl 
- ¢ . 


D. SCHNEIDER 
Antique and Modern Jewels 
74 West 46th Street New York I9, N.Y. 


Manufacturing Jewelers 











Genuine blue 
and white 









in stoch 


CUTTERS OF PRECIOUS and SEMI-PRECIOUS STONES 


48 WEST 48th STREET NEW YORK 19, W. Y. 
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A COMPLETE LINE. 
CUT ON OUR PREMISES. 


Manning Opal Corporation 
22 West 48th Street, New York 19, N. Y. 


Telephone BR 9-7199 



























—42MC-LotNo.513 


Capacity—1000 carats 
Weighs 42 carats without 
weights. 

a 
Largest selection and vari- 
ety available from largest 
diamond jewelers’ supplier 
in the world. 








Send for latest catalog and 
price list today. 


I. KASSOY, Inc. 


7 West 45th St. 


NEW YORK 19, N. Y. 
“Makes no Compromise with 
uality” 
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DIFFERENT TECHNIQUE FOR SUBURBAN STORE 
(From page 260) 


men. Average costume jewelry sales in the Meyerding 
Capitol Hill store run from $1 to $3 per sale. 

Silverware always sells well in a suburban store, 
Frances declares, from the company’s own experience. 

The big sellers are, as stated above, costume jewelry, 
with wedding sets and watches following in that order. 
The average wedding set sold in the store retails for 
about $70, according to France. He has found young 
couples of the area prefer to make their wedding set 
purchases with the jeweler they know personally rather 
than going to a downtown store where they will be 
strangers. 

Repairs are a highly important part of any suburban 
store operation, he states, and in their own case repre- 
sent about 20 per cent of the total volume of business. 
At the present the store is doing no advertising whatso- 
ever on repairs as they are so far behind that they prefer 
to catch up rather than get any more business. Before 
the rush days, repairs were boosted through small one- 
inch cartoon newspaper ads and a guarantee of one year 
which covered regulation, cleaning and main spring 
breakage. The average repair bill at the store is around 
$5, according to France. 

“Individual service is the main thing to remember 
in operating a suburban store,” he declares. “It’s one 
of the most important differences between a downtown 


and a suburban store and if the jeweler isn’t prepared 
to run his new store on a basis of individual service he 
would be wise: to stay down town completely. 

‘You have to learn how to handle people and how to 
get acquainted with them and become, their friends and 
you have to handle every customer as an individual; not 
according to a fixed routine as a group. 

“You have to learn enough about your individual 
customer so as to understand what he is going to want 
in the future and get special items for him fast. If you 
know something about him you can do this. 

“And it’s important in buying stock, too, for unless the 
suburban store manager does know his customers and 
understand them, he’s going to make some terrible mis- 
takes in buying. In suburban shops you have to buy to 
fit the customers’ wants; it isn’t profitable to buy first 
and convince the customer later he should have that 
item.” 

France points out that there is another all important 
principle to suburban store operation as different from 
“down-town” store operaiion. 

“In a suburban store getting along with competition 
is an absolute necessity,’ he declares. “You have to 
learn to co-operate with your competitors and the thing 
you have to constantly guard against is getting your 
competition aroused against you. 

“The average big-city suburb is nothing more than 
a small town unit and its people live and think much 
the same; so do its merchants, and its jewelers are no 


° 9? 
exception. 
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THE NEW NIASH CLIP 
fer Carrings 


PARTS 
(| ASSEMBLED 
. 





Practical 
Casy SEU AL 


Here is an inexpensive handy clip with 
beautiful design requiring no soldering 
operations or bending. After base is at- 
Kola sl-to Mi oMisl-M-teladlile Pa eimcite] oe amis (-malle 


ond the earring is ready for wear. 


Sold in all colors, 10 K and 14 K. 


NIASH Refining Co. wow York 7. NY 





Be ready for 
WHITE METAL CASTING 


RUBBER 
PRE-CUT DISKS 
NO WASTE 


PRESSES 


Pertot 15 and 25 ton 
Waage circular platen 


MELTING FURNACES 


Waage electric 
Hones gas fired 


TEMPERATURE CONTROLS 


Partlow for gas fired pots 
Simmon Du-al-matic 


CASTING MACHINES Casting Machine 


: ; Cabinet model with 
Simmon—Circular or Rectangular disk casting head 
Molds for circular molds 


Indianapolis—GB-C Castmaster up to 12” diameter, 
less motor F.O.B. 


Send for detailed list J-3 New York, $195.00. 


ALEXANDER SAUNDERS & CO. 
Successor to J. Goebel & Co. Est. 1865 
95 BEDFORD STREET NEW YORK CITY 14 
Beekman 3-6050 


SILVERWARE 
REPAIRED and PLATED 
LIKE NEW 


Antique Finishing on Silverware 
a Specialty 


THE LUXE METAL CO. 


Silver Platers & Repairers 


112 West 44th St. New York 18, N. Y. 





DIAMONDS or EXPORT 
BARBER xo SLUIS 


ST. ANDREW'S HOUSE 
32/34 HOLBORN VIADUCT 


LONDON, Et 
CABLES: SLUBAR - LONDON 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 
FROM: 


LONDON, ANTWERP ano AMSTERDAM 
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THE ABCs OF PUBLIC RELATIONS 
(From page 264) 


tions has been done, act immediately to make amends. 
In this way, injured feelings will be soothed and the 
human relations wound allowed to heal. On the other 
hand, damaged human relations which are not treated 
with public relations ointment often develop into fester- 
ing sores which poison public attitude—and result in 
lost business. 

Right—that’s what the customer always is. Strive 
constantly to see the customer's point of view. Even if 
he is wrong or somewhat unreasonable in his demands, 
try not to let him leave harboring ill feeling toward your 
firm. One satisfied customer tooting your horn for you 
is worth ten public relations men on your staff. 

Service to the customer should always be maintained 
at a high level. A ready smile is the most important 

ublic relations tool known to business. Satisfaction 
should be handed out to your customers in large doses. 

Telephone technique is a phase of public relations 
often overlooked in many businesses. Adequate “‘tele- 
phone relations” is a special study in itself. If you 
aren't sure of the telephone manners of those who repre- 
sent your business, for public relations’ sake see that a 
quick brush-up course is given. 

Utilize all facilities at your command to improve the 
public relations program. Study books and magazine 
articles on the subject. Become genuinely public rela- 
tions conscious—and be sure the members: of your staff 
are too! | 

Vitality is essential to good public relations. Let 
the world at large know your business is alive and 
breathing. Instill within yourself and your employees 
a definite zest for doing business. Make business a game 
which you genuinely like to play—and let the public at 
large see you reflecting this attitude. Show that you 
enjoy your work. 

Wrong — that’s what the customer always isn’t. 
Never tell a customer or business associate that he is 
wrong, and expect to maintain his goodwill. If a busi- 
ness friend is incorrect about some matter and must be 
made to understand, soften the blow for him by giving 
an “indirect” explanation. To tell a person “you are 
wrong!”’ is a sure way to breed injured feelings and 
bad will. 

Extra Effort toward maintaining good public rela- 
tions should always be applied during times of stress. 
At the end of the day when most people are tired and 
inclined to be curt and “snappy,” strive harder to keep 
things running smoothly. During rush periods when 
things are strained, apply public relations ointment in 
largest quantities. 

A “You” Attitude is essential to good public rela- 
tions. Strive always to think from the other fellow’s 
point of view. Attempt to see any problem through his 
eyes. Develop a genuine “you” attitude, and public 
relations will pretty much take care of itself. 

Zealousness should be the watchword where public 
relations is concerned. Keep constantly on the job. 
Don’t let up for a minute. Good public relations can’t 
be turned on and off like a faucet, but must be main- 
tained at all times. 
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ALPINA, a name with a distinguished 
past, a name with a more brilliant future. 
ALPINA has meant fine watches since 
1883 . . . watches of quality, dignity and 
elegance in a superb selection of models. 
Watch the name ALPINA; 

ALPINA WATCHES AMERICA’S TIME. 


Available from wholesalers only. 








Write for name of wholesaler 
nearest you. 









WATCH Sparonaxton OF AMERICA 








12 East 46th Street 
New York 17, N. Y. 
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Camera Enthusiasts 





Silton’s, in Los Angeles, has found that 
appealing to the shutterbugs with a photo 
department means additional store trafiic. 


ECAUSE cameras are great builders of store traffic 

and have developed a loyal, consistent patronage 
in jewelry items as well as in the camera department 
itself, they stand high in favor with Silton’s Jewelers 
in Los Angeles. Promoted conspicuously in the windows 
and advertised consistently in the daily newspapers, 
this mechandise has attracted thousands of shutterbugs 
as well as the friends and relatives who have learned 
that the perfect gift for a camera hobbyist is more 
cameras and equipment. 

Since they first set up their camera department in 
1941, Silton’s have discovered some interesting charac- 
teristics about the buying habits of amateur photog- 
raphers. Camera enthusiasts are always spending money 
on their beloved pastime. Not only is their original 
outlay for apparatus and films likely to be considerable 





300 


Are Jewelry Buyers Too 


Silton's camera department is 
a busy place regardless of the 
season. Salespeople have full 
knowledge of the photograph- 
ic equipment they are selling. 


by JANE SMITH 





Camera advertising for the Silton 
store lists all conceivable informa- 
tion on the various products offered. 


but also they are constantly buying new supplies. 
Many of them make purchases at least once a month 
and they are always on the lookout for new items. If 
they find a merchant who has plenty of merchandise 
made by reputable manufacturers and a sales staff with 
a good knowledge of photographic equipment, they 
usually confine their business to him. And when they 
want a watch or a piece of jewelry, what is more natural 
than to patronize the jeweler where they are already 
regular customers in the camera department? 

They are also very generous about spreading word 
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to fellow members of their camera clubs about a re- 
tailer’s service and the kind of equipment he sells. 
There is an amazing diversity in the income and age 
groups who patronize a camera department, so Silton’s 
stock includes cameras priced all the way from $3.95 
to $92 to meet the wide variety of needs. It seems that 
the camera bug has escaped no one, but the most avid 
photographers are young men, and consequently the 
biggest volume of business is probably done in the 18 to 
30-year-old age group. Oftentimes their income may 
not be high, but like most people with an all-consuming 
avocation, the younger generation would rather sacrifice 
a meal than a new piece of equipment or more film. 
Although many older folk are also excellent patrons, 
most of the gray-haired people who can be seen doing 
business at the camera counter are purchasing for gifts. 
| A wide variety of merchandise is also carried in order 
to be able to fill the requirements of skilled photogra- 
phers as well as occasional snapshot takers. Types of 
cameras include flash, speed, reflex, candid, box, and 
moving picture as well as film and parts. Equipment 
sold includes film splicers and cement, exposure meters, 
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camera cases, and motion picture projectors. Co. Sug tte ia 
The camera department occupies a prominent niche op Sn nga ote j 
(Please turn to page 337) ~ STR ne | 


Even on lower-priced items, 
Silton ads make provision for 
orders by mail. Also, the firm's 
parking facilities are noted. 
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Cameras in window displays are 


| : eS . | 7. always traffic-stoppers, so the 
7. . Loe Silton firm always includes a few. 
oe " - Prices of goods are always shown. 
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Every watch equipped with Incabloc is 


1000 TIMES STRONGER 
than the watch without 


The Incabloc can be adjusted fo all watches, giving absolute 
protection to the pivots of the balance. The latter are 1000 times 
weaker than any other part of the movement. The Incabloc device 
confers to the balance a resistance equal to that of the other 
parts. This device ensures greater solidity to all watches, increasing 
their working capacity as well as their value. A watch without 
the Incabloc is old-fashioned, lacking an admisable technical 
improvement due fo modern horological science. 


How it works 


The function of the Incabloc can be compared to the movements of 
an athlete af the moment of jumping. An inexperienced man j 

stiffly and will be subjected to a most violent shock. The athlete 
executes a flexible movement and suffers no prejudice. The principle 
of the Incabloc is greatly similar to the movements of the athlete. 





Now look how it works in.the movement 





The Incabloc maintains the two pivots of the balance in their 
centered position but allow them to shift around, under the 
influence of a shock coming from any direction, until the most 
resistant parts of the balance rest against the banking-pins. Imme- 
diately after, thanks fo the pressure of the Incabloc spring, the 
balance automatically resumes its original centrical position. These 
minimum movements represent 5 fo 7/100 mm. but are sufficient 
fo eliminate the danger of rupturing. 


INCABLON Vig ITS POPULARITY 


All parts are made with a maximum tolerance of about one thou- 
sandth of a millimeter. Special apparatus is used, enlarging all 
parts 50 times, allowing most careful checking. 

Of course all paris are interchangeable — a great advantage to 
watchmakers. 

It is the most widely spread system, used in over 10million watches, 
giving proof of its efficacy. [Is numerous imitations — another 
proof of its quality — have never come up fo the real incabloc. 


The block 


Because of the block-bed, the Inca- 
bloc shock protector is complete in 
itself, containing all the elements 
shown here, held together by the 








§ /ncabloc spring 


A remarkable discovery in itself 
Exercises an evenly and carefully 
calculated pressure. Does not react 
under minimum shocks, but a fall 
of about 7 inches sets the Inca- 
bloc mechanism in motion. 
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AMERICAN INCABLOC CO., 580 FIFTH AVE., NEW YORK 
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UCCESS in the jewelry business in a resort town 
of 20,000 permanent residents that climbs to 50 and 
60,000 during the summer months calls for a wide 
variety of merchandising plus an extensive knowledge 
of the trade. 

This is the opinion of Irene and Bruce MacLean, 
owners of MacLean’s Jewelry Store, 184 Pacific Ave- 
nue, Santa Cruz, California—and it’s based on experi- 
ence. 

First consideration, as in practically any business, is 
the permanent population. “Our primary plan is the 
establishing of confidence and trust in us with our year- 
around customers,’ Mrs. MacLean said. “Many people 
who ordinarily do not have money to buy enough 
jewelry to become familiar with it, feel themselves too 
much at the mercy of a jeweler, a feeling that tends 
to make them buy less high-priced jewelry. Our big 
job is to instill a feeling of trust and confidence that 
will make our customers realize we will not take ad- 
vantage of them—that we make every effort to give 





them what they want at a price they can afford to pay. 

Potential longtime customers that mean much to the 
jeweler in a small town are the youngsters who come 
in looking for engagement and wedding rings, Fo, 
many, the diamond engagement ring is their first experj- 
ence with precious stones. 

‘With this in mind, the store policy calls for a candid 
discussion of price and setting styles. 

“We try to set our customers completely at ease,” Mrs. 
MacLean pointed out, even going so far as to encourage 
them to use their first names. Mr. and Mrs. MacLean 
are known to most of their customers as Bruce and Irene. 

Many jewelry stores maintain a suave, sophisticated 
atmosphere that awes the jewel novice, frightening the 
timid right out of the store, the MacLeans believe. But, 
they pointed out, their store is not too formal. This puts 
customers at ease and paves the way for them to work 
out their buying problems. 

Friendly dealing with the youngsters pays off and 

(Please turn to page 818) 


Business in Resort Town Calls 


For Diversified Merchandistng 





Summer visitors in Santa 
Cruz. Calif... do not 
always look wealthy, but 
the MeLeans | have found 


them exeellent customers. 


Mrs. McLean is known to most of the 
store's customers by her first name, 
Irene. Here she shows a piece of 
jewelry to a vacationing customer. 


by CHET SPINK 
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HAND ENGRAVED BELT BUCKLE SETS 


756: Sterling Silwer... «265 Se en “a. S400 
#582 Sterling Silver ......:.. %” large . .. $3.15 
#583 Sterling Silver with plate. .... %'. «  Sa.00 


#590 Sterling with Gold Overlaid . .. %. . . $9.00 


HAND ENGRAVED WATCH STRAP BUCKLES 


#51 Sterling Silver ...... a Be. eC Sl. 
#52 Gold Plated Sterling .. %'', %’', %"'. . . $2.25 
#53 Gold Overlaid Sterling . %'', %'', %"’. . . $4.00 


AUTHENTIC WESTERN BELTS 


#500 Western Belt. Russet. End Tapered to %’’. $1.75 
#501 Hand Painted. Russet and Cordovan .. . $2.25 


HAND CARVED WATCH STRAPS — COMPLETE 


#10B Sterling Silver Buckle, Russet Leather . . $2.50 
#8B Same as above, with.twd-tone leather . . . $2.75 


.: ALL ABOVE ITEMS INDIVIDUALLY PACKAGED 
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EATURE this combiiation with 
the double appeal— and watch 


* : 


your profits soar! Western belts,and watch 
bands individually hand carved in the 
finest of leathers, with both hand en- 


graved and plain semi-precious buckles. 


AVAILABLE FOR IMMEDIATE DELIVERY 


A complete line of watch bands in pigskin, calfskin, 
cordovan, alligator, lizard, and sharkskin, with the 
following choice of buckles: gold plated, gold filled,” 
sterling silver, and sterling silver with gold overlaid. 


PAGEF LIE 


WATCH ATTACHMENTS COMPANY 





- 


253 SOUTH BROADWAY, LOS ANGELES 12, CALIFORNIA 
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Direct Imports of Swiss Watches 


Close to Figure Set By Agreement 


Although over nine and a half million units were received 


from Switzerland in 1946, indirect imports and watches bought 


by the Army reduce the amount to number set by ‘quota’. 


LTHOUGH the total number of Swiss watches 

reaching the U. S. in 1946 exceeded the number 
imported in 1945 by over 300,000 units, the agreement 
reached last April between the Swiss and American 
governments limiting direct Swiss watch imports to the 
1945 figure appears to have been observed. 


Statistics compiled by the U. S. Tariff Commission 
from material supplied by the U. S. Department of 
Commerce, indicate that a total of 9,649,311 Swiss 
watches (or watch movements) were imported during 
1946*. However, of this number, 1,208,082 watches 
were imported indirectly, through an _ intermediate 
country, and approximately 600,000 were sold to the 
U. S. Army Exchange Service for post exchanges, etc. 
Thus, 7,841,229 units were imported directly. Rela- 
tively speaking, this was only slightly above the 7,700,- 
000 “quota”. 


During 1946, according to the Tariff Commission, 
indirect imports of Swiss watches were as follows: 


January 193,368 

February 160,488 

137,053 

220,602 

65,007 

54,750 

ee tediuik yada diem a 36,612 

August 88,401 

September .. 43,958 

October 103,956 

eas ood ki aia x , 50,727 
December 





1,208,082 


Statistics on indirect imports of Swiss watches 
(i.e., watches originating in Switzerland but reaching 
the U. S. through an intermediate country) are not 
compiled directly by the U. S. Department of Com- 
merce, hence do not appear in published reports. 


*This figure excee¢s, by some 30,000 units, the watch import 
statistics for 1946 as reported in THE JEWELERS’ CIRCULAR- 
KEYSTONE for March. Those figures, provided by the U. S. 
Department of Commerce, were apparently preliminary and the 
later statistics wese given to the Tariff Commission. In any 
event, the degree of discrepancy is a mere two-tenths of one 
per cent. 
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However, the U. S. Tariff Commission, as part of its 
function, examines the Commerce Department’s data 
on imports and, in the case of watches at least, compiles 
monthly check-lists on indirect as well as direct imports, 

These statistics on indirect watch imports from 
Switzerland illustrate dramatically the effect of the 
April, 1946, agreement. whereby Switzerland prom- 
ised to limit direct exports of watches in 1946 to no 
more than the number which it had sent to the U. S. 
in 1945 and, at the same tme, take effective measures 
to curtail indirect exports. Whereas in April some 220,- 
000 watches were indirectly exported to this country, 
in May, the following month, only a bit more than a 
quarter of that number was received through inter- 
mediate countries. 

However, action by the Swiss government in midsum- 
mer, aimed at stamping out indirect exports to the U. S. 
altogether through prescribing heavy penalties, seems 
to have been less effective. Although September's in- 
direct exports were somewhat lower, the October nun- 
ber took a considerable jump and, though November 
and December were not as high, they both exceeded 
the figure for September. 

It would be unfair, however, to assume that the con- 
tinuing rate of indirect Swiss exports of watches indi- 
cated bad faith on the part of either the Swiss govern- 
ment or exporters. Shipments of watches ultimately 
destined for the U. S. through indirect shipment can be 
a long time in transit and, also, a long time awaiting re- 
shipment in the intermediate country. Perhaps as many 
as six months would have to elapse after passage of 
the severe Swiss law, before an effect could be observed 
on quantities of watches reaching this country. 

The Tariff Commission has also listed additional in- 
formation on Swiss exports to the U. S., as follows: 

Cases: | 

Gold or platinum, including enamelled 48,789 
Silver or plated, including enamelled 143,843 
Set with stones, or prepared for 2,001 


Base metal, including enamelled 8,093,584 
' 


Total number of cases 8,288,217 
Jewel bearings imported separately.. 58,896,065 
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The famous ——> 
Venus President 


$350 


Matching pen and pencil ect $5,00 


The luxury pen with a 14 
Karat gold point, extra large 
for strength, Iridium tipped 
for smoother writing, longer 
wear—at a price the majority 
of pen buyers want to pay— 








i. Venus Hooded 
Deluxe $750" 


Matching pen and pencil set $11.00* 
* plus Fed. Tax 
















2. Venus Hooded 
Regular $590 


Matching pen and pencil set $6.75 


3. Venus Hooded 
President $350 


Matching pen and pencil eet $5.00 


Not 1 but 3 Venus Hooded Pens! 
Three Venus Hooded Pens! Every pen pre- 


tested and guaranteed. All with the exclusive 
Venus hood construction and patented ink 
control that keeps the pen point moist for 


instant touch and flow! 


Three prices. Greater opportunity than 
ever before to satisfy every pen prospect— 
and make a sale every time. Pens you can sell 
with certainty. You compare. Let your cus- 
tomers compare. It’s Venus for value! 





Sell VENUS—the quality pens at popular prices American Pencil Company— Makers of famous Venus Pencils 
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THIS DISPLAY SOLD WATCH BANDS 
(From page 268) 


with gold and other precious metal trim and snaps, 

An idea which always surprises men appears in the 
left corner case which is filled with snap-on watch brace- 
lets of the type popularized through military service, 
These come in a variety of leather, gold-filled and stain- 
less steel models ranging from $1 to $20. Many men _ 
who adopted the snap-on watch band style for its rug- 
gedness during military service, have replaced their 
time-worn utility models with gold varieties for civilian 
wear. 

The front case, where the most traffic passes, contains 
gold-filled watch bands for both men and women, in- 
cluding some 50 styles. Cord bands from $1.75 on up, 
and filled bands from $3.50 to $20, indicate to passersby 
that the stock covers all price ranges, as indeed it does. 
A specialty innovation which has been responsible for 
many gift sales is a collection of lapel pins for lapel- 
watch mounting. 

All the rest of the space, except for a display of 
barometers, thermometers, etc., is given over to 250 
styles of leather watch straps which have, at Jaccard’s 
like other stores, retained constant popularity. Fifteen 
feet of tray space in the counters is devoted to these 
from $1 to $7.50, including leather snap-ons, novelties, 
lightweights, rugged tooled leather, lariat styles, and 
other developments. Every famous manufacturer of 
leather wrist bands is represented in this case. Stock 
arrangement is such that moving a few feet either way 
takes the customers into either lower or higher price 
ranges without difficulty. | 


In the center case, Jaccard’s framed a letter from 
the government, thanking the store for the loan of a 
Charles Frodsham Chronometer, which was one of sev- 
eral tendered to the Navy by the store during the war. 


With all watch repairs coming over this counter, and 
salesmen left free to merely make out watch repair 
estimates and adjustments, the counter has proven ideal 
for watch-band merchandising. Jaccard’s feels that ex- 
pert estimators should also have the responsibility of 
selling at the counter. Therefore, every man on the 
watch-band cases is there primarily to give watch repair 
service, and to sell. Suggestive selling from the appar- 
ently endless mass display has gone a long way toward 
making St. Louisans think of Jaccard’s when the time 
comes to replace a worn, outmoded wristwatch band. 





TITLE IMPARTS DIGNITY TO SMALL STORE 
(From page 270) 


trade. It just seems natural to have that word ‘horolo- 
gist’ up there on the sign.” 


‘“‘Watchmaking is the backbone of the jewelry busi- 
ness,” Mr. Troxel asserts. “Good watch repair work 
gets other business for a store. There is no better ad- 
vertising than a reputation for fixing watches so they 
don’t give their owners frequent trouble. Patrons are 
prone to regard a jeweler who does satisfactory repair 
work as one who can be trusted in all types of jewelry 
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business. That helps in making sales of diamonds or 
other merchandise where confidence is essential. Cus- 
tomers of the repair department often see other tempt- 
ing merchandise when they bring in or come to claim 
timepieces. A good volume of repair business is & 
feeder for the regular jewelry business.” 

It was in Troxel’s jewelry store, operated by his 
father in Fort Wayne, Ind., that Mr. Troxell acquired 
his first knowledge of watch repairing. At the age of 
15, he was put to work in the store repairing clocks. 
After one year’s apprenticeship, he was started on 
watch repairing. After working in various jewelry 
establishments for 14 years, Mr. Troxel had to leave 
his trade for a three-year stretch in the U. S. Air Corps, 
serving as bombsight instructor. 

On November 12, 1946, the dream of Mr. Troxel 
and his charming wife to some day have a store of 
their own became a reality. Perhaps it could be called 
“a hole in the wall,” but it is on one of Rockford’s 
busy streets and in appearance it stands out like a dia- 
mond setting. The actual dimensions of the room are 
18 ft. by 16 ft., but that small space accommodates 
a complete but limited stock of most every type of 
jewelry merchandise, as well as an efficient watch re- 
pair department. 

Scarcity of workmen and material didn’t bother Mr. 
Troxel. For his display window background he used 
storm windows. To enter the store from the street, one 
descends two steps inside the room. The window dis- 


— eee 


play is arranged so that both the street side and back 


-can have separate trims, the latter being visible from 


inside the store. Both street and interior display cases 
are also of Mr. Troxel’s own construction. 


LIMITED SPACE NO SALES DETRIMENT 


Asked whether it was not a serious handicap to have 
so little space to carry stock, Mr. Troxel stated that 
one doesn’t lose business because of small selection. A 
dealer who is limited in the amount of stock he can 
carry tends to select his merchandise more carefully, 
he says. They aim to carry nice things (although in 
limited variety) in complete lines—everything one 
would expect to find in a jewelry store. “More sales 
are lost by having a large variety which confuses the 
customer than small selection,’ Mr. Troxel believes. 
‘When there are but a few pieces. to show, provided 
they are nice ones, it is not difficult to make sales.” 

Somewhat to Mr. Troxel’s surprise, the new store has 
attracted a large percentage of high class trade. An 
out of town customer, observing the brilliantly lighted 
window trim from a parking lot across the street, 
stopped in the store and was so pleased that she vowed 
that she would return at a later date and do all of her 
Christmas shopping in the Troxel store. She did. This 
proves that a carefully stocked small store, with lim- 
ited selection, can still satisfy customers. 

The formal opening ad for Troxel Jewelers produced 
much favorable comment. Pictures of Mr. and Mrs. 
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Troxel at the left and right sides of the ad carried 


their given names only: “Harold” and “Rosemary,” dis- 


pensing with all aspect of formality so frequently asso- 
ciated with store opening announcements. Both Harold 
and Rosemary had previously been employed in Rock- 
ford stores, and they were known to many of the patrons 
of these stores by their first name only. Many former 
customers have called to wish them well in their new 
enterprise. 

Mr. Troxel is a member of the United Horological 
Association of America and a registered watchmaker. 
To the Troxels, their “pint size” store is an asset, rather 
than an obstacle. 





SALES MANUALS KEEP EMPLOYES ON TOES 
(From page 272) 


The employee manual, or handbook as it is sometimes 
more accurately called, may be anything from a pre- 
tentious printed job to a mimeographed sheet. Natural- 
ly, the more thorough the job and the better it is 
produced, the more it will accomplish. Where a mimeo- 
graphed form might be read once, then crumpled and 
thrown away, a handsome brochure is likely to be kept 
—and referred to as problems and questions crop up. 
The southern jeweler who reported such success with 
his wartime and postwar sales force handbooks put out 
a relatively expensive printed manual, but found that it 
was worth every cent he spent on it. 


What should a manual for the jewelry store sales 
force contain? 


Most jewelers and other retailers who have isgueg 
employee handbooks agree that certain things are eggep. - 
tial. These are: a friendly greeting and explanation of 
the book’s purpose; something about the company’s 
background, about jewelry itself, the store’s selling ang 
employee policies and the benefits available to gales. 
people (such as insurance, hospitalization, income tax 
aid, etc.). There should also be sections covering wages 
and commissions, store regulations, and avenues (if any) 
open for registering complaints. 

More or less optional departments include an em- 
ployee health chapter; good housekeeping tips; minor 
employee policies such as time off for afternoon and 
morning coffee; merchandise discounts, etc. 

The standard practice among retailers who have had 
successful experience with employee handbooks is to 
open with a “greeting” signed by the store’s owner or 
operating head. This greeting should explain the pur- 
pose of the book, and point out why it is to be kept 
and how it is to be used for future reference. The tone 
should be a friendly one and, wherever possible, the 
book’s use should be explained in terms of how the 
employee himself will benefit. ; 

The company’s history, background and position in 
the community is important, since one of the purposes 
of an employee manual is to make the sales person 
proud of the company for which he works. This sort of 
pride cannot be generated, however, by mere boasting or 
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177 KING STREET, EAST 
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PARK LANE 


patented initial rings 


PARK LANE RINGS INC. 
Division Manne & Son 
74 WEST 46th ST. 
NEW YORK 19 


in Canada for 
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even by pointing out actual facts in a bragging tone. 
The chapter, page or paragraph on company background 
should merely present the favorable facts and leave the 
conclusions to be drawn from them to the employee's 
own intelligence. 

A clear presentation of the store's policies is impor- 
tant for two reasons. It tells the new worker—and even 
the older salesperson—exactly where he stands in an 
overall jewelry selling pattern, and it does so in black 
and white. It serves as a future-reference text. 

Both sales policies and employment policies should 
be presented. Under employee relations policies should 
be listed all salesperson benefits made available by the 
store, with the advantages to be had from these benefits, 
and a listing of how to take advantage of them. 


REMUNERATION AN IMPORTANT FACTOR 


It’s no secret that the salesmen behind every counter 
work, not for love of the manager or of the jewelry 
business, but for money. So a frank presentation of the 
money question becomes an integral part of the em- 
ployee manual. The base wages, commissions, premiums, 
and chances for monetary advancement come under this 
heading. 

The temptation to brag, or to deviate just a little 
from the absolute truth of the store's wage set-up— 
especially when it comes to a discussion of advancement 
opportunities—is great. It should be put aside. There 
are few fools selling jewelry today, and they are the 
only ones likely to be duped by management statements 
on advancement opportunities that conflict with the 
truth that they can see about them in the store. 

The listing of “do’s,” “‘don’ts” and other store regula- 
tions is a ticklish matter. Not many young men liked the 
discipline of the Army and Navy, or there would be 
no need to think of a draft today. The thing they dis- 
liked—tight discipline—they are not likely to like better 
in a civilian job. Store regulations are necessary and they 
often act for the good of the individual employee. So he 
should be told this. Every “don’t” should be accom- 
panied with a “why” to counteract, as far as possible, 
the natural reaction to being ordered about. 

Along with a list of store regulations should be in- 
cluded the means by which an employee who has legit- 
imate reason to be dissatisfied with any part of his set- 
up may register his gripe. This is an important part of 
the employee handbook. 


MANUAL COPY SHOULD BE READABLE 


' In preparing the actual working of the manual it is 
imperative that a dry, “gobbledygook,” legalistic style 
be avoided, and that the copy be made readable. Ob- 
serve the off-time reading habits of store workers—the 
books, magazines and newspapers they take with them 
to read on the way home. Without exception, these are 
popular, best-seller publications written for wide ap- 
peal. In newspapers, the comic and sports pages are 
the most popular. So if the employee manual is to 
achieve a readership at least comparable to that of the 
employees’ off-time reading, it must be written in the 
same easy-to-see, enjoyable style. 

The comic pages that have such avid readership offer 
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THEY EXPECTED 
DELIVERY ON TIME 


aud they got ct! 


It is an old, established habit at Barnett to be 
sure the customer is satisfied. It is also an 

old, established fact that Barnett customers ARE 
satisfied. Perhaps we have “spoiled” them so 
that they expect the impossible when they turn 
their paper box requirements over to Barnett, but since WE 
HAVE NEVER FAILED TO MAKE DELIVERY 
WHEN PROMISED ... our customers 

MUST BE RIGHT. 

We’re justly proud of the job we’ve done these 
past, topsy-turvy months and we want to tell the 
rest of the world about it. We don’t have to 

tell our customers ... they know. 








SAMUEL BARNETT 
Company 


For Four Generations Manufacturers of 
Distinguished Packages for Distinguished Products 





TURNER & MASCHER STS. 
PHILADELPHIA 22, PENNA. 
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For the Perfect Host or Hostess! = 
Created for THE ORIGINAL GENUINE 


SIMPLICITY and BEAUTY ‘ 


DIAMOND GAUGE 

















The “MODERNE” 
by EMSON 














PRICE NOW 


$6.25 


Just read these excellent features: 


@ One quarter turn opens or closes 
spout— 

@ Shake without fear of leakage— 

@ Top is easy to put on and take off— 


@ No loose parts to misplace or 
drop— 


e Strainer is easily removed for 
cleaning— 


@ Lightweight, high lustre aluminum 
@ Holds one quart and a quarter 
* Pat. Pending 


$9.95 Retail 


Minimum 2 Dez. 


individually boxed. Write for full particulars about 
EMSON’S full line of BAR ACCESSORIES. and 
GIFTWARE. 








AIST. 


COMPLETE WITH BOOK AND POINT 
SOLD THROUGH JEWELERS SUPPLY HOUSES 








HAMMEL, RIGLANDER & CO. Ine. 


EXCLUSIVE WHOLESALE DISTRIBUTORS 
Bridgeport, Conn. 395 FOURTH AVE. NEW YORK 16, N. Y. 


























DO YOU WANT TO 


SELL 


YOUR BUSINESS? 


Would you like to sell-out and take it 





easy? If so, we’re just the people to help 
make it possible. Our business has been 
good and we're expanding... and, 
as a consequence we are interested in 
acquiring more jewelry stores to operate 
as a going business. We'll pay highest 


cash prices for your store and fixtures. 





All inquiries confidential. 


Develop the scholastic trade in your vicinity 
by featuring our complete line of grammar 


Write, Phone On Wire ac school and high school jewelry. These customers 


are your future potential buyers of watches 
and diamond rings. Send for our catalog. 
Samples sent on memo. 


CHARLES SHANE, Jr. METAL ARTS CO., Inc. 


Our Expense 


and Associates DEPT. 40, Rochester, N. Y. 
Manufacturers of class pins, sterling silver and 10K gold 
234 EUCLID AVENUE rings, fraternal en awards, etc., for over 
30 years. 


CLEVELAND, OHIO, Phone CHerry 5811 
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a wonderful technique for the jeweler who chooses to 
drive his handbook’s points and pointers home with 
cartoon-style line drawings. Life, Look and the other 
picture magazines suggest another effective style, using 
photographs. 

Should photos be decided upon, it is wise to see that 
each has action. People will look at people in a picture 
more often than, for example, at a sales counter. If a 
store rule is to be illustrated, a store employee might be 
shown doing it the right way. 

How should the handbook be distributed? One way 
found effective by large jewelers and other retailers is 
to present them personally at a special meeting of all 
hands, together with an explanation of the purposes 
and uses of the book, delivered by a store executive. 

Or, the books can be mailed (at book rate) to the 
employee’s home. Also, they can be distributed with 
regular pay checks. However the distribution is done, 
there should be some word of personal explanation in 
advance from a department manager if not from the 
boss himself or another store executive. 





MERCHANDISING VARIETY IN RESORT TOWN 
(From page 804) 


brings them back into the store for later purchases. It 
pays off, too, in later sales of costume jewelry, hand- 
bags and other inexpensive items, as well as watches, 
additional silver and other higher-priced merchandise. 
Anyone who walks into MacLean’s is given the most 


courteous service because, as Mrs. MacLean explained, 
if they didn’t have something on their minds, they 
wouldn't come in. 

The same approach is given regardless of what the 
new customer may be wearing. The mild climate of 
Santa Cruz and vicinity each year attracts scores of 
wealthy, retired people who either settle down for 
year-round living, or merely maintain a resort home 
for occasional visits. 

“A $10,000-a-year executive dressed in dirty jeans, 
worn out shoes, and battered hat, all reeking of fish, 
may drop in on his way home from a day’s fishing from 
the wharf or a cruise in Monterey Bay,’ Mrs. MacLean 
said. Or his wife may drop in wearing faded slacks 
with her hair done up in a bandanna after a sun-bath at 
their mountain home. 

With customers coming in wearing all kinds of resort 
clothes, the wealthy customer cannot be singled out 
from the wage earner. The snooty store might lose a 
sale in this case because of a tendency to look down 
on poorly dressed customers. But at MacLean’s the 
natural friendliness generally extended would go far 
in convincing customers of genuine interest in them 
and their problems. 

‘A further step in acquainting jewel-buying novices 
with diamonds and other precious stones is MacLean’s 
policy of giving out copies of a booklet, “The Diamond” 
which explains in the foreward that “This booklet is 
published with the hope that it will better enable you 
to appreciate the diamonds you now own, or that the 

(Please turn to page 320) 





As seen in Harper's Bazaa 
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“Let the public see what you have to offer," is followed 
out at Jessop's with this extensive showing of silverware. 


Individual Promotions 
Keep Silver Appeal High 








by JEAN SAWYER 


AKING a cue from their advertising campaign 
directed at the public, Jessop’s Jewelers in San 
Diego have found that jewelers, too, should “Never 
underestimate the appeal of fine silverware.” , 
Firmly convineed that there was a tremendous pent- 
up demand for silverware in their community of some 
869,000 inhabitants, this 54-year-old firm established a 
magnificent silverware salon last November. A store 
within a store, its addition more than doubled the selling 
space. Stocked with well-known branded lines of sterling 
and silverplate to meet a wide variety of budgets and 
tastes, the new department is one of the biggest opera- 
tions of its kind in the country. From the day of its 
opening it has been backed to the hilt with intelligent 
consistent advertising, which has played a big role in 
its development. 
In both merchandising and newspaper and radio pro- 
motion Jessop’s aim has been not only to focus atten- member of the community silverware conscious, to show 
tion on their bright new salon, but also to make every them what the beauty of silverware in all its forms could 





View of silverplate and trophy section which occu 
pies a side of salon opposite sterling department. 
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When Ihave a tome of my own 


**[t won’t be long before I'll be washing 
my own Gorham Sterling, will it, Mother? 
I picked out the pattern today... Gorham King 
Edward. We'll start with a few place-settings, 
so we can use our solid silver every day... 
then match and add. And from the way 
your Gorham gleams, I know that mine 
will always be just as lovely as it is 
today...that’s what makes Gorham quality 
and craftsmanship so precious.” 








: ’ a To help you begin your sterling, send for 
aa ame enn poo — a illustrated book, “Entertaining—the Sterling 
. , each con- : ; 
o buy in units of place-settings, each c Way,” 10¢ (outside U.S.A. 40¢). 


sisting of six pieces, as above in Gorham 


King Edward. With a few place-settings, Address The Gorham Company, CH-46, 


-) : you can use your silver immediately. Providence 7, Rhode Island. 
2 STERLING @ge 





AMERICA’S LEADING SILVERSMITHS SINCE 1831 Illustrated: five of the 
Listen to the Bride and Groom program, ABC, 2:30 p.m. Eastern Standard Time, Monday through Friday. — peace Cubes: ae : ok 





will see th Ger Kao pane An dp bl Charm arh Mnrikimotstlle Your tor 
adver |Sint wilt Kare twice the pHing power tud in with ki rom Aion 
TIE IN WITH GORHAM=— THE BEST KNOWN NAME IN STERLING 
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Believing that everyone is a potential 
buyer of silverware, J. Jessop and Sons 
maintains customer interest by keying ads 


to its availability to all income groups. 





do for their homes, and to prove to them that silverware 
was the jeweler’s forte. Advertising and store layouts 
were designed to appeal to all income groups, and em- 
phasis was laid upon the fact that at Jessop’s there was 
silverware at prices to fit every pocketbook. 

For more than half a century Jessop’s Jewelers have 
possessed one of the finest reputations in their ctom- 
munity and the trade, for diamonds, watches, costume 
jewelry, and for outstanding success in setting up 
separate departments in such allied items as handbags 
and leather goods, fountain pens, and giftwares. Thus 
the fact that their silverware department has become 
one of the biggest grossers and most profitable opera- 
tions in the country should come as a surprise to no one. 

One of the most important things accomplished in the 
silverware salon was to break down that old bugaboo 
of many a reputable jeweler, threshold resistance. This 
factor has harried many jewelers, who, because of their 
tastefully designed, expensive-looking establishments, 
quality merchandise, gnd high-class trade, acquire a 
reputation for being high-priced. Threshold resistance 
to silverware departments is high because this type of 


316 





From the first ad announcing the 
opening of the new salon Jessop's 
advertising, designed to promote 
silver consciousness, has played 
important role in developing it. 


merchandise, in the minds of many, is thought to be a 
luxury of the rich, and is often presented as such— 
inadvertently perhaps—by retailers, and. many would- 
be customers are lost forever. 

That Jessop’s promotional and merchandising pro- 
gram has made their silverware department a popular 
place for people of all incomes is attested to by a good 
proportion of sales in all price brackets and by a look 
at the people of divergent incomes and social groups 
who patronize it. A representative cross section of 
America can be seen here—the young sailor and his 
bride; the mechanic in his overalls, his wife in a cotton 
housedress; the smartly gowned middle-aged matron; 
the salesgirl from the store down the street and her 

(Please turn to page 388) 
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Pointed Antique 






. i 
Cflen Smitated - Never Cqualled ° 
Pointed Antique traces its ancestry to Paul Revere’s 
famous spoon in the Metropolitan Museum. Though i | & i s 
this Reed & Barton sterling pattern is America’s GC ar On 
oldest, it is more popular than ever today because ° Sct 
its clean simple lines are authentically modern. 
REED & BARTON, SILVERSMITHS, TAUNTON, MASS., SINCE 1824 
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Repos COMETS 


Robinson's, Los Angeles, Cal., used this 
window as one of a series devoted to dis- 
playing bridal giftwares and appointments. 


LeRoy's, Los Angeles, depended upon the tra- 
ditional miniature "bride and groom" figures 
as a focal point for their silverware display, 











Get Window _— Now 


For June Bride Promotions 


S June approaches and the jeweler begins think- 
ing in terms of bridal purchases and wedding gifts, 
it may be helpful to review some of the ideas that other 
stores found successful last year in promoting this 
trade. Here are a few that got results: 

Robinson's, Los Angeles, attracted much attention by 
a clever promotion which they called “The Bride’s 
Home Trousseau.” This was a series of displays, in the 
windows, and the various store sections, of items for 
the bride’s home. Prominent among them were silver, 
crystal, china, and fine giftwares. Their corner window 
gave the keynote of the entire promotion, with a figure 





by W. B. STODDARD 


dressed as a bride standing beside a dinner table spread 
with lace cloth, on which were silver, china, crystal, 
tapers with electric tips, and a three-tier bride's cake. 
Billows of chiffon, streamers of lace and ribbon, and 
garlands of asparagus fern were used in each window 
to give the wedding atmosphere. Especially beautiful 
was the silver window, which showed on the wall a 
framed card of a silver coffee service and the words 


‘Wedding Gifts.” On a pedestal and on the floor were 
(Please turn to page 342) 


Below, left—The Broadway, Los Angeles, concentrated on silverware for a June-Bride 
window. Right—Robinson's corner window featured a bride and completely set table. 
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igger Than Ever Year In 1947 


H™: an Easter present for every jeweler who 
sells Watson Sterling silver. It’s the first of 
Watson's 1947 advertisements in LIFE Magazine, 
running in the April 7 issue. 

The big increase in LIFE circulation — from 
4,500,000 to 5,200,000 — means more people than 
ever before will read the Watson advertising cam- 
paign, “Modern Silver with the Beauty of Old 
Masterpieces’. More people than ever before will 
be asking to see Watson Sterling. 

With these twelve lovely Watson patterns to 
offer, you can please almost any customer. Watson 


MODERN 
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very Watson Jeweler! 


designs cover a complete range of styles to please 
almost any taste. And every Watson pattern is 
proved popular, introduced only when research has 
shown a real demand for silver in that particular 
style. 

The jeweler who sees which way the wind is 
blowing will make no little plans on Watson 


Sterling for 1947. 












SILVER WITH THE BEAUTY OF OLD MASTERPIECES 
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MERCHANDISING VARIETY IN RESORT TOWN 
(From page 313) 


knowledge contained herein will be of value in the 
selection of a stone.” 

The small paper-bound volume contains 24 pages of 
technical information dealing briefly and generally with 
diamonds and their history and how they are handled. 
The book ends with a two-page chart giving pertinent 
facts about colored stones. 

Featuring only MacLean’s advertising, the booklet 
prominently carries the statement, “If you don’t know 
diamonds—know your jeweler.” 


KNOWLEDGE BUILDS CUSTOMER CONFIDENCE 


Customers’ confidence in their jeweler develops only 
when he can show he knows jewels and the jewelry 
business. Both the MacLeans are well versed in whole- 
sale and retail jewelry handling, including special work, 
watches and similar lines. 

Mr. MacLean developed more than just a working 
familiarity with precious stones during eight years 
in the San Francisco Bay area with E. W. Reynolds, 
wholesale jeweler, and seven years contacting jewelers 
with the Morgan and Allen fine clock lines. 


Mrs. MacLean, one of America’s few women qualified 
to work at a jeweler’s bench, early learned the value 
of fine watches when she became an apprentice watch- 
maker at age 15 to J. P. Schade in Portland, Oregon, 
later moving to George Hedger in Walla Walla, Wash- 
ington, and Palmer Brothers in Baker, Oregon. 

Prior to opening the Santa Cruz store in August, 
1944, Mrs. MacLean became well versed in jewelry 
merchandising methods during 12 years when she worked 
at The Emporium in San Francisco. 


Wholesale contacts the MacLeans made while they 
were working in the Bay area proved invaluable when 
they took over the store during the late war years. They 
increased materially the amount of stock carried when 
they were able to get scarce jewelry and fine clocks and 
watches during that period. 

The store they took over had been operated by C. B. 
Bender, who had been in business there for 19 years. 
Mrs. MacLean continued advertising under his name 
for a short time, adding the MacLean name to the 
Bender signature, gradually working around to the Mac- 
Lean name as used today. 


In an effort to retain the business developed by Mr. 3 


Bender, the first ads announced that although the busi- 
ness had changed hands, MacLeans’ intended to con- 
tinue Bender’s policies and carry the same stock—with 
some additions. 

The month of August, a peak month of the town’s 
summer season, had more than tripled the town’s popula- 
tion. The vacationers, many of whom were in town for 
a few days, or a few months at most, immediately be- 
came a challenge to advertising. 

Only a few of the transients subscribed to the town’s 
newspaper, but nearly all got into the town proper 
nearly every day, so the MacLean’s concluded their 


(Please turn to page 836) 
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In foreground of antique salon 
is miniature sterling replica 
of London's Hyde Park, which 
proves as fascinating to grown- 
ups os it does to the children. 


by JOSEPHINE SUTTON 









~ 


im Exelusive Silverware Setting 


“it’s the little things that 

count in creating interest in 
silver,’ says Speneer Orgell, 
who has built up one of West's 
largest retail silverware firms 
on just that philosophy. me 





Y combining the best features of a retail store, View of modern salon illustrates two of one? 
tabl ti Sats precepts: "Show your silverware inventory, and, 
- ee eneriatie « * gracious home, “Create home-like surroundings in table settings. 
and displays that might be found in a modern museum, 


Spencer Orgell has developed his establishment into 





each with its own display windows and unique interior 


the biggest exclusive silverware shop in the West. decor. One salon features modern table and decorative 

Located in Beverly Hills, Orgellgcaters to the wealthy silverware of virtually every shape, description, and 

celebrity as well as his secretary and maid, his price price line. The adjacent salon is devoted to the display 

bracket ranging from $1.00 to as high as $25,000 for and selling of antique pieces and has features that 

rare antique pleces. remind one of a smartly designed museum in that it 
The store consists of two distinctly separate salons, (Please turn to page 826) 
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Ftand Craftsmanship 








ARTHUR T. BALL, Sr. 


Heavier Weight 


Your customers will immediately recognize 
the heavier weight of Berkshire sterling 
which is made for lifetime service. 


A Finer Finish 


Berkshire research: has developed exclu- 
sive methods that produce a uniformly 
excellent finish. 


Selective Distribution 


Berkshire sterling silver hollow ware will 
be sold only through the better retail 
stores— where patrons expect to find ster- 
ling of distinguished quality. 


Better Packaging 


To safeguard the exceptionally fine finish 
of Berkshire sterling and insure its delivery 
in perfect condition—each piece is pro- 
tected by a soft cotton bag—cushioned 
with heavy cotton fleece wadding—then 
packed in a chip board box—before it is 
placed in the conventional corrugated 
shipping container. 


Sterling Silver Hollow Ware 


i 


MW 





by Berkshire 


This photograph shows Arthur T. Ball, Sr., as he ‘hand shapes the 
lip and neck of a Berkshire sterling water pitcher. Only an expert 
craftsman can perform this operation—even so—it takes several 
hours before the pitcher conforms to Berkshire standards of quality, 
Such painstaking hand work achieves exquisite perfection because 
there is no mass production. 


Arthur Ball is one of the nation’s foremost silversmiths. With decades 
of experience —he has been in charge of the silversmithing depart- 
ments at several of the largest companies in the industry. And now— 
much of America’s sterling hollow ware is produced by men who 
were trained and inspired by Mr. Ball. His sons—who are descend- 
ants of Paul Revere — are carrying on 
the family tradition of hand craft in sterling 
hollow ware. 


The superb quality of Berkshire sterling — 
means hollow ware that you can take pride 
in selling to your most valued customers. 


One of the many 
Berkshire water pitchers 


Berkshire 


Silver Company 


CONNECTICUT 








WALLINGFORD _ 


THOMAS BALL, Jr. — General Manager 

FRANK REVERE BALL — Comptroller 

WALTER A. DOMMERS — Quality Control Engineer 
ARTHUR T. BALL, Sr. — In Charge of Production 
FRANK W. OLLAYOS — General Sales Manager 
THOMAS E. SWAIN — Chief Designer 


BERKSHIRE STERLING SILVER HOLLOW WARE 
Manufactured by descendants of Paul Revere 
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Available in place settings... 

with the practical ‘‘Add-A-Piece’’ 
feature which enables each customer 
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contains collections that are arranged according to 
period, maker, and shape. These related groups are 
shown in wall cases and on tables that are both repro- 
ductions and originals from early American and English 
periods. Center of attraction here as in the modern 
salon are tables set so completely that they look as if 
guests were about to sit down to dinner. 

“We try to recreate the atmosphere of the patron’s 
home,” says Spencer Orgell. “We greet them at the 
door as if they were our friends. We show them around 
in a friendly, courteous manner. If they don’t want to 
be accompanied, we let them meander as they like.” 

Both the antique and modern salons bear out this 
Orgell precept of home-like surroundings. Wide aisles 
separate graceful mahogany tables that are laid with 
immaculate white linen tablecloths, on which gleam 
complete silver flatware and hollow-ware place settings 
and accessories. In the center of each of the arresting 
table displays is a beautiful flower arrangement which 
is contained in a silver vase. 

“I wish I had words to describe how important little 
things like flowers, clean highly-polished silverware, 
and fresh linen tablecloths are to your patrons. And a 
fully-set table gives them a most vivid picture of how 
this merchandise will look in their own homes, states 
Orgell. 


FULL INVENTORIES BUILD HOLLOWWARE SALES 


He believes that the market for hollow-ware has un- 
limited possibilities for jewelers if they will maintain 
adequate inventories, show a variety of distinctive pieces 
made by reputable manufacturers, and present them 
effectively—that is by featuring hollow-ware in con- 
junction with flatware, as it would appear on the cus- 
tomer’s own dining table—not by confining it to shelves 
where it languishes alone. Orgell’s table displays point 
up the importance of hollow-ware and related accessories 
to a graciously arranged table by his use of a wide 
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Silverware in antique salon is ar- 
ranged according to period, maker, 
and type. Pieces are kept scrupu- 
lously clean by frequent polishing. 


Society news is scanned every 
day by Orgell staff and invita- 
tion (shown below) is sent to all 
women who announce engagement 


variety and number of these sterling pieces—goblets, 
water pitchers, tumblers, silver candelabra, chafing 
dishes, silent butlers, salt and pepper shakers, cream 
pitchers and sugar bowls, finger bowls, vegetable trays, 
gravy boats and ladles, bread plates, and dessert dishes. 
Everything in the establishment is scrupulously clean. 

“Our silverware gleams because it is polished fre- 
quently. We emphasize to our patrons that silverware 
doesn’t deteriorate with age, that constant use merely 
serves to enhance its beauty, and that it is a utility as 
well as a beautiful accoutrement to gracious living. 
Thus, we would belie our statements if the silverware 
we have in the store were dirty-looking and showed 
signs of tarnishing,” Orgell points out. For that same 
reason there is not a sign in the store that says, “Don't 
touch.” 


He decries, the practice of most American women of 
(Please turn to page 344) 
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tlver Plated Motlaw-Ware 
with EXTRA HEAVY SILVER on copper 


Here are graceful and dignified leaders . . . masterpieces of quality and craftsmanship . . . proven profit-makers. 


Style 302 


Oval Well and Tree Platte: 
with deep well drains; Rolled 
Gadroon border, 16” long; 


four applied feet. 
$8.50 
Style 202S 


Oval Covered Vegetable Dish. 
May be used as_ separate 
pieces. Rolled Gadroon 
border. 11” long; side 


handles. $8.50 
Style 102/T 


Gravy Boat and Tray. Large. 
Rolled Gadroon border. 


$8.50 


ee 





Styled, Designed and Produced 
in Our Own Factory 
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These are but three of the many pieces now available, in increasing 
numbers. to retail from $8.50 to $700.00. Each a modern adaptation 
of_traditional design, meticulously made by master craftsmen . . . 
and profitably sold by the finest and most discriminating retailers 
in the country. Inquiries, and visits to our modern midtown New 
York plant. are invited. 


Manufacturers of a Complete Assortment of SHEFFIELD REPRODUCTIONS. 











English Silvec 


MANUFACTURING CORP. 


315-17 West 47th Street, New York 19 
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Hollowware for More ‘Practical’ 


AVE you ever considered the possibilities for extra 
business and profits in the sale of sterling hollow- 
ware for trophies? Ninety-nine such trophies—sterling 
trays, bowls, vases, etc.—representing a considerable 
part of a total] expenditure of $40,000 for prizes, were 
awarded in a single horse show at Memphis last 
September, indicating a new high in the use of silver- 
ware for this purpose. And a far greater Memphis 
horse show with an even more elaborate and expensive 





array of silver is planned for 1947. 

The type of well-to-do folk who own and exhibit 
horses, as well as those who pay to witness these exhi- 
bitions, appreciate a prize of silverware more than the 
equivalent amount of cash, but they also prefer a prize 
that is “practical” —silver bowls, sandwich trays, silver 
compotes, and goblets rather than the traditional silver 
cup. Too, silver trophies lend themselves to the inevit- 
able presentation expected at such events, far more 
than the money. 
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a 
Awards at the Nashville, 
Tenn.. horse show, were 
not loving cups but, rather, 
silver howls, sandwich 


trays and the like. 


by P. R. RUSSELL 


Miss Mildred Woolwine, designated 
as ''Horse Woman of the Year" at the 
Nashville show for her success in 
breeding, racing and exhibiting 
fine blooded animals, is shown re- 
ceiving a typical hollowware trophy. 





Trophies 


Typical of the trophies given in these popular “horse” 
events is the one shown in the picture on the table in 
front of Miss Mildred Woolwine, of Nashville, who has 
heen designated “Horse Woman of the Year,’ for her 
suecess in breeding, racing, and exhibiting fine blooded 
animals. This award will be repeated each year here- 
after, each time with a suitable trophy. 

Jewelers in many sections of the country are already 
compiling lists of these show events in their communities 
and securing the names and addresses of the persons 
entrusted with the job of buying the trophies. It is an 
increasingly good business for the jeweler. By going 
after the orders early heecan turn to his .jobber or 
wholesaler for a greater variety of items than his own 
stock affords. 

Horse shows are, of course, only one of the many 
kinds of competitions for which the jeweler can promote 
the use of sterling silver pieces as prizes. Dog shows, 

(Please turn to page 345) 
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MOTHER'S DAY 


Display, Suggest, Advertise Barbara 
Bates Manicure Gift Kits. Tie in with 
Our National Consumer Advertising 
















Every Month is 
“GIFT MONTH’ 


e 
IN APRIL 
10,780,000 Birthdays 
2,280,000 Anniversaries 
129,667 Weddings 


And Many More 
“Occasions” 











C. J. BATES & SON, 366 FIFTH AVENUE, NEW YORK 1,N. Y. - FACTORY at CHESTER, CONN. 
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Color scheme of store features 
pastel colors with a ceiling of 
pearl gray; front and one side 
wall in-mauve rose, and other 
side wall and rear in pale pink. 


In Step With Modern Merchandising 


Gray and blue Carrara glass highlight 
new Mexic Bros. wide angle store front. 


AREFUL planning and attention to even the most 

minute detail have combined to make the new home 
of Mexic Bros., New Orleans, La., one of the jewelry 
showplaces of the delta city. 

The entire remodeling and enlarging project was a 
remarkable achievement for these times since the entire 
job was completed in 28 working days, the most rapid 
construction accomplished in New Orleans since 1941. 
This is particularly significant when it is understood 
that the work required the virtual demolition of two 
stores in order to permit the reconstruction of oné unit, 
including a new balcony and stairways. 

Founded 25 years ago by brothers Perry and Harry 
Mexic, the firm opened in small quarters in the Godchaux 
Building. Eighteen years later, as the result of a busi- 
ness carefully built up by pleasing customers, the firm 
moved to enlarged quarters at 634 Canal Street. Six 
years later the brothers found that the premises were 
again inadequate and as a result it was decided, last 
December, to enlarge and modernize the entire store. 

Murray Pearlstein, store design consultant for the 
JEWELERS CircuLarR-KrysTone was retained as _ the 
architect for the new Mexic home. As a result of his 
planning and complete supervision, the new store, twice 
the size of the original Canal Street premises, is modern 
in every detail. 
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The exterior of the new Mexic store, designed to catch 
the eye of the passerby, is constructed with columns and 
sign panel of gray Carrara glass. The bulkheads and 
valance are of “Rembrandt blue” Carrara glass, trimmed 
with a satin finish aluminum. The sign above the en- 
trance is made of metal in the same “Rembrandt blue” 


as the glass below, with neon lettering in gold. The 
(Please turn to page 846) 
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___ ringing the bell! 





HOUSE BEAUTIFUL 


and only 
House Beautiful 
put over 


“BETTER your home... better your LIVING” 


Just how high can an idea go? No higher, we think, than 





OX 


fd 
ao 


the power and drive behind it! For years the inspiring, power- packed 


editorial pages of House Beautiful magazine have moved House Beautiful, of course, put it over, for here only do you find 
more than 400,000 families acclimated to ‘Better Your 


readers to better their homes and better their living. Home... Better your Living” by the pages of their favorite 


Last year our bell-ringing idea became a Crusade. Manufacturers home magazine .. . the 400,000 influential families who set the 
; ; pace in their communities. Here’s ringing evidence why House 

banged away for it, and retailers chimed in with a resounding Beautiful in these important home furnishings classifications . . . 
4,944,000 lines of their own advertising. furniture, china, glassware, silverware, floor coverings, radios 


and musical instruments, draperies and curtains, linens and 
bedding, wall coverings, shades and venetian blinds. .. led all 
other magazines in its field in advertising lineage during 1946. 


OUSE BEAUTIFUL 


MAGAZINE 


Hit the target? Today our crusade is the biggest single 






promotion ever to hit the furniture and home furnishings 
industry. Getting results? Join up and see for yourself! 
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Proposed State Sales Taxes 


Threaten Added Retailing Burden 


New and inereased sales levies, still being considered for the 


most part by many states, hold in prospeet new headaches for 


the retail jeweler as a purveyor of so-called “luxury goods.”’ 


by BETHUNE JONES 


ITH all the hullabaloo on the question of 

whether the Federal excise taxes would remain 
in effect or be discontinued finally settled for the time 
being at least, it might benefit jewelers to look around 
a little closer to home and consider what their respective 
states and municipalties might be considering in the way 
of new taxes to take care of increasing post-war bud- 
gets. Actually many states are now in the process of re- 
vising their existing tax incomes and proposing new 
levies of which those to be collected at the point of sale 
are being considered by the majority on a broader scale 
than at any time since the depression era. 

With the lawmills of many states expected to con- 
tinue grinding into late spring and early summer, pro- 
tracted controversy over the sales tax issue was in pros- 
pect on a wide front. 

Bringing to 24 the number of states with such levies, 
Tennessee's 1947 legislature, at the recommendation of 
Governor McCord, enacted a 2 per cent sales tax, 
scheduled to go into effect June 1. Expected to exceed 
$20,000,000 a year, receipts from the Tennessee sales 
tax and its accompanying use tax will go to public 
education, state aid to municipalities, public welfare 
programs and institutional construction. 

Confronted with similar demands for new revenue, at 
least 16 other states were considering new sales taxes, 
while increases in existing sales taxes were proposed in 
10 states. A District of Columbia sales tax also was 
under study. 

Meanwhile, no likelihood for repeal this year of any 
of the present sales taxes was indicated and in few in- 
stances was there much prospect for sales tax reduction. 
Along with sales taxes, several states were considering 
new use taxes, already adopted by 18 states to curb 
sales tax evasion through out-of-state purchasing. 

Although a number of states in which sales taxes have 
been proposed were expected to sidestep the issue at 
least temporarily through other expedients, this brought 
little comfort to jewelers since the most commonly sug- 
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gested alternative was selected levies on so-called “lux- 
ury” products, in which category legislators are prone 
to include jewelry. 

A sales tax bill, to yield an estimated $20,000,000 a 
year in new revenue, was introduced in the Connecticut 
legislature with the backing of Gov. James L. Mce- 
Conaughty, who advocated such a measure in his budget 
message. Exempting food and children’s clothing, the 
bill would provide a tax of 1 cent on purchases of 40 
cents or less; 2 cents on purchases from 40 to 70 cents; 
3 cents on purchases of 70 cents to $1 and 3 cents for 
each additional purchase of a dollar. 

One of several new tax bills introduced in the Maine 
legislature would impose a 2 per cent sales tax to raise 
an estimated $6,400,000 a year. Recommendations by 
the Maine State Legislative Research Committee called 
for a sales tax or income tax or a combination of both. 

Governor Lane of Maryland urged the enactment of 
a 2 per cent sales tax, which in that state would yield 
an estimated $18,400,000 a year. 

Four of the five members of a bi-partisan tax study 
commission in Rhode Island agreed upon a sales tax as 
one of several new means of raising additional state 
revenue but differed as to the rate for such a levy. Two 
members of the commission advocated a 1 per cent sales 
tax with no exemptions, to raise $5,000,000, while two 
others proposed a 2 per cent sales tax to yield #9,000,- 
000. 

Enactment of a 2 per cent retail sales and use tax 
was recommended by the Minnesota Resources Commis- 
sion, despite Governor Youngdahl’s opposition to such 
a measure. Although sentiment favoring a sales tax was 
reported as growing in the state’s rural areas, leaders of 
the Minnesota House of Representatives said they saw 
no need for such a tax during the 1947 session. 

Gov. Robert F. Bradford of Massachusetts suggested 
the possibility of a 2 or 3 per cent sales tax to offset a 
potential deficit facing the state and its municipalities, 

(Please turn to page 349) 
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Directory of Trade Associations 





NATIONAL 


the names given in each case are those of the president and secretary. 


American Gem Society—Carlton G. Broer, 626 Jefferson, Toledo, Ohio. International 
Committee chairman; William H. Scwanke, 331 East Wisconsin Ave., Milwaukee. 


American Jeweled Watch Manufacturers Asseciation—C. M. Kendig, Hamilton Watch 
Co., Lancaster, Pa. 

American National Retail Jewelers’ Association—Durward Howes, 3059 Wilshire Blvd., 
Los Angeles, Calif.; Charles T, Evans, 551 Fifth Ave., New York. 


American Watch Assemblers Association—S. Ralph Lazrus, Benrus Watch Co., New 
York 13; I. Robbins Kornbliet, 261 Broadway, New York 7. 


Associate Jewelers, Inc., Louis Flyer, 83 Canal St., New York City; Philip Krasnow, 
126 W. 46th St., New York City. 


Brotherhood of Traveling Jewelers—Harold Gibson, 30 eon Plaza, N. Y.; 
Archer L. Chapin, 18 Park Road, Maplewood, N. J. 


—— Jewelers’ Associatioi—G. Dinsmore; Norman J. Leach, 73 Richmond &t., 
ronto. 


Clock Manufacturers Association of Ameriea—Edward Ingraham, 394 North Main St., 
Bristol, Conn.; E. T. Dodd. 48 Leavenworth St., Waterbury, ‘ 

Diamond Manufacturers Association of America—Frank Pals, 71 Nassau S8t.; Joseph 
Kipnis, 15 West 46th St., New York. 

Educational Jewelry Manufacturers Association—H. H. Hix, 17 John Street, New York; 
Irvin Rosa, Josten Mfg. Ce., Owatonna, N. Y. 

Gemological Institute of America—Board of Governors—Leo J. Vogt, 826 Olive St., 
St. Louis, Mo.; O. C. Homann, 220 8. 16th St., Omaha, Neb. 

Herological Institute of America—Frank D. Urie, Elgin, I1l.; Ralph BE. Gould, National 
Bureau of Standards, Washington, C. 

Jewelers’ Board of Trade—Edgar E. Baker, 101 Sabin St., Providence, R. I.; Horace 
M. Peck, Turks Head Building, Providence, = 5 

Jewelers’ Security Alliance—Walter Eitelbach, a Fifth Ave., N. Y.; Richard 
Murphy, Exec. Secy., 535 Fifth Ave., N. 


Jewelers’ Vigilance Committee—G. H. oe 82 Fulton St., N. Y.; Pp. Irving 
Grinberg, Exec. Vice-Pres., 17 W. 45th St., N. Y. 

Jewelry Crafts Association—Martin E. ppeiermapnt. 136 W. 52nd St., New York City: 
Henry L. Sperling, 20 W. 47th St., N. , 

Jewelry Industry Council—Cecil D. <b nc po H St., N. W., Washington, D, ¢,, 
chairman; E. A. Haase, 366 5th Ave., New York, executive director, 

Machine wer Manufacturers’ Association—Adolf Jaeger, 141 Georgia Ave., P wtucket, 
R. I.; George Benker, 75 Eagle St., Providence, R. I. " 

Metal Findings Manufacturers’ Association—Robert C. Cooper, 301 dship 8t,, 
Providence R. I.; John T. Murray, 151 Exchange St., Pantucket a R. I. 
National Association of Credit Jewelers—Leo oo Seattle, Wash.; Williem 

Wagner, Exec. Secy., 545 Fifth Ave., N. 

National Association of Metal Finishers, Inc. i J. Musick, 206 So. Ninth 8t., a. 
Louis, Mo.; Raymond M. Shock, 2236-39 Dime Bldg., Detroit, Mich, 
National Association of Watch and Clock Collectors—Robert Franks, Jr.. Bryn Mawr, 

Pa.; L. D. Stalleup, 1813 Beechwood Ave., Nashville, Tenn 

National Gift and Art ee aes Underberg, 225 Fifth Ave.; George F. 
Little, 220 Fifth Ave., N. 

National Wholesale Jewelers’ spniainsiinn B. Reagan, 36 8. Penn 8t., Indian- 
apolis, Ind.; George A. Fernley, 505 Arch St., Philadelphia. 

New England Manufacturing Jewelers’ & Silversmiths’ Association—Fred A. Bullock, 
7 Beverly St., Providence, R. I.; Exec. Secy. Edward Otis, Biltmore Hotel, 
Providence, R. : 

Precious Stone Dealers eaten Stern, 17 John St., N. Y.; Lloyd V. Lassner 
10 W. 47th St., 

Sterling Silversmiths ane. of America—Sinclair Weeks, Reed & Barton Corp., 
Taunton, Mass.; L. Kenyon Loomis, 551 Fifth Ave., ‘New York City. 

United Horological Association of America—John J. Nooyen, 1427 Third St., Sante 
Monica, Cal.; Orville R. Hagans, 226 16th St., Denver, Col. 


STATE 


The names given in each case are those of the president and secretary. 


Alabama Retail Jewelers’ Association—Robert Bromberg, 218 N. 20th 8t., Birming- 
ham; F. W. Anderson, 1917 2nd Ave., Birmingham. 


a So Jewelers’ Association—Thomas W. Chauncey, 206 E. Washington St., 
1oenix. 


Arkansas Retail Jewelers’ Association—Edwin H. Stewart, Hope; Floyd A. Denman, 
Stuttgart. 


California, Horolegical Association of—K. P. Gallien; R. B. Schorsch, 5335 10th 
Ave., Los Angeles. 


California Retail Jewelers’ Association—Walter B. Shoemake, Modesto; William Erb, 
Room 309, 46 Kearney St., San Francisco, Calif. 


Colorado Masterwatchmakers—Howard Weiss, Greeley; John Sutton, Denver. 
Celorado Retail Jewelers’ Association—No officers. 
Connecticut Horological Associatin—Secy. Emanuel Seibel, 487 Logan St., Bridgeport. 


Connecticut Retail Jewelers’ Association—Frank S. Coskey, 805 Main St., Hartford; 
Sturman F. Dyson, 54 Main St., New Britain. 


Flerida Retail Jewelers’ Association—Lester W. Moon, Tallahassee; Gus Lawton, 
Orlando. 


Georgia Retail Jewelers’ Association—Walter R. Thomas, 103 Peachtree St., Atlanta; 
Miss Lillian C. Harclerode, P. O. Box 635, Atlanta. 


Heesier Jewelers Travelers Club—Fritz Fromm, 5939 Guilford Ave., Indianapolis; 
H. R. Haerr, Gruen Watch Co., Cincinnati, Ohio. 

idehe, Horological Association of—Charles Braun, 434 State St., Weiser. 

tiinols Watchmakers’ Association—Edward Falkenhayen, Chicago; Williem Pillath, 
Am. Time Products, Chicago. 

ittinels Retail Jewelers’ Association—Charies D. Jacobs, West Frankfort; Charles H 
Barker, 605-606 Leland Office Bdlg., Springfield. 

indiana Jewelers 24 Karat Club—E. O. Little, Auburn; A. S. Rowe, Indianapolis. 

nes | Watchmakers Association—Frank A. Kroetz, Valparaiso; Managing Director 

. R. Douglas, 1142 Park Ave., Indianapolis. 

lowa, reed Association of—T. O. Dilges, Fort Dodge; G. Y. Swartzendruber, 519 
Guaranty Blidg., Cedar Rapids. 

fowa Retall Jewelers’ Assoclation—Wallace G. Boyson, 218 Third Ave., Cedar Rapids; 
Robert Pratska, Cedar Rapids. 

Kansas State Horelogical Assoclation—B. E. Brunk, MePherson; Norman L. Osborne, 
108-110 Ne. Topeka, Wichita. 

res a Association—Vern Webster, Hays; W. B. Brasfield, 110 Topeka 

ve 

Kentueky Retall Jewelers’ Association—Nolte C. Ament, 447 4th Ave., Louisville; 
Percy P. Slith, 329 Guthrie 8t., Louisville. 

Leulsiana Retall Jewelers’ Associatien—Louis J. Bernard, 108 Bronne St., New Orleans, 
Samuel Goldberg, 161 Third St., Baton Rouge. 

Maine Retall Jewelers’ Association—Everett B. Coffin, 508 Congress St., Portland; 
Matson Tinker, 521 Congress St., Portland. 

Maryland-Delaware-District of Columbia Jewelers’ Assoclation—Howard R. Collins, 
804 Shipley St., Wilmington; Harry Groll, 7th & Shipley Sts., Wilmington, Del. 

Massachusetts Herological Assoclation—Winifred D. Hebert, 1112 Main St., Worcester; 
W. H. Bright, Waltham. 

Massachusetts & Rhode Island Retall Jewelers’ Asseclation—Harold Partridge, 
22 Beacon St., Boston; John Peterson, Needham. 

Miehigan Retall Jewelers’ Assoclation—Albert Niebohr, 200 Monroe Ave., Grand 
Rapids; Howard T. Doxtader, 111 S. Washington Ave., Lansing. 

Michigan WHerological Assoclation—Sidney Thompson, Mt. Pleasant; Stanley Gaver, 
200 Monroe St., Grand Rapids 2. 

mas eon Watechmakers Assoclation—Joseph Feliz, Fergus Falls; L. E. Dewey, 

innea 

Minnesota Retall Jewelers’ Association—Morton A. Sauer, 494 Nicollet Ave., Minne- 
apolis; Wiiliam C. Walsh, 1116 Northwestern Bank Bidg., Minneapolis. 

Misseurt Horological Assoclation—Clint Holt, Jefferson City; Frank Lamb, Columbia. 

Missour! Retall Jewelers’ Association—Harry L. Carter, J. H. Mace Co., Union Station 
Bidg., Kansas City; Fred Sands, 1610 Dierks Bidg., Kansas City. 

—— Horological Association—Frank Nosker, 6022 Poppleton, Omaha; Wayne A. 

Witt, 2211 Howard S8t., Omaha. 


Nebraska Retail Jewelers’ Association—Corey Chase, Holdrege; William J. Brecken- 
ridge, 643 W. Second St., Hastings. 

New Hampshire Retail Jewelers’ Association—Mrs. Addie Fiske Goodell, Epping; 
Robert Fickett, Concord. 

New Jersey Watchmakers’ Association—Andrew J. Strohlein, Union, N. J.; Charles 
Soemer, 29 Oakland Terrace, Newark. 

New Jersey Retail Jewelers’ Association—Louis B. Gaimann, Morristown; Henry 
Gelula, Atlantic City. 

New Mexico cor:]| Association—L. W. Graham, 723 W. Roma, Albuquerque; 
S. Bell, 723 S. Walter St., Albuquerque. 

New Mexico Retail Jewelers’ Association—Frank Fogg, 318 W. Central Ave., Albu- 
querque; Hoyt Hatfield, 142 Lincoln St., Santa Fe. 

New York and New Jersey Associated Credit Jewelers—Rowland D. Goodman, Tappan’'s, 
Newark; Exec. Secy., William Wagner, 545 Fifth Ave., N. Y. 


New York State Retail Jewelers’ Association—Charles P. Coster, 151€ Lake Ave., 
Rochester; Lathrop Sunderlin, 76 East Ave., Rochester. 


New York State Watchmakers’ Association—Charles K. Ottarson, Rochester; A. Norman 
Clement, 45 Owen St., Rochester 18. 

North Carolina Retail Jewelers’ Association—Robert H. Day, Winston-Salem; Harold 
Schiffman, 225 S. Elm St., Greensboro. 

North Dakota Retail Jewelers’ Association—C. A. Bonham, Bismarck; Iver Larson, 
Mandan. 

Ohio Retail Jewelers’ Association—H. Bruce McCague, 1805 Euclid Ave., Cleveland; 
Hugh N. Beattie, 1117 Euclid Ave., Cleveland. 

Ohio Watchmakers’ Association—L. W. Heimberger, 245 So. High St., Columbus; 
Frank Foelger, 31 E. 4th St., Cincinnati. 

Oklahoma Horological Association—W. B. Smith; L. F. Wells, 9 W. 9th St., Tulsa. 

Oklahoma Retail Jewelers’ Association—Floyd L. Kelly, 601 N. Custer St., Weatherford. 

ougne, bg Watchmakers’ Association—Jack Peare, La Grande; Harold Sabre. 

. E. Miller, Portland. 

i. pa Jewelers’ Association—Joseph F. Gilray, S. W. 10 & Merrison Sts., 
Portland; Exec. Secy., John Breall, Portland, 

Pennsylvania Horologieal Association—C. LL. Thomas, Philadelphia; William T. 
Collinson, Rutledge, Pa. 

Pennsylvania Retail Jewelers’ Assoclation—Leonard Helfer, 715 Liberty Ave., Pitts- 
burgh; William Pinkstone, 142 S. 52nd St., Philadelphia. 

Pennsylvania, Retail Jewelers’ Association of Western—John M. Roberts III, 4% 

Wood St., Pittsburgh; Martin S. Morrow, 504 Locust St., McKeesport. 

Rhode Island Watchmakers Association—J. H. Coutu, 49 Olneyville Sq., Providence; 
John P. Clinton. 

South Carolina Retail Jewelers’ Association—G. B. Mosely, Sumter; R. J. Ortmana, 
251 King St., Charleston. 

South Dakota Retail Jewelers’ Assoclation—Carl R. Damuth, Redfield, acting secy. 

Tennessee Retail Jewelers’ Association—C. C. Breese, Franklin; D. Monroe Meeks, 
Dyersburg. 

Tennessee Watehmakers’ and Jewelers’ Assoclation—oO. Harding, 3805 
St., Chattanooga; L. 1D. Stalicup, 1813 Beechwood Ave., Nashville. 

Texas Retall Jewelers’ Association—M. L. Barnett, Mineral Wells; H. EB. Dill, 403 
Steward Bldg., Dallas. 

Vermont Retail Jewelers’ Association—L. J. Bell, Barre; A. Earl Wilson, Springfield 

Virginia Retall Jewelers’ Association—H. A. Goldberg, Portsmouth; Frank Moose, 
207 8. Henry St., Roanoke. 

Washington Retail Jewelers’ Association—Ben Bridge, 405 Pike St., Seattle; Don D. 
Steward, 714 American Bidg., tle. 

West ne Retail Jewelers’ Association—Floyd Frazee, 814 Market St., Parkers- 
burg; P. K. Stanford, Elkins. 

Wissenoia ane Jewelers’ Assoclation—R. H. Young, LaCrosse; B. W. Heald, Mil- 


eaaieila , Assoclation—Richard R. Meissner, 1641 Douglas Ave., Racine; 
C. G. Anderson, 1547 8. 8th St., Milwaukee. 
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MERCHANDISING VARIETY IN RESORT TOWN 


(From puge 320) 


windows were highly important as a means of attracting 
the visitors and bringing them into the store. 

With this in mind, special attention was given window 
displays. That day diamond and ring displays were 
moved to the right window and arranged to face inside 
sidewalk traffic. This choice spot display brought the 
diamond sales up, substantially, Mrs. MacLean said. 

Steps were added to the windows for increasing dis- 
play space, and the store enlisted the services of a west 
coast display service. An animated, eye-catching display, 
changed every few weeks, was placed in the diamond 
window. 

Display ring trays, all finished in the same rich 
color, are used with striking effect. These trays are 
changed about once a month and their color usually ties 
in with the mgnth’s predominant holiday. The February 
color is a deep red because of Valentine's Day. The 
Christmas color was white. 

Occasionally a solid display of men’s diamond and 
plain rings is made with good results. Usually shown 
in the opposite window where the play is smaller, are 
novelty and costume jewelry, with fine silver, pen and 
pencil sets, lighters, etc., occupying a part of the 
display at times. 

“We know our windows are very important, not only 
in attracting the local residents, but also in gaining 
the attention of tourists,’ Mrs. Maclean said, “Recause 





vur sales to them picked up quite noticeably as we cop. 
tinued to give our windows more and more attention,” 

In fact, many of them commented on the windows, and 
said they had come in because of one item or another 
on display. 

Simply stripping their windows and placing a beautj- 
fully-made American flag in each on V-J day caused 
a great deal of comment. 

Primary stock rearrangement when the store changed 

hands, was to place the diamond display case to the 
left of the entrance when entering. This arrangement 
gives more seclusion to customers looking over the 
display and the location has not been changed since. 
However, other stock is moved from one location to 
another occasionally, so old customers will have to 
look around to find what they want. Often they see 
another item to purchase besides the item that originally 
brought them in. 
. MaclLean’s also plays up their special work, a plan 
that has gained a reputation for them among wealthy 
retired residents who are interested in special mount- 
ings. stones, and such work. 

The many resources developed by the MacLeans on 
the west eoast, as well as in the east, give them an 
opportunity to offer work and stones not generally 
offered by other jewelers. 

Another feature that makes friends for the store and 
brings customers in oftener are the services offered. No 
charge is made for watch regulation. Items needing 
factory repair, whether originally sold by MacLeans 
or another store, are handled free. No charge is made 
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the luxurious new flatware that 


ON SIGHT! 


Dirilyte flatware, made of a new, fine metal alloy that's 
the color of gold, is unique in the tableware field. It 





literally sells on sight—so beautiful is it in appear- 
ance—as attractive as golden sunshine on a rainy day. 















Dirilyte is a quality product — solid, not plated — with 
nothing to wear off. It is acclaimed by stylists, readily 
accepted by fine stores, nationally and continuously © 
advertised, soundly priced. 


Although we cannot open new accounts at this time, 
we feel you will want to know more about Dirilyte and 
we'll be glad to keep youinformed. Send us your name 
and address, today. 


DIRILYTE CO. OF AMERICA, INC., KOKOMO, IND. 
1 West 34th St.. New York 
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for jewelry insurance appraisals, nor for watch attach- 
ment alterations. 

Replacement of rhinestones in pins is often done at 
no charge, particularly when only one or two stones 
are missing. These services cost the store little, but 
mean 3 lot to customers and go far in winning confi- 
dence and friendship, Mrs. MacLean stated. 

Active participation in civic affairs in a town the 
size of Santa Cruz has also helped the MacLeans to 
gain the confidence of Santa Cruz businessmen and 
others interested in the betterment of the community. 

MacLean’s jewelry business is built on confidence 
and trust, and those factors are paying off. It’s a good 
formula for any jeweler anywhere. 





CAMERA ENTHUSIASTS BUY JEWELRY, TOO 
(From page 302) 


near the door of the smart modern establishment. Two 
wall cases with sliding glass doors and one all-glass 
aisle counter house displays which are changed fre- 
quently. Exterior windows always carry attractive pro- 
motions of this merchandise, and each camera bears the 
price and the manufacturer. Two salespeople, both 
skilled in the art of photography, serve in the depart- 
ment, and during rush hours another salesman who is 
also well trained in the intricacies of photography is 
usually called in. 

Advertising plays an important role in the camera 
department, with local newspapers constituting the prin- 





cipal medium. Advertisements are loaded with informa- 
tion, since prospective buyers of photographic equipment 
want all the facts. Brand names are always played 
up, and price occupies a dominant position. Detailed 
sketches of the merchandise, together with a complete 
description, are always given. A mail-order coupon is 
included, which partly explains why Silton’s enjoys a 
tremendous mail-order business. Large newspaper an- 
nouncements are made whenever there are sufficient 
quantities of merchandise on hand to meet the demand, 
regardless of whether it be during an “off” buying 
period or in the brisk pre-vacation rush. It seems that 
the demand of camera fans is insatiable and their wants 
know no season. 





Kays Feature Rapid Shipments 


Toy models were used to advantage by Kays, Los 
Angeles, to feature rapid shipment, “In order to pre- 
sent to you new things while they are new,” as their 
ad expressed it. Two windows showed small aeroplanes. 
One showed a collection of watches, the other costume 
jewelry. The first bore the card “By airplane—Ship- 
ments of nationally famous watches are being rushed to 
Kays to bring you the brand new things you want.” 
The other had a card “By Airplane—Shipments of the 
latest novelties in costume jewelry.” One window shows 
a train with card “By Train—Silver”’; and two fea- 
tured trucks, with card “By Truck—Radios” and “By 
Truck—Electric appliances to give you the brand new 
things you want.” 
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Over 50 years of service to the 
Jewelry Trade in the refining and 
-manufacturing of old 


GOLD - SILVER - PLATINUM 


has built for the House of Dee an 
enviable reputation. 





Any old time jeweler knows from 
experience that it pays to ship 
gold filled, plated scraps, spec- 
tacle frames, rings, watch cases, 
brooches, pins, etc., to 


DEE & CO. 


We will gladly send to you a com- 
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TWO NEW POLARISCOPES FOR JEWELERS 
(From page 246) 


centering of any size stone, and which turns go that 
complete rotations of the stone may be obtained in two 
mutually perpendicular axes. This instrument with jt, 
bright light source and its ease of operation, though 
much more expensive than the simpler model, is wel] 
worth its cost. 

One other feature has been added to this instrument 
to increase its scope and to eliminate one jewelry stone 
which has been the Waterloo of many an aspiring 
“expert.” Experience has shown that the production 
methods necessitated by the technical difficulties of mak- 
ing synthetic spinel has given them two characteristics 
not shared by the natural stone. One of these is a 
slightly higher refractive index (closer to 1.73 in place 
of 1.72) and the existence of strain causing a weak 
double refraction in the synthetic stones. This strain 
has the effect of causing shadows and light spots to 
appear and disappear in the synthetic stones examined 
on an ordinary polariscope. Considerable experience 
is required before the tester learns to know this 
“anomalous” double refraction from true double refrac- 
tion observed in the ordinary polariscope. The new 
feature of this instrument eliminates the confusion: it 
is a simple quartz plate inserted between the polaroids 
which has the effect of making the field red instead of 
black (dark purple). It is the same as the petrographic 
microscope’s “first order red’ and its function in this 
case is much the same. By adding this color to the 
lightening and darkening of the weakly doubly-refract- 
ing stones we get brilliant tints of blue and yellow, 
while the color of the truly doubly-refracting stones 
remains unaffected. Hence, with this quartz plate 
swung into place, and it swings in and out on a pivot, 
it is possible for the beginner to tell at once, without 
any possible danger of confusion, the truly doubly re- 
fracting stones from those like synthetic spinel (and 
some natural garnets and even diamonds) which only 
have an apparent double refraction. 

The development of this instrument was urged first 
because it was felt that it could be rapidly produced 
and would be most serviceable. It can entirely take the 
place of the dichroscope in the determination of double 
refraction, with the tremendously important additional 
advantage that it works equally well with colorless and 
light-colored stones or strongly pigmented ones. 

Both of the new polariscopes are manufactured by 
the Polarizing Instrument Company of 41 East 42d 
Street, New York City and sell for $25.00 and $125.00 
respectively. 





PROMOTIONS KEEP SILVER APPEAL HIGH 


(From page 316) 


fiance shopping on their lunch hour; the fur-coated 
young Junior Leaguer. Good advertising, attention com- 
pelling windows, and attractive, well-filled displays 
draw them into the store, and friendly, well-trained 
salespeople make them feel welcome. 
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Richard Jessop,,.one of the heads of the firm, is con- 
vinced that advertising. is one of the most important 
things in.a jeweler’s life. “I think it is Santa Claus,” 
he says. Advertising is in the hands of Norman Foster, 
account executive of the Barnes-Chase Advertising 
Agency, who devotes most of his efforts to the Jessop 
account. He and Richard Jessop have mapped out a 
long-range advertising program for the silverware de- 
partment that includes generous weekly newspaper an- 
nouncements, a weekly fifteen-minute radio program, 
and frequent promotions in local publications such as 
the Junior League magazine. Beautiful artwork, eye- 
catching headines,: short but telling descriptions, and 
plenty of white space are used in newspaper advertise- 
ments. San Diego newspapers run much heavier on ads 
than most metropolitan dailies; consequently generous 
use of white space is necessary to make Jessop’s ads 


stand out on the page. 


MANUFACTURERS’ NAME FEATURED 


Strong believers in promoting brand names and back- 
ing their resources, Jessop’s always feature the manufac- 
turers name in their advertisements. Ad-man Foster 
insists that besides brand names, one of the cardinal 
points in a jeweler’s advertising is price. “I believe 
in straight selling in advertising. Price is of extreme 
interest to the public. It gives the reader and prospec- 
tive buyer some idea of the quality of jewelry and silver- 
ware, which is difficult to show by sketches and photo- 
graphs. Jessop’s prices are competitive, and although 





we stress quality, we still emphasize price and value 
in our ads.” 

For these reasons Foster maintains that semi-institu- 
tional copy is not appropriate for jewelers. Further- 
more, although the public is keenly interested in learn- 
ing of the arrival of silverware and jewelry that they 
may not have been able to buy for years, they also 
want to know what the new merchandise looks like, 
what it’s made of, and how much it is. 

Advertising in a highly-departmentalized store like 
Jessops, where a variety of goods is competing for the 
reader-patron’s attention, must also feature interesting 
and unusual new items, Foster believes. “That is why 
in most of our copy we promote distinctive-looking 
pieces, in both flatware and hollow-ware.” 


GIVE BUYERS A REASON 


“Give your readers a reason why they should have 
what you are trying to sell or what they can do with 
it after they buy it,’ says Foster. “Price is one good 
reason why they should have it. Beauty and pride of 
ownership are two other points we use in our copy.” 
Both captions and artwork stress the necessity of com- 
plete silver table settings, including such accessories as 
creamers and sugars, serving trays, silent butlers, gravy 
bowls, salt and pepper shakers, and candelabra. 

The silverware salon is graphic proof of the Jessop 
precept, “Let the merchandise-hungry public see what 
you have to offer.”’ Literally stocked to the gunwales 
with thousands of pieces of sterling and plate, the com- 
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modious department offers sweeping displays of the 
gleaming objects, which are housed in walnut-outlined 
wall cases and “sit-down” aisle cases. Sterling and 
silverplate are kept distinctly separate, stérling occupy- 
ing one side of the room, silverplate and trophies the 
other. The wall cases have glass shelves and are lined 
with mirrors, which adds an illusion of several extra 
feet of width to the showroom. Sliding glass doors 
permit easy removal of merchandise by salespeople and 
eliminate dust. Ceilings of these cases are of opalescent 
glass, through which shines a combination of fluorescent 
and incandescent light, all of which help bring out the 
gleaming highlights in silverware. 

The walnut sit-down cases are custom-designed so 
that patrons can put their knees right up under the 
desks and be comfortable. Glass-topped, the cases con- 
tain velvet-lined trays, each occupied by a place setting. 
These trays are interchangeable with the trays in the 
drawers on the salesperson’s side of the case, so that 
they can be moved quickly and without immediate re- 
trimming when the merchandise is sold. Handsome chests 
of flatware flank the aisle cases. | 


ALL MERCHANDISE TAGGED 


An identification tag attached to every piece of silver- 
ware bears a lengthy description, which, to quote Rich- 
ard Jessop, “contains everything but the Gettysburg 
Address.”’ In large numbers across the tag is the retail 
price, which includes the Federal tax. Below that is a 
series of six code numbers: the first number is the de- 





partment; second, the factory from which delivery wa, 
received ; third, the month it was purchased; fourth, the 
year that it was purchased; fifth, the wholesale price. 
sixth, the number given the piece at the factory. This 
coded description has proved a great help to the sales 
force and to the management. 


FLATWARE INVENTORIED DAILY 


A daily inventory of flatware stocks also helps things 
run smoothly. This constant summary of merchandise 
on hand is kept in several books that are easily available 
to each salesperson in the department. A quick glance 
will tell him how many table settings of each pattern are 
left in stock. This procedure eliminates searching 
through the huge stocks and enables the buying staff to 
reorder promptly. If the merchandise the patron re- 
quests is not on hand, the salesman cheerfully says, 
‘We will gladly order that pattern for you.” 

New salespersons are put through an intensive train- 
ing course by the department head, in which they are 
given a complete education on silverware and how to 
sell it. As soon as new merchandise is received in the 
store the department manager shows it to all of the sales 
force and describes it to them in great detail. “After all, 
the traveling salesman has lots of nice things to say 
about the wares he sells us. Why shouldn't we pass 
them on to our salespeople so that they will be better 
able to describe them to their customers,” says Richard 
Jessop. 

“The creation of this new silver room is the first step 
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Precision Casting © 
The Jelenko School of Precision Casting 


Licensed by the State of New York—Approved for Veterans under the G.I. Bill of Rights 


The Jelenko School of Precision Casting offers Manufacturing Jewelers: 


@ A dependable source from which technicians trained 
in every phase of precision casting can be obtained. 


@ A recognized, reputable school where selected per- 
sonnel can be sent for training in Precision Casting 
Technics and in the management of Precision Casting 
Departments. 


® Classroom, shop and laboratory training in all phases 
of Precision Casting as used in the mass production 


of fine jewelry, including metol and rubber mold 
making. : 

@ Shop and laboratory equipped with the latest types of 
equipment in general use. 


@ Training in the use of—and appraisal of the compara- 
tive merits of —various types of precision casting 
equipment. 
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toward completion of Jessop’s enthusiastic expansion 
program,” said the opening day announcement, which 
occupied a full page in San Diego's three daily news- 
papers. This first step has been received with such 
vigorous support from San Diegans that Jessop’s are 
inclined to believe that this is the Age of Silver. Nearly 
everybody is a potential silverware buyer. Making that 

tential an actuality depends upon how the jeweler 
directs his appeal, Jessop’s have found. 





Definition of a Salesman—1947 Model 


Recognizing that wartime order-taking is out and 
that salesmanship must again be developed, some 1200 
salesmen and sales managers from mercantile, jobbing, 
service and manufacturing concerns recently convened 
in Los Angeles for a panel discussion of selling problems. 

On that occasion Harry G. Moock, vice president, 
Chrysler Corporation, gave the following droll descrip- 
tion of the ideal salesman: 

“He has the curiosity of a cat, the tenacity of a bull 
dog, the friendship of a little child, the diplomacy of 
a wayward husband, the patience of a self-sacrificing 
wife, the enthusiasm of a Sinatra fan, the assurance of 
a Harvard man, the good humor of a comedian, the 
simplicity of a jackass, and the tireless energy of a 
bill collector.” 

Notwithstanding Moock’s amusing approach, his des- 
cription of the ideal 1947 salesman is a penetrating one 
which sales managers and employers, generally, might 
well memorize. 








Wedding Traditions and Customs 


The Marriage of Diamonds and Dolls by Mary E. Lewis in collaboration 
with Dorothy Dignam. 194 plus XXII pages and index. 41 full page 
plates. Published by H. L. Lindquist, 2 West 46th St., New York. 
Price $5.00 per copy. 

ON’T let the title fool you. Although a large 
part of the contents is devoted to the remark- 

able collection of fine dolls both modern and antique, 

which have been assembled by Mrs. Lewis, the volume 
also contains a gold mine of information that the jeweler 
can use to excellent advantage in planning window dis- 
plays and advertising and preparing radio and lecture 
material. 

Stories of how wedding traditions and customs orig- 
inated are always of deep interest to the public, and 





a number of highly successful advertising campaigns 


have been made of a series of such items. The volume 
is packed with just such material—the tradition of ‘the 
bride’s bouquet, of the old slippers, of the dowry, of 
the wedding ring—and all the other marriage customs 
—how they came into being and their significance today. 

Reference to these points is made easy by an excel- 
lent index at the end of the volume. 

The book is readably written, handsomely illustrated 
and should be a part of every jeweler’s working library. 























ing Equipment, offers Manufacturing Jewelers: 


@ The most modern, instrument - controlled scientific 
equipment available for use in Precision Casting. 


@ Equipment which makes mass production of the most 
intricate and delicate jewelry designs a mere shop 
routine because instrument controls make operation 
of ow equipment easily mastered by production per- 
sonnel. 


Manufacturers — Suppliers — Con- 
sultants on Casting Problems — 
Planners of Casting Room Layouts 
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Precision Casting 
Equipment and Supplies— ™%& 
The JELRUS Company @ 


The Jelrus Company, a pioneer in the development of Precision Cast- 


THE JELRUS COMPANY, INC. 
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“THERMOTROL", All-Electric Melt- 
ing and Casting Unit. 


@ A consulting service embracing: 


|—Survey—showing when Precision Casting Economies indicate 
converting production to Precision Casting. 


2—Planning Service—Advice on Efficient Casting Room Layout 
and the equipment needed for low-cost production. 


3—Casting Problems—Advice and guidance, based on Jelrus 
Research, on the efficient handling of the precious and non- 
precious metals used in jewelry. 


Write for Descriptive Literature 
and Price List "P.C.E. 2" and 
List of Other Jelrus Products 
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NEW 
PERSONALIZED 


Photo-Locket Key 


Successful promoters know that EXTRA gift sales 
come from original, exclusive promotion items. 


Here is a new original personalized gift with 
romantic appeal . . . for Mothers’ Day, Father's 
Day, Graduations . . . an item that will make small 
space gift season advertising pay for itself! 


Finely crafted, beautifully finished, individually 
gift-boxed. Delivery in time for Mother's Day. 
Mats available. 


e In 14 Kt. gold: suggested retail $27. 
KEYSTONE $27. 


eln sterling: suggested retail $9. 


KEYSTONE $9. 
*#DESIGN PAT. APPLIED FoR’ Retail prices include Fed. tax 


Broslan Jewelry Co., we. 


767 Lexington Ave., New York 21, N. Y. 














’ WINDOW IDEAS FOR BRIDE PROMOTIONS 
(From page 318) 


silver candelabra, and on a low table, a coffee serut 
Vice 


on a silver tray and a large silver cake dish, togethe 
: r 


with a box tied with white ribbons and lilies of the 


valley, supposed to contain a silver gift. 

Robinsons, also, called the attention of Many who 
were seeking wedding gifts to their quality tablewares 
—silver and china—through a series of ads, each in the 
form of a note to a bride, and illustrated with a bit 
of crystal, china or silver as the case might be. Each 
advertisement was captioned ‘‘Happiness to the Bride.” 
The china ad said, “Sue, dear, I want to send you your 
chosen pattern. After you’ve seen the many beautify] 
dinnerware patterns at Robinsons, just register your 
choice in their book, and I’ll send you a service of fou; 
to start. Every happiness, dear.” The silver ad said, 
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Dual Remodeling Has Advantages for Both 


Many (: 





Modernization treatment for Barnett & Weiss’ jewelry store 
and Robinson's ready-to-wear store in Salt Lake City is o 
stellar example of the architectural and merchandising ad- 
vantages that may be exploited when one architect creates 
the designs for two adjoining stores in one building. In this 
case Barnett & Weiss was able to take advantage of much 
more height for their sign, and Robinson was able to extend 
their sign directly over the jeweler's store through a re- 
ciprocal agreement. The materials and colors used in the 
construction of the two stores were chosen by Gruen and 
Krummeck Associates to closely coordinate and complement 
each other. The project entailed modernization operations 
for both retail stores. 
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“Let me know what your silver pattern is. I'll go to 
Robinson’s arid look in their registration book, in silver, 
as s00n as you've ‘chosen, and send you just what you 
want, my dear. 

“Qur bridal bureau is of great assistance to brides and 
all their friends,” said J ohn Bird, buyer of tablewares. 
“Among the services rendered are the registering of the 
bride’s patterns in china, crystal and silver, and ad- 
vice as to the proper setting of the table for all occa- 
sions. To the friends of the bride we offer help in the 
selection of items that will harmonize with the type 
of home over which the young matron is to preside.” 


QUALITY TABLE SETTINGS FEATURED 


The Broadway, Los Angeles, was another store that 
prominently featured the beauty of quality table settings. 
Their double column advertisement showed at the top 
a place setting of sterling silver, while the body of the 
ad included cuts, full size, of two silver patterns. A 
box near the bottom advised—“A place setting in- 
clures a knife, fork, salad fork, teaspoon, cream soup 
spoon, butter spreader.” The body of the ad read: “‘She’s 
dreamed about it for so long! The cozy cottage with 
a froth of curtains beckoning from the windows. A fire- 
place radiating happiness and warmth. A table set 
with china, crystal and precious sterling reflecting their 
haspitality! And now that it’s all a reality they’re col- 
lecting the treasures all young couples cherish. That’s 
why yours can be the perfect gift—for superb sterling, 
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created by master craftsmen, is a choice of enduring 
beauty and charm.” 'T'wo small windows, one on either 
side of.one of the main.entrances of the store were 
devoted to the featuring of silver and crystal respective- 
ly. These windows were oval in shape, forming a well- 
lighted shadow box lined with pink satin, and decorated 
with silver bells and asparagus fern. In addition to dis- 
playing a number of individual pieces of crystal. and 
silver, they were shown in an open box, and also boxed, 
wrapped, tied with white ribbons, and cluster of tiny 
silver bells, to show the gifty manner in which they 
could be wrapped for presentation. 

LeRoys, Los Angeles, presented a very attractive win- 
dow, showing in the center on a platform draped with 
black velvet, a miniature bride and groom. Two chests 
of flatware, a coffee service, silver candlesticks, and 
several pieces of hollow-ware were displayed. They 
centered their bridal silver drive upon a chest of flat- 
ware, a service for eight, which was featured in their 
newspaper advertising. ‘They illustrated it with a cut 
of the silver in the chest and four patterns ranging 
from traditional to modern. 


CUE FOR PARENTS 


Slavicks, Los Angeles, suggested, in a newspaper ad: 
‘“Sterling—The parents’ gift to the bride.” They illus- 
trated six patterns of flatware, mentioning at the 
same time that they carried the lines of half a dozen 
silver manufacturers, to provide a choice to suit every 
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taste. They called attention to sterling hollow-ware b 
a striking window display. Three cutouts of brides ‘4 
inches high, were shown in the background, the thea 
being connected by long flowing veils of actya] tulle 
Overhead was a big white wedding bell with streamers 
of white ribbon extending to the four corners. A half 
dozen pieces of hollow-ware were displayed, together 
with black cards lettered in white “Sterling silver 
hollow-ware to lend splendor in entertaining,” and 
“Sterling silver, the gift supreme, for the bride of today 
or the bride of vesterday.” 


CRYSTAL FOR THE BRIDE 


In Houston, Tex., Leon Gordon chose to major in 
high quality crystal and china rather than silver jp 
appealing to the bride. “Everybody knows a jeweler 
carries silver,’ said he, “but many do not know that 
he carries china and crystal. Sterling silver should 
be complemented with the very best of these allied 
wares, so we feature the cream of imported and domestic 
lines. There is always a table set with silver, china and 
crystal at the beginning of the June bride season, and 
one of our windows features china and glass.” Last 
season they arranged a window showing a two foot 
model of bride in veil and satin gown, surrounded 
by de luxe china and crystal. Another window featured 
silver deposit ware. Drapes of soft, white silk hung in 
the background, and a panel, to which were attached 
white wedding bells and*asparagus fern, showed a line 
drawing of bride and groom, with the caption “Give 
them gifts they’ll treasure for years—sterling silver 
flat or hollow-ware.” Plates, bowls, candlesticks, sugar 
and creamer, tea and coffee services were seen, and 
one large dish was nested in tissue, in an. open box, 
with white ribbons and a card of congratulations be- 


side it. 





MODERN ‘AND ANTIQUE SILVER SHARE INTEREST 
(From page 326) 


bringing out the “good silverware” for company use and 
makes a point of telling his patrons that sterling can 
be—and should be—used at every meal year in and 
year out, and usage only improves its finish. Free sam- 
ples of silver polish are given to each patron with a 
description of how to keep silver bright and shining. 

Orgell firmly believes that patrons should see as 
much of the jeweler’s silverware inventory as possible, 
especially in hollow-ware. Although he has an extremely 
large inventory, every piece on hand is on display. 
“In this way,” he says, “the patron not only has a 
great variety of silverware from which he can make 
his selection but also it inspires his confidence in you. 
The customer feels that with so much merchandise on 
display you are not an amateur.” 

Every piece is clearly marked with the price, the 
manufacturer, and if it is an antique piece, the period 
in which it was made. All purchases are beautifully 
wrapped in lots of satin ribbon and in good quality 
paper which bears the establishment’s distinctive blue 


crest. 
Conversation pieces, usually rare works of art im 
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sterling in both hollow-ware and flatware, are displayed 
on occasional tables throughout the store. Orgell pur- 
chases such items at every opportunity because, he says, 
they make stimulating displays and, he adds, “They are 
also saleable.” Typical conversation pieces include a 
sterling replica of the Old Temple Gate in London, a 
cigarette lighter in the form of an old street light, a 
bleeding bowl, made about 1688, a rare Georgian Shef- 
field cucumber cutter, and a quaint cocktail shaker in 
the form of a lighthouse. Orgell and his two sons, David 
and Eric, have many interesting yarns to spin about 
these old sterling pieces and they have found that 
their patrons delight in hearing stories about them. 


THE YOUNGSTERS ARE WELCOME 


Youngsters are made welcome in the Orgell establish- 
ment. ““We take a lot of time to show them around and 
explain things to them just as if they were in a museum, 
and it is amazing how interested they are in silverware,” 
says Orgell. Created for the amusement and education 
of the younger set is a miniature replica of London’s 
Hyde Park. the benches, fountains, and figures all in 
sterling silver. This clever display, which occupies a 
large table at the main entrance, has had tremendous 
appeal for voungsters and grownups alike. 

Each day the Orgell staff scans the society columns 
of Los Angeles and local newspapers and sends to every 
young woman who announces her engagement a personal 
invitation to inspect the Orgell collection. Files on 
patrons’ names, addresses, and pattern purchases are 
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kept up to date, which facilitates the sending of direct 
mail pieces. These consist of announcements of the 
arrival of new patterns and the exhibition of rare 
antique sterling pieces. Another way in which the Or- 
gells gain new patrons and stimulate interest in fine 
silverwaregis through their lecture programs, in which 
they discuss both modern and antique silver to sororities, 
civic organizations, and women’s clubs. To illustrate 
pieces described in their talks, the Orgells show silver- 
ware from their own collection. 





HOLLOWWARE FOR MORE PRACTICAL TROPHIES 
(From page 328) 


cat shows, garden and flower shows, bridge tournaments, 
golf tournaments— in fact almost any kind of contest— 
are all first class opportunities for the sale of sterling 
hollowware, and practically every community has some 
of them. 

Here is an opportunity of the most profitable kind. 
Go after it. Get acquainted with the chairman and 
committees in charge of these events-——explain to them 
how a practical item of sterling hollowware is the 
ideal prize—beautiful, useful, enduring, precious and a 
“natural” for the engraved inscription that contributes 
so much to the winner’s pride. 

It’s. “plus” business, and in your regular line of goods. 
Why not add it to your volume and profits? 





———— 


Are You Taking Stock For 1947? 


Have You Any Inactive Patterns of 





STERLING SILVER 





Flat or Hollow That Are “Dead”? 


These are frozen assets and can readily be con- 


verted into cash. 


No matter what pattern, or how large or small 


the quantity, we will pay the expressage and if 
our offer is not acceptable, it will be returned 


express prepaid. 


JULIUS GOODMAN & SON 


77 MADISON AVENUE 


MEMPHIS 1 


JULIUS GOODMAN 
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This unusual grouping of related designs, which we 
call our FIDDLE-BACK patterns, is beng featured 
in national magazines. Ask our salesmen about coopera- 


tive counter displays and literature. 
FRANK SMITH SILVER COMPANY. GARDNER. MASS. 








Sterling 


ON CRYSTAL 





Exquisite, Delicate — a Good Seller! This 11” 
Cake Dish is all three — A combination of ex- 
quisite Crystal adorned with a delicate pattern 
of Non-Tarnish Sterling Silver — and your 
customers will want to buy every size this 
lovely dish comes in — it’s a dish in keeping 
with our high standard of craftsmanship and 


quality. 


SILVER CITY GLASS CO. 


MERIDEN, CONNECTICUT 
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Training Aid For Selling Sterling 


What amounts to a course of training in the fine art 
of selling sterling silver has been provided by the Towle 
Manufacturing Co. in the form of a series of seven 
booklets which they are making available to dealers in 
Towle sterling. 

The first booklet in the series which is titled “Th. 
Selling Key to Sterling Patterns,” brings out clearly 
the point that in selling a set of flatware, the jeweler’s 
salesman is delivering something that is primarily emo. 
tional. That is, the customer is not just buying 4 
much sterling silver but is buying what sterling can 
give her in the way of prestige, pride of possession 
and gracious living. 

The buyer, the booklet points out, is trying to express 
her own individual personality and for that reason it js 
essential that the salesman familiarize himself with the 
points of appeal in each of the various pattern classificg- 
tions which are here analyzed as: 


. Entirely plain 

. Almost plain 

. Relatively plain 
. Evenly balanced 
Relatively ornate 
Highly ornate 
Very ornate 


The succeeding booklets are devoted to bringing out 
the selling points of each of these classifications in 
order to present them most effectively to the customer. 
Thus, the severely plain pattern may be spoken of as 
showing simplicity and restraint, while the highly 
ornate may be said to be characterized by dignity and 
elegance, and so on. In each case, the appeal is to the 
pride of possession of the customer, an approach which 
is always more effective than mere generalities. 

To help the retailer to get the maximum benefit from 
the series a question sheet is included in each book so 
that the man who has read it may test the thoroughness 
with which he has absorbed the information. 

The principles laid down apply not only to Towle’s 
patterns, but to every sterling flatware pattern on the 
market, and the books can be studied with profit by 
every jeweler and every salesman in his Sterling De- 
partment. 

For the present, as stated above, they are available 
only to Towle dealers but it is possible that this dis- 
tribution may be broadened later. 





IN STEP WITH MODERN MERCHANDISING 
(From page 330) 


phrase “Reliable Jewelers” appears in blue neon below 
the Mexic signature. 

Display windows facing both the street and the en- 
trance, are backed with vertical grained mahogany. 
Illumination, providing 100 foot candles is entirely in- 
candescent giving greater sparkle to the jewelry shown. 

Inside, show cases in the new Mexic store are of 
vertical grained primavera with insets of diamond 
shaped mahogany. Wall cases feature both primavera 
and mahogany in their trim. The interior of the display 
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areas is painted in pastel colors, and fluorescent strips 
are used for illuminating the wall cases. 

In the rear of the store are located the cashiers’ and 
repair department counters, both of which are finished 
in the same vertical grained mahogany. Plate glass 


screens rise above the counter, and the credit office, 


partitioned and panelled with primavera, provides 
privacy for credit customers. 

Above the cashiers’ desk and repair counter is a 
balcony facade which employs illuminated plastic rods. 
In the center of this balcony is a large clock with a 
mahogany face and numerals of bronze. 

Lighting, above the show cases on either side of the 
store, is of the recessed incandescent type, providing 
75 foot candles at the top of the counters. In the center 
aisle light is provided by continuous fluorescent strips 
which provide 45 foot candles. 

The floor covering is of asphalt tile in light and dark 
shades of red and brown. 

Through one central duct system, which operates 
through grilles set between fluorescent lighting units on 
the sales floor, and through conventional ducts in the 
offices, air conditioning or heating is supplied depending 
upon the season. 

The color scheme of the store in the sales area fea- 
tures a pearl gray ceiling, the front and one side wall 
in mauve rose, and the rear and other side wall in pale 
pink. Walls of offices and the stairway to the balcony 
are of mist green, and a reception room on the balcony 
and private offices are finished with wallpaper. 


Watches First Choice of Students 


The thing that American boys and girls of high school 
age would like to receive more than any other one thing 
is a good watch, according to the results of a survey 
recently conducted by the Institute of Student Opinion 
among the students of 446 schools in 44 different states. 

A total of 33,896 high school pupils—15,932 boys and 
17,964 girls—were questioned on a variety of topics, 
one of which was, “which of the following would you 
like to buy (or ask your parents to buy for you), when 
they are available?” A list of 14 items most frequently 
associated’ with boys and girls of high school age fol- 
lowed, together with space for mentioning other things 
not included in the list. 

Watches were the first choice of 46 per cent of the 
boys and 54 per cent of the girls, or 50 per cent of the 
combined total of both—thus putting watches in first 
place by a margin of 5 percentage points over the article 
next most frequently desired which was a camera, with 
45 per cent. Also with 45 per cent were phonographs; 
typewriters were the choice of 44 per cent; radios 38 
per cent and fountain pens 32 per cent. 

Thus, everyone of the six most popular items are 
things that a great many jewelers carry as part of their 
regular merchandise. Consequently, the jeweler who is 
awake to the potentialities of this high school market 
has an excellent opportunity both to promote immediate 
sales and to win customers and cement friendships with 
these teen age boys and girls while they’re in the forma-: 


——__= sd 
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TIMELY BUYS 


A group of popular styles ... priced 
to bring you volume sales. Each 
timepiece individually boxed. 


e No. 025 No jewel, Roskopf, Swiss 
movement. Sweep second hand. Pol- 
ished metal case, genuine leather 
strap $4.57 . . . to retail at $8.50, excl. 


tax. 


e No. 525 5 jewel, Swiss pin lever 
movement. Sweep second hand. Ra- 
dium dial. Chrome top, steel back 
case. Fine leather strap. $6.18 . . . to 
retail at $11.50, excl. tax. 


e No. 725 (not illustrated) Seven 
jewel Swiss movement, pin lever, 
Sweep second hand, radium dial, 
chrome top, steel back case, Fine 
leather strap. $7.26 . . . to retail at 
$13.50, excl. tax. 


e No. 1525 Fifteen jewel, water- 
proof, pin lever movement, Radium 
dial, sweep second hand, stainless 
steel screw back case, Fine leather 
strap $11.29 . . . to retail at $21.00, 


excl. tax. 


e No. 729 (not illustrated) Seven 
jewel, waterproof, pin lever Swiss 
movement. Radium dial, sweep sec- 
ond hand, stainless steel screw back 
case. Fine leather strap. $9.14... 
to retail at $17.50, excl. tax. 


JOBBERS' INQUIRIES INVITED 
9 EAST 46th STREET, NEW YORK 17, N. Y. 
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Ne 


presents 
CIGARETTE HOLDERS 
styled by 

ADORJAN 


t‘eacl Size 














@ 14 K. Gold 
® Sterling 


® Sterling with 24 K. Gold or 
Rhodium Plating 


The unusual beauty and exquisite finish of the 
perfectly designed holders has earned for them 
an enviable sales record in America’s smartest 





stores. 
PRICE for EACH 
STERLING* l4 K. GOLD 
Plain Enameled Engraved Plain Enameled Engraved 

1. $3.00 $3.50 $4.00 $11.00 $12.00 $13.00 
ya 3.00 4.50 3.50 | 12.00 13.00 13.00 
>. 3.00 4.50 12.00 13.00 
4 3.00 3.50 12.00 13.00 
5 4.00 15.00 


No. 5 available with choice of colored stones. 
All prices F. O. B. N. Y. Terms: 2% 10 days, Net 30. 
*Make your own choice of Rhodium or 24 Karat Gold plate finish. 


Write, wire or phone your 
sample order today. 


COMPANY 


Manufacturers and Importers of 
Costume Jewelry, Giftware and Compacts 


24-15 43rd Avenue 
Long Island City, New York 
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tive stage. The boy and girl purchases of toda 
way for the sale of courtship presents, the engageme 
and wedding rings, and the silver sets which octeiian 
make up so important a part of the jeweler’s busines 

The natural inclination of these new youngsters : 
toward your kind of merchandise. Bicycles, musical in 
struments, and so on, rank nowhere near as high in 
popularity. 

What are you doing to take advantage of this natural 
head start? 


Y Pave tite 





The Personal Touch Gets the Business 


by A. Nonymous 


The average person is more interested in his or her 
own name than in all the other names on earth put 
together. In Brief ... the personal touch! 

As manager of a retail jewelry store in a medium 
sized mid-western town I’ve worked out a method of 
personalized advertising that has paid off exceptionally 
well. It takes a little more time but the results are well 
worth it. Perhaps you'd like to know about it, since the 
idea is one that can be applied to any retail jewelry store. 

Each evening I perused the paper for personal items, 
Weddings, anniversaries, visitors from out of town, new 
offspring, anything about anyone. I found it an 
avalanche of ideas! Like an octopus, I didn’t know 
which feeler to grab first. So I clipped them all and 
lined them up in categories. 

To the proud mothers, I sent congratulatory cards or 
notes, and penned a note asking her to drop in and see 
our tiny identification bracelets, silver spoons, rings, and 
baby cups with engraving. While abed she had time to 
digest the contents of the invitation, besides being 
pleasantly surprised at this notice by a merchant of 
what to her was an all-important event. 

Pre-nuptial announcements are gems for suggesting 
to the bride where and what to select for her bridesmaid 
gifts. A note to the groom will interest him in adorn- 
ment for his bride. Wedding announcements are rich 
opportunities for suggesting sterling, glassware and 
other items for the home. The date should be recorded 
so that other notes may be sent as anniversaries roll 
around. Holidays throughout the year will, of course, 
suggest many slants toward various jewelry items, with 
special play on birthstones of the month. 

For convalescents, I sent notes directly to the hospital, 
a “Get Well Soon,” omitting any advertising and letting 
the thought be the germ. People were surprised and 
interested to receive such a thought from a business firm. 
Its very unusualness made a deep impression. 

Items about out of town visitors were also fruitful 
ground. People are surprised and delighted at receiving 
unexpected mail in a strange place. They take it as @ 
friendly gesture to get a note suggesting a bit of novel 


jewelry as a souvenir of their visit. These encounters 


were often amusing as well as lucrative. One lady 
handed me a note I had sent and said, “Here this is. 
I thought since you wrote, I better come in. What does 
it mean?” 

But she did come in and I did sell her! 
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Price Leaders Build Hollowware Sales 
of sterling hollowware and even flatware 
has originated from the purchase of salt and pepper 
kers at Swope's, Washington, D. C., jewelry store. 
a the theory that many customers would enjoy an 
aay to give gitts of sterling silver, or even 
se silver, but hesitate to enter the jewelry store 
through the fear that even the smallest item will run 
‘nto too high a price range, Swope s maintains two glass 
shelves at the right of the entrance, which feature ster- 
ling and plated silver salt and pepper shaker sets from 
$1.95 to $4 per item. Similarly, twelve or more ex- 
amples of finely-patterned, polished sterling silver 
shakers always appear in the rear of the main display 


Many a sale 


window. . 
“From a starting point like this, we are often able to 


trade up the customer into buying higher priced silver 
sifts, or purchases for their own use, Jerome Proper, 
store manager, stated. “The customer who intends to 
spend $8, for example, for a salt shaker and pepper 
shaker, can be sometimes easily stepped up to cande- 
labra, sterling trays, pitchers, sugar and creamer sets, 
etc.” 

Therefore, the sterling and plated silver displays of 
the store are concentrated in counter cases which lead 
away from the two-shelf fixture inside the door. One 
case is devoted to plate, another to sterling silver, each 
with a wide enough price range for almost any cus- 
tomer’s pocketbook to be suited. In the case of pro- 
spective brides, who stop to admire the shakers and 
smaller items in the display, it is simple for salespeople 
to transfer their attention to the flatware display in 
still a further case. 

“We make a policy of always showing sterling or 
plated silver gift suggestions particularly for weddings,” 
Mr. Proper said. “Almost any sale of a sterling silver 
item can be considered the groundwork for others. 





NEW TAXES WOULD ADD TO SALES BURDEN 
(From page 332) 


but withheld specific recommendations pending a report 
by a commission studying the state’s revenue problems. 

A sales tax also was proposed in Pennsylvania, al- 
though Gov. James H. Duff indicated he would make 
every effort to avoid such a levy. Pennsylvania’s revenue 
problems were under study by a joint legislative com- 
mittee, with selected sales taxes seen as a possible al- 
ternative to a new general sales tax or a state income 
tax. 

Introduced in the New York State legislature, but 
given little chance of passage, was a bill calling for a 
* per cent sales tax, exempting food and medicine, to 
raise revenue for allocation to upstate municipalities. 
New York City, which already has its own local sales 
tax, would be exempt from the measure. 

A 3 per cent sales tax was proposed in South Caro- 
lina as a means of raising from $6,000,000 to $8,000,000 
4 year for increased pay to school teachers. Gov. J. 
Strom Thurmond announced his opposition to a sales 
tax, but indicated he might sign such a bill if it were 
passed by the legislature. 

Future consideration by the New Hampshire legis- 


lature of a general sales tax and a graduated income. 
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: : TAG i 
TRING 


KWIK-STIK : 


SELF ADHESIVE RING TAGS 
GUARANTEED TO HOLD TOGETHER IN ALL CLIMATES 


Patent Pending 


ANS Sos 
ANOS 


VALET 


No messy handling 
Does not hgve to dry 


















e NOW IN 
MULTIPLE SHEETS 


e TYPEWRITER SIZE 





KWIK-STIK tags are ready for instant use WITHOUT 
moistening. KWIK-STIK has your rings labeled and priced 
in no time. Thé clean white paper will not be soiled 
by wet fingers. 





When your customer selects a ring and wants to try it on: 
DON’T TEAR THE TAG OFF AND THROW IT AWAY as you 
did with the old-type gummed tag. Simply separate the two 
circles of the tag and remove it. Then use the same tag 
again when you return the ring to the tray. Saves you a lot 
of new tags, time, writing, and prevents mix-ups within 
your merchandise. 


DIRECTIONS FOR USE. 


Im Pluck sug off sheet. 

2- Peel off brown backing. 

3- Press two circles of the 
dumb beli together. 








4 


KWIK-STIK RING TAGS 
COME IN TWO SIZES: 
No. 101 for THIN shanks 














No. 102 for HEAVY shonks 
ORDER YOUR SUPPLY OF KWIK-STIK RING TAGS TODAY 
SOLE MANUFACTURERS: 
INDUSTRIAL SPECIALTY COMPANY 
175 FIFTH AVENUE * NEW YORK 10, N.Y. 


=e e222 eee @ & comp =e eececeea & ee eceeneace 


INQUSTRIML SPECMLTY COMPARY. 178 FH8TH Avenue 
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KINGSLEY 


WORLD’S FINEST MONOGRAMMING MACHINE 





STAMPS EVERYTHING 
including 
Fountain Pens 
Leather Goods 
Writing Papers 
Book Matches 
Napkins 

Xmas Cards 
Gift Items 


Right in your 
own sfore 












WHEN YOU BUY A KINGSLEY, 
you get a time tested, trouble-free machine 
and a reliable source of type, foil and service. 
More than 12,000 Kingsleys now in use. 


Write for Catalog and Ideas 
on Monogrammed Promotions x 
Ku fa EASY TO OPERATE 


STAMPING MACHINE CO. 


HOLLYWOOD 28, CALIFORNIA 








SELL your proouets 
at omy 2¢ per PHOTO! 


Famous for highlighting 
every fine detail, Moss Photos 
are the Jewelry Trade’s star 
salesmen. 
Just send us a photo, nega- 
tive or merchandise to be 
photographed and desired 
sales copy. Within 24 hours 
your detail — perfect glossy 
photos, complete with sales 
message, are on their way to 
you — all set for a 1c mail- 
ing anywhere in the U. S. 
Postcard size in 1,000 lots 2c each. 
8 x 10's in quantity Se each. 


Studio Shots $5 up. 


Write for Price List J 
ond Free Samples 




















~~ a. |S \ : 


moss i 


New York, N. Y. ar i 
PHOTO SERVICE 


Uy 
155 West 46th St. / 
BR 9-8482 











350 








manufacturers 


OF PRECIOUS 
JEWELRY: 


do you make 
unusual jewelry 


which can be featured in class 9 
magazine and newspaper advertising « 






Our client, a Fifth Avenue retailer, 
seeks sources of imaginative and unusual 
jewelry, jewelled or plain, gold or platinum, 


for advertising and promotion. 


Write full details, include photos if 
possible, for interview with buyer. 


|. H. DUFINE COMPANY 


ADVERTISING 
103 Park Avenue, New York 17, N. Y. 





FOR HONEST RETURNS 


IN 


SWEEPS 
FILINGS 
SCRAP 


PLATINUM 





GOLD 
JOSEPH B. COOPER & SON 





Refiners & PRECIOUS 
Smelters METALS 
OFFICE: 
FACTORY: 26 JOHN STREET 


BROOKLYN, N. Y. NEW YORK CITY 
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tax, with possible action meanwhile on a “luxury” tax, 
sh recommended in a report by a state legislative 
interim commission on state finances. 

Consideration of the long-range potentialities of sales 
and income taxes was similarly recommended to the 
Nevada legislature by Gov. Vail M. Pittman, who sug- 
ested, however, that the state’s immediate revenue 
needs be met through a cigarette and tobacco tax, and 
‘ncreases in the state’s liquor and gambling levies. Op- 
position to any immediate sales tax was subsequently 
expressed by legislative committees, which, like the 


governor, saw no need for such action by the 1947 ses- 


sion. 
THREE PER CENT IN GEORGIA, OREGON 


Three per cent sales taxes were proposed in Georgia 
and Oregon, while a bill introduced in the Montana 
legislature called for a 2 per cent sales tax on all retail 
business. Other states in which sales taxes were pro- 
osed included Missouri and Nebraska. Reenactment of 
North Dakota’s sales tax on a permanent basis was 
urged by Gov. Fred G. Aandahl. 

Alabama’s sales tax will be an issue when that state’s 
legislature convenes in May, following a current recess 
during which interim committees are at work. New 
revenue possibilities suggested by Alabama Revenue 
Commissioner Philip J. Hamm include increasing the 
present 2 per cent sales tax and addition of a one- 
eighth of 1 per cent on wholesale transactions along 
with removal of the present exemptions in the sales tax 
law. A State Revenue Survey Commission, created by 
the 1945 Alabama legislature, has recommended broad- 
ening the sales tax base to include gross proceeds from 
the retail sale of all tangible personal property and 
other steps to tighten the measure, including discon- 
tinuance of the 3 per cent discount now allowed for 
prompt payment. 

An increase of 25 per cent in New Mexico’s sales tax 
was suggested. A Wyoming bill called for a sales tax 
increase, from 2 to 3 per cent, to raise funds for pub- 
lic education. An increase from 2 to 3 per cent in Iowa’s 
sales tax also was proposed, with similar suggestions 
advanced in the State of Washington, Arkansas and 
West Virginia. Another West Virginia bill called for 
removal of the present 50-cent exemption of groceries 
under the consumer sales tax law. 


Both increases and reduction of California’s sales tax 
was proposed. Gov. Earl Warren, however, was back- 
ing legislation to continue in force for another year the 
reduced rates of the sales tax and other general fund 
levies which were cut, at his request, in 1943 and again 
held down in 1945. 


TAX REDUCTION MEETS OPPOSITION 


Proposals for reduction of Ohio’s sales tax, despite 
pre-election support from Gov. Herbert, ran into strong 
opposition pressures, with political observers predicting 
that the rate was virtually certain to be left at the pres- 
ent 8 per cent. A proposed reduction in North Caro- 
lina’s sales tax rate, from 3 to 1 per cent, was voted down 
by the joint legislative finance committee. 


(Please turn to page 371) 
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Magnificently | different are Flight 


* No. 1000 1/10 —12K 
pold filled frame. Ground and 
polished lenses. Pearl brow rest 
Also available with four base 
processed and polished lense 

Retail price. $9.95 


*® ARISTOCRAT 
12K. cold filled frame. Ground 
1d led fenses. Sem 
available with four 
¢ and polished 


Retail price. $12.90 





sun glasses—flawlessly made from 


faultless materials . . . styled to 
offer maximum visual sales appeal 
. . greater satisfaction to your cus- 
tomers, greater profits to you. 


%& Each 


aL alae me lale meal 


Display 


Taletnaleltiolin 


availabl: 
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| Mayes New 


|. "Oracle," newest addition to line of electric clocks 
of Westclox Div., General Time Instruments Corp., stands 
6/4," high with gold-covered metal case. Retails for $15. 


2. Suggested as a selling item for jewelers or as a pro- 
motional item as gifts to brides, this book relates the 
traditions and customs of marriage ceremony. Published 


by H. L. Lindquist, 2 W. 46th St., N. Y., $5.00 per copy. 


3 Heirloom Sterling Div., of Oneida, Ltd., Oneida., N. Y., 
have just introduced this “Damask Rose" pattern which 
traces its inspiration back in time some 20 centuries. 


4. Curved to fit the wrist, the Wristmaster has 17-jewel 
movement, 14K gold case and bracelet. Styled by the Nas- 
trix Watch Co., I! E. 47th St., N. Y., it retails for $375. 


5. Two new watchbands from Jacques Kreisler Mfg. Corp., 
North Bergen, N. J., are the "Kingflex," bottom, and the ' 
ladies’ basketweave, both in yellow, pink, or white gold. - 


6. Dalkeen's “Aristo-Flex'’ necklace and bracelet in 1/20 
12K gold filled on nickel, retails for $19.95 and $12.95, 
respectively. Dalkeen, Inc., 1717 Sansom St., Phila., Pa. ' 
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ling Item In MARCASITE JEWELRY 
Tl HOLDERS 
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707 — $13.50 KEYSTONE ' Geta aS . £ sy $1440 keveuneel 


An ideal personalized gift for men — most appropriate for Father's 
Day, Graduations, Birthdays, Anniversaries, the Best Man and Ushers 


at Weddings. 


Hand set, genuine Marcasites, in Sterling Silver Mountings — Rhodium 
Plated. 3 


We also make a distinctive line of Marcasite Earrings, Bracelets, 
Brooches, Rings, Pendants and Cuff Links. 


All goods will be shipped the same day that the order is received at our 
‘factory in Newark. 


FRIGERIO DIAMOND TOOL CO. 
Manufacturers ye ine Marcasite Aewelry 


93 LAFAYETTE STREET NEWARK 5, N. J. 


FOR ‘APRIL, 1947° = * 
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|. Six-piece vanity set designed as jeweler's promotional 
item is available in assorted pastel colors at $1.95 per 
set for minimum. order of twelve. Newspaper mat fur- 


nished. From L. Luria and Sons, 160 Fifth Avenue, N. Y. 


2. Made of jeweler's bronze in satin and high-polished 
finish, this “Half Moon" compact retails for about $7.50. 
Made by Kotler & Kapit, Inc., 303 Fifth Ave., New York. 


3. Tie clip called the “Tri-Slide," has bar with three in- 
terchangeable ornaments which slide on the prongs and 
click into place. $2 retail. Anson Products, Providence. 


4. Braided seed pearl choker, bracelet and earrings are 
handmade, first two with rhinestone clasps. Choker and 
bracelet retail at about $14; earrings, $4. Available 
from Lillian Barkow, 607 South Hill Street, Los Angeles 14. 


5. Fashioned of gold-finished sterling, these earrings and 
pins are set with rhinestones and colored stones in an 
assortment of colors. Pin wholesales for $24.50; earrings, 
$9.50. Maresca Jewels Co., 191 7th Avenue, New York. 


6. Diamond weave watchband for ladies in either 1/20 12K 
yellow or pink gold filled or rhodium finish. It retails for 
$9.50. M. F. G. Watch Band Co., Inc., 98 Canal St., N. Y. 
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FATHER’S DAY 
1S JUNE 195 












At the Office 
in the Den 





















































ACTUAL SIZE 
SILVERGLOW AUTOMATIC 
DESK SIZE $8.95 
























































Territory 
PLEASE ORDER LIGHTERS 
pen THROUGH YOUR JOBBER 
Manufacturers’ Write us direct for 
Representatives details of Father's 
Write ! Day advertising Nu 














POCKET SIZE 
SILVERGLOW AUTOMATIC S5.50 


ORY dd YO) & SHARP MFG. CO. 1647 Victory Blvd. Glendale 1, Calif. 


promotion. 


























Promotion of special store events focuses 


ALTER R. THOMAS recently offered a_ prize 
of a $750 diamond watch or diamond ring to the 
contestant submitting the winning name for the beautiful 
gift department of the Walter R. Thomas, Inc., store 
at 28 Broad Street, S. W., Atlanta, Ga. The “Name It 
—Our Beautiful Second Floor Gift Department” contest 
was an event of outstanding interest in Atlanta and 
neighboring cities, and was one of the most successful 
promotions staged by this organization since its spec- 
tacular and widely-publicized opening last spring. 
Some 7,000 persons visited the store during the con- 
test to obtain'entry cards which were available only 
upon request in the gift department. 
The official entry card carried this information: 
“After visiting the second floor Gift Department 
of Walter R. Thomas and Associates at 28 Broad St., 
S. W., I should like to submit the following name for 
tis Gemattenent:: obo cee cow tee wees iia ee 
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Contest. Demonstration 


Hundreds of school girls in ad- 
dition to adults visited store 
to view demonstration of making 
of Gort Bone China by Margaret 
Kadisch, shown here holding dog. 


by RUBY BENTLEY 


Both Atlanta newspapers carried 
large ads inviting the public to 
visit store to see demonstration. 


















You ore cordially invited 
to attend © demonstration 
of - 


by 
MARGARET KADISCH 


“The Magie.s4 * 


Gift Department 
OF OUR 28 BROAD ST. 
JANUARY 16-17-18 
9:30-12 les 


Miss Kedisch will demenstrete ond distum the 


ceremics which compere 
feverebly with the world’s finest pieces. Dea’t 
ass 











Center Interest on Gifts 


Special letters (below) were 
sent out to teachers of Home 
Economics classes in schools, 
inviting them to bring their 
classes to view the showing. 
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Dear Biee Willian, 
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© eno 
* Gort Bone Chine * demonstrate Kise 


“Tne ! in es the 
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ence. e ony 
Sincerely geuse 
Salter a. Th 


It is understood that if the name submitted is ac- 
cepted and used it shall become the property of Walter 
R. Thomas and Associates, Inc., and in return for this 
I will receive a beautiful $750 platinum diamond 
Harvel wrist watch. 

(Bigmead) ....... Teese ae 
OCR OO Oe eee e a cl 


Large, attractive newspaper advertisements in both 
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Unusual wall display effect in Thomas 
“Magic Attic" flank fireplace in cen- 
ter of room. Other giftwares are set 
on tables and in glass-shelved cases 
arranged on both sides of department. 


Over 7000 entries were submitted 
‘n response to ad announcement of 
contest to name new department. 
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Everyone who submitted a name 
in contest was thanked by per- 
sonal letter from store and 
given a courtesy credit card. 


1654 North Decetur —, _ 
“pacific and 6 gtuden 


Georgi* Evening Colleg® 
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the Atlanta Journal and Atlanta Constitution Sunday 
editions for several weeks carried the message to the 
public that the store was offering the prize. The adver- 
tisement also asked the public to listen to the regular 
Walter R. Thomas radio broadcast over Atlanta’s 
WAGA at 12:45 p.m. for full information on the contest. 
On this regularly-sponsored Thomas program, spot an- 
nouncements told listeners how to obtain an entry blank, 
and the winner would be revealed on the broadcast on 
December 22. 

Over 7,000 names poured into the Thomas store be- 
fore the contest closed. The winner was presented with 
the prize for the winning name, “The Magic Attic,” 
during the broadcast and was interviewed briefly by 
the announcer. 

However, the promotion did not end with this award- 
ing of the prize. All entry cards had been carefully 
filed and some 10 days later each contestant received a 
letter, signed by Mr. Thomas, as follows: 

Dear Contestant: 

The judges have voted that the winning name of 
our second floor gift department is “The Magic Attic.” 
The winning contestant was Mr. Charles Gillespie, of 
1654 North Decatur Road, N. E., a veteran of the 
Pacific and a student at the Georgia Evening College. 

We want you to know that we gave consideration 
to your suggestion in this contest and that your in- 
terest was deeply appreciated. 

We hope that if you are not now a customer at our 
store you will join up with that large number who 
have already made this new venture an outstanding 
success. For your convenience, we have opened an 
account in your name on our ledgers and trust that 
you will use it soon. As evidence of this we are en- 
closing our usual courtesy credit card. 

Again, thanks for your interest. 


Sincerely yours, 
Walter R. Thomas. 
Enclosed with this letter was an approved “Courtesy 
(Please turn to page 372) 
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1. Pepper-mill set in Imperial's Cape Cod glass, re- 
tails with supply of peppercorns at $8.50; mill alone, 
$5.95. Made by George S. Thompson Corp., Los Angeles. 


2. Console set in Concorde China—I1" bowl ($20 retail) 


and 8!/," vases ($15 each); antique finish, gold trim and 
handles. From Herman C. Kupper, Inc., 39 W. 23rd St., N. Y. 


3. Metal-plated baby shoe mounted on ash trays, book- 
ends, placques; mounts finished in natural wood, bronze 
or lacquer. From Acme Bronze Co., 3410 Club Drive, L. A. 


4. Morocco leather wallets and billfolds with sterling 
silver trim; other leathers, too. Retail, $13.50 to 
$75. From Sandley Merchandise Corp., Los Angeles, Cal. 


5. Ladies’ desk set for home use, traditional in design 
finished in pewter with bronze beading; retails for $59. 
By Smith Metal Arts Co., 1721 Elmwood Ave., Buffalo, N. Y. 


6. Made of spun copper, this student lamp has maroon 
flock or natural parchment shade; 15!/2" tall, retail $10. 
Part of new line from Rubel & Co., 225 5th Ave., N. Y. C. 
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TIFFIN pays tribute to your 
good taste. A crystal vase of 
gem-like brilliance . . . crisp 
of line... exquisitely pro- 
portioned... delicately 
carved with the rhythmic 


figure of a flying goose. 


UNITED STATES GLASS CO. 


TIFFIN, OHIO 
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|. New is this “Crystolite’’ console set, with I!" blown 
bow! with cut bottom ($4 retail) and matching candlehold- 
ers ($1 each). From A. H. Heisey & Co., of Newark, Ohio. 


2. Made of translucent Lemeige China are these sets, the 
coffee set $21: chocolate set $21: and Dresden teaset $/8. 
From Jerre Podorson, 512 W. Seventh St., Los Angeles, Cal. 


3. These salts and peppers in two popular pressed designs 
"Candlewick" and “Cape Cod,"' may be retailed for about 
$1 a pair. From the Imperial Glass Corp., of Bellaire, Ohio. 


4. Remarkable for its detail is this two-tone bronze sad- 
dle horse in sizes from 3'4" to 14", to retail from $2 to 
$43.50. By Trophy-Craft Co., 249 N. Reno St., Los Angeles. 


5. Ideal baby gifts, these miniature photo frames in Carr 
Craft's new "Golden Glow" line may be retailed from $1.50 
upward. By M. W. Carr Co., Inc., West Somersville, Mass. 


6. From Alliance Brass Works, this solid brass hurricane 
candleholder with cut glass chimney (clear or ruby) re- 


tails at $8. Sold by R. Aberli, Jr.. 225 5th Ave., N. Y. 
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The Trade Mark of 
Goldscheider-Ever- 
last Corp. Makers 
of World Re- 
nowned Fine China. 


AS FINE AS OLD CHINA 


Reflecting the traditional beauty of age old Chinese culture, these lovely 
figures represent the highest achievement of the modern ceramist's skill, 


proof of their makers right to the title "The Royal Family of Ceramics." 
No. 894/5—12'/2" high—Price $25.00 pair 


Home Office and Showrooms: Chicago Showrooms: 
225 Fifth Avenue 1216 Merchandise Mart 


NEW YORK 10, N. Y. CHICAGO 54, ILL. 
EXCLUSIVE 


Western Showrooms: Toronto Showrooms: 
SELLING 527 West 7th Street The Hopkin-Morgan Co. 
AGENTS LOS ANGELES 14, CAL. 6 Wellington Street East 





FOR APRIL, 1947 








eee ranean eran Sierras 


Morne tare 
Smee aoa 


l. In 4 different colors, this hand-made ceramic cigarette 
set retails at $7.50; bonbon dish, $2. Immediate delivery. 
From Ebeling & Reuss Co., 707 Chestnut St., Philadelphia. 





2. Rouge Royale in color, this Carlton Ware inkwell from 
England is decorated with hand-enameled design and gold, 
$17.50 retail; without enameling, $7.50. From showrooms 
of Fondeville & Co., Inc., 149 Fifth Ave., New York 10. 


3. Pressing the plunger whirls ashes out of sight in this 
new Lido "Spin-A-Way" ash tray, made of solid bronze with 
cork-lined base. From Rexon, Inc., 295 5th Ave., N. Y. 16. 


4. This 12" lily pond and matching duo candlesticks are 
decorated with the "Romance" etching, and may be retailed 
at about $10. From Fostoria Glass Co., Moundsville, W. Va. 


5. Made in 4 colors and 4 types of glass—plain, crackled, 
teardrop and optic—these drinking accessories are in Blue 
Del glass from Spring Valley Glass Co., Huntington, W. Va. 


6. Decorated with colorful nursery rhymes and trimmed in 
red, this child's set in china may be retailed for about 
$1.30. From M. B. Daniels & Co., Inc., 31 W. 27th St., N. Y. 
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LUXURY AT A LOW PRICE 2002E 


$24 Doz. 
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DISTINCTIVE, HANDMADE 
EARRINGS IN SHIMMERING 


Seed Pear l; ; 


Here’s something new in pearl earrings— 
seed pearls* delicately strung on wire 


for lasting beauty. Pearls sell the year around 


.-.for all occasions...all ages! 


ADD TO YOUR PROFIT PICTURE WITH 
LILLIAN BARKOW HANDMADE ORIGINALS! 
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1. A hand-sculptured Clematis’ pattern, plain or tinted, 
decorates this new stemware line; it is also made with ruby 


bowl. From Duncan & Miller Glass Co., 200 5th Ave., N. Y. 


2. Designed by Gladys Brown, sculptress, these Mare and 
Colt book-ends are in bronze plate, 5!/4," tall; ready for 
immediate delivery. From Dodge, Inc., Los Angeles, Cal. 


3. This “Antique” design on the Washington Colonial din- 
nerware shape, with flower center and 22K gold trim, is 
available in 53- and 94-piece sets; good delivery. Dis- 


tributed by Vogue Mercantile Co., Inc., 9 E. 26th St., N. Y. 


4. Gaily decorated with flowers, these items are part of a 
new group of boudoir accessories in Kaolina China by Max 
Schonfeld. From Wm. H. Fenton Co., 366 Fifth Ave., N. Y. 


5. "Patrician" is the name of this new design in ceramic 
decorative accessories with gold decorations against blue 


or white. Made by the Chadwick China Co., Trenton, N. J. 


6. Bruce Fox made these hand-worked aluminum smokers 
items in sports motifs; ash tray $15 retail; humidor $21; 
box, $12.50. From Sun Glo Studios, 225 5th Ave., N. Y. C. 
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by MADELINE LOVE 


O the members of your sales force know their mer- 

chandise? Do they have enough background in- 
formation on present-day production problems to be able 
to talk intelligently with their customers? The consumer 
today is curious about the reasons for high prices, and 
why he must wait for the goods he wants “all this time 
after the War is over!” He is also far more interested 
today than he was yesterday in the story behind the 
merchandise, itself—its quality, its durability, its style, 
the reliability of the manufacturer. 

You, as head of the store or head of the department, 
know the answers to all of these questions, of course. 
But your salespeople will not know unless you discuss 
it with them. And many a sale is lost during that awk- 
ward moment when the customer recognizes the sales- 
person’s lack of knowledge, and correctly interprets it 


as indifference on someone's part. 
* & * 


ISHER, BRUCE & CO., of Philadelphia and New 

York, gave cocktail parties for the press and the 
trade on March 23 and 25 at their New York show- 
rooms, 1107 Broadway, to preview the newly re-decor- 
ated setting for their displays of Orrefors glass from 
Sweden and their various lines of dinnerware from 
England, Italy, and this country. Occupying a generous 


share of space, the Orrefors room is done in restful tones 
of slate blue and gray, highlighted with occasional pieces 
of Swedish furniture in gray and yellow, and the glass 
is shown in curving fixtures with “cold” lighting which 
brings out all of the beauty of the ware. The floor is 
covered with gray-blue carpet and the whole effect is 
one of simple elegance. The china and earthenware lines 
are displayed in small, brightly lighted bays finished in 
two tones of rose and gray. A circular fixture in three 
different levels adds interest to this section of the 


showroom. 
* * 


ONSTRUCTION of a $215,000 addition to the 
plant of the Fostoria Glass Co., Moundsville, 
W. Va., has been started. It is expected that this will 
increase Fostoria’s total capacity by 20 per cent, and 
it will be given over entirely to production of stemware, 
according to W. F. Dalzell, president of the company. 
Fostoria’s chief technical engineer, W. Foss Curtis, is 
in Europe now making a tour of glass factories in 
England and on the Continent, giving special attention 
to the production of lead glass. With him is Chester R. 
Austin of the Battelle Institute, Columbus, O. 
* * * 
ORRECTION: By error, the retail price of the 
Whittaker Micro 16 camera, which was illustrated 
in our March issue, was given as $19.75. The correct 
retail price is $29.50, including tax. 
* = <* 
ACQUES SCHWALBE, president of Rexon, Inc., 
and of Dick Swift Pipes, Inc., is introducing the 
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19 East 26th Street 





from CZECHOSLOVAKIA... 


| To COMPLETE LINES 





Paul A. Straub and Co., Inc. 


of 
HAND-CUT andPOLISHED 
GLASSWARE 


Pepper & Salts, Ash Trays, 
Cigarette Boxes, Cigarette 
Sets, Condiment Sets, Perfume 
Bottles, Cordial Sets, Vanity 
Sets, Decanters, Candy Boxes, 


etc., etc. 


New York 10, N. Y. 
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LEADING 
AMERICAN 
LINES 


@ POTTERY 
@ FANCY GOODS 





@ GLASSWARE 
@ DINNERWARE 


Supplemented by 


@ FRENCH BRONZES 
@ VENETIAN VASES | | 
@ HAND SCULPTURED GLASS FIGURES 


@ ENGLISH DINNERWARE AND TEA- 
POTS 


@ CZECHOSLOVAKIAN CASED GLASS-— 


WARE AND CHINAWARE 
@ ITALIAN ALABASTER FIGURES 
@ BOOK ENDS, Etc., Etc. 


(Some of the above lines from stock) 


GEO. BORGFELDT CORPORATION 
44-60 East 23rd St. Tel. GR 7-0400 New York 10, N. Y. 














A WHALE OF A BUY 


in a whale of a big cup and saucer 


JUMBOS 


from Italy 
GAY! CHEERFUL! BRIGHT! 


Flowers, Fruit and a Proud Cock 


$15.00 Dz. net 


THE LITTLE-JONES CO. 


15 West 24th St. 





New York 10, N. Y. 
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Warranted 22 Kt. Gold Decorated 


PORCELAIN SALT & PEPPERS 


Here is the ideal "Gift for all Occasions" designed 
to meet the demand for something impressive look- 
ing, yet not too expensive. 


They come in standard size for convenient table service. . 


$12.00 doz., pairs 


(Minimum 1 dozen pairs)—F.O.B. New York 


ATLAS CHINA CO.., Inc. 


27 WEST 20th STREET NEW YORK 11,.N. Y, 














DIRECT IMPORTS— by DANIELS 


Sparkling Crystal Cruet Sets 
and Cruets 


from Czechoslovakia 


TOP—Left to right 

No. 9/118—3 x 4''"—@ $14.40 dozen sets (4 pieces). 

No. 9/116—3 x 634"'—@ $16.20 dozen sets (4 pieces). 

No. 9/119—6!/2 x 7!/4""—@ $2.75 set (5 tho! and $30.00 dozen sets. 


BOTTOM—left to right 

No. 9/12I—2!/. x 7""—@ $30.00 dozen pair. 

No. 9/11I7—5 x 534""—@ $3.50 set (5 pieces) and $39.00 dozen sets. 
No. 9/120—7-x 7!4"'—@ $3.50 set (3 pieces) and $39.00 dozen sets. 


In stock for delivery 


M. B. ‘DANIELS & CO., Inc. 


31-37 West 27th Street New York I, N. Y. 
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new line of pipes this month at the NATD convention 
in Chicago, and Mr. Swift will be on hand to discuss 
t with dealers. The new Dick Swift pipes are in four 
styles, ranging in retail price from $10 to 825, all made 
of carefully-selected briar and equipped with removable 
de-nicotinizer. At the convention, too, Rexon will in- 
troduce its new Lido “Spin-A-Way” ash tray. 
% & & 

VEN though you’ve just got back your breath after 

a circuit of the spring gift shows, you probably 
want to know as soon as possible about the fall shows. 

One of the latter is a show of china, glass, pottery, 
lamps, and gifts set for the William Penn Hotel in 
Pittsburgh from July 6 to 10, under the management 
of John M. Hammer, with display space in fourth floor 
rooms and in booths in the ballroom. The other new 
show will be held in New Orleans, with gifts and jewelry 
on display from August 17 to 21° at the Jung Hotel. 
Allied Exhibitors, Inc., of Los Angeles, are sponsoring 
this show, in addition to their similar shows in Dallas, 
Denver, and Oklahoma City, selecting New Orleans 
because of its growing importance as a Center and 
South American export market. 

Other show dates are July 8-11 for the Southeastern 
China, Glass and Gift Show in Atlanta, Ga.; July 7-11 
for the Chicago Lamp Show at the Palmer House; July 
21-25 for the New York Lamp Show at the New Yorker 
Hotel; July 27-August 1 for the California Gift and 
Art Show in Los Angeles; August 4-15 for the Chi- 
cago Gift Show at the Palmer House, and the same 
dates for the Merchandise Mart China, Glass and 
Pottery Market; August 24-28 for the Ohio State Gift 
Show at the Deshler and Wallick Hotels in Columbus; 
August 25-29 for the New York Gift Show at the New 
Yorker and Pennsylvania Hotels; August 31-September 
§ for the Allied Gift and Jewelry Show at the Adolphus 
Hotel, Dallas, Tex.; August 31-September 4 for the 
Detroit Gift Show at the Statler Hotel; September 1-5 
for the Boston Gift Show at the Statler Hotel; and 
September 8-11 for the Mid-South Gift and Housewares 
Show at the Ellis Auditorium, Memphis, Tenn. 

%* & 

NEWSETTES: Russell Mooney, of Hollywood Glass- 

crafters, Hollywood, Calif., has announced that 
Frederick L. Bach, Jr., formerly of Washington, D. C., 
one of the few expert copper-wheel engravers in this 
country, has joined the Glasscrafters staff and will train 
workers in this form of decorating glassware and tum- 
blers. A. J. Van Dugteren & Sons, Inc., New York, 
have been appointed sole distributors in the United 
States and Canada for the lines of glass tableware and 
accessories made by J. & L. Lobmeyr, of Vienna and 
Steinschonau. The Lobmeyr factory, which was estab- 
lished in 1828, was re-opened for business last year, 
and the glassware is expected to be ready for delivery 
early in the summer. 

Mrs. J. Leo Grogan, New York, sailed March 22 for 
atwo months’ giftware buying trip to England, France, 
Czechoslovakia, Switzerland, and Italy. S. S. Sarna, 
New York, expects to receive his first shipment of 
Javanese and Balinese merchandise in time to make 
retail deliveries early in May. The Zangs Co., Mer- 
chandise Mart, Chicago, has been named Chicago repre- 
sentatives for the Sarna firm. 
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AS LOVELY AS JEWELS 


Fine Stafford BONE CHINA marks the quality of 
this lovely coffee set, a definite item for jewelry 
shop turnover. The tall coffee pot, the sugar and 
creamer and the delightful demi-tasse cups form a 
combination hard to resist. Hand decorated with a 
black rose design, the leaves and trimming come in 
a charming contrast of either gold or silver. 


Ge eS ss ew ts $10.00 each 
Sugar & Creamer...... $6.00 a set 
Demi-Tasse Cups .. $36.00 a dozen 


PRICES ARE WHOLESALE F.O.B. N. Y. CITY 


Send for circular of our large as- 
sortment of demi-tasse cups from 


$1.50 wp. 


DECORATIVE ACCESSORIES INC. 


N. Y. 10, N. Y. 
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Again available . . . : Extra heavy gleaming silverplate on copper, 
with exquisitely hand-cast hand-applied Georgian trim that assures 

_ lasting perfection. — | : 

| king George ie. + $0 typically traditional of the warmth and splen- 

; dor of the Georgian era is re aptured by Dodge fine silversmiths. Send 
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‘‘Air robs pepper of its zestful thrill; use 
it, like coffee, fresh-ground from the mill’’ 


. 


* 








Olde Thompson 


CRYSTAL PEPPER MILL and SALT SHAKER 
SET 


Patio, breakfast-room and formal dining useful- 
ness, and a touch of distinctive, table grace are 
creating a nationwide demand for Olde 
Thompson pepper mills and matching salt 
shakers. Imperial’s “‘Cape Cod” style, pictured 
above, is fashioned in lovely crystal glass with 
all metal fittings of gleaming polished chrome, 
for smartness and long use. Combination, $8.50 
retail. Pepper mill, separately, $5.95. Free pepper 
berries\ included. Catalogue showing other 
unusual designs on request. 


GEORGE S. THOMPSON CORP. 
509 South Mission «+ South Pasadena, California 
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New! Different! Beautiful! 


WATCH 
DISPLAYERS 


Spring Steel Arm 
All Velvet Covered 





Give your watches more glamour and 
appeal with these handy self-selling 
displays. 

Designed to fit all watches, both 
ladies’ and gents’. 

Base and arm velvet covered .. . 
exquisitely tailored . . . can't mar or 
scratch fine watches. 


Special concave-balanced base in- 
sures rigidity of displayer. 

Watches are held securely, released 
quickly. 










# 13 |—single—$2.25 ea. 
# 132—double—$2.75 ea. 
# 134—quadruple—$3.25 ea. 


FOB Hollywood 


Immediate Delivery 
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ESPECIALLY... 
FOR THE WATCHMAKER 


Send for this authoritative work on watch repairing 


PRACTICAL WATCH REPAIRING 


Written by 
Donald deCarle, F.B.H.I. 


This book of 300 pages, with over 550 specially drawn 
illustrations, deals with the examination and repair of the 
lever watch (with pin-pallet and English lever watches in 
addition) in intense and clever detail. The author dis- 
closes secrets of craftsmanship acquired in a lifetime of 
study, of practical work at the bench and as an executive 
of a large horological repair shop. The lucidity and plain 
speaking can be readily understood by both novice and 
craftsman. 


Price $5.00 Postpaid 


THE JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd St., New York 17, N. Y. 


Check or money order must accompany all orders. Do not send cash. 
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‘NEW TAXES WOULD ADD TO SALES BURDEN 


(From page 351) 


Introduced in the Arkansas legislature was a bill to 
levy a 2 per cent use tax on the sales price of merchan- 
dise bought outside the state for use, consumption or 
storage in Arkansas. It was estimated the measure 
would bring $700,000 annual use tax revenue and add 
$3,000,000 to sales tax collections. 

A use tax to yield an estimated $2,000,000 a year in 
extra revenue was under consideration in Indiana, but 
Gov. Ralph F. Gates indicated his administration would 
drop the idea. Other reports from Indiana, however, 
indicated that an increase in the state's gross income 
tax, which has the effect of a sales tax, would be sought 
to provide additional funds for education. 





Sport Window Ties In Class Rings 


John Habegger, display manager of Baber’s Jewelry 
Store at Fort Wayne, Indiana, believes in capitalizing 
on the tremendous interest in that Hoosier madness 
known as basketball. It is pretty well known that when 
tournament time rolls around for the state’s high school 
teams, the Indiana populace can think of little else. 
And in Fort Wayne, the state’s second largest city, 
enthusiasm for the game reaches its peak. 





Photo ‘'blow-ups" of local basketball stars are used as 
a background for a class ring display at Baber's jewelry 
store, Fort Wayne, Indiana. 


This year again, as he has done annually for many 
years past, Habegger displayed photos of the 16 teams 
participating in the sectional tourney held in Fort 
Wayne. In addition, large cutout photo enlargements 
of the five Fort Wayne high school captains were in- 
cluded in the display which occupied the store’s “diamond 
window.” Considered one of the very best show window 
locations in Fort Wayne, the basketball display attracts 
daytime and evening onlookers who sometimes stand 
eight deep to get a look at the star performers. When 
one of the teams has emerged victorious in the initial 
tournament, Habegger gives the entire window over to 
displaying a photo-blowup of the winning team. This 
display remains as long as the team survives play in 
the super-regional and state final meets. Pictures are 
donated to the various teams and players and this has 
created a vast amount of good will for the store. 

Displaying the class rings of the five local high 
schools in the same window provides the clinching mer- 
chandising tie-up that is proving more successful each 
year, according to Mr. Habegger. 
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"RADIANCE 





xquisite in its breathtaking beauty and 


sparkling individuality, the durable texture of 
elegant RADIANCE adds a sumptuous note to 
jewelry gilt packages. Flexible, tarnish-proof, 
this dramatic silver or sold snake-chain cord 


is available direct from the manufacturers. 


TAFFEL BROS.,, inc. 


05 Madison Avenue * New York 16, N. » & 


Member, Jewelers Board of Trade 


E_» a SS SS 
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SS RRO amma SPECIAL EVENTS CENTER INTEREST ON GIFTS 
_awards for CHAMPIONS. (From page 851) 


Credit Card,” filled out with the contestant’s name and 
properly signed by F. L. Camp of the credit department. 

Included, also, was a handsome invitation to attend 
a demonstration of Gort Bone China by Margaret 
Kadisch on January 16, 17 and 18, from 9:30 to 19 
and | to 5. 

Both Atlanta newspapers carried large advertisements 
of this demonstration at the Thomas store, inviting the 
public to come in for this Gort presentation by Miss 
Kadisch. 

Special letters were sent out to the Home Economics 
teachers of Atlanta and nearby towns inviting each one 
to bring her class to The Magic Attic to meet Miss 
Kadisch and view this unusual ceramic demonstration. 

“If you will call Mr. Crawford or Miss Davis— 
Jackson 6497—they will be happy to see that you and 
your class are given an appointment on the day that will 
suit your convenience,” the letter stated. This arrange- 
ment for the various classes in Atlanta and environs 
made it possible to conduct uncrowded and more or less 
“individual” demonstrations. Art teachers, as well as 
the Home Economics teachers, brought in their classes 
because of the educational nature of the display. 

‘We scheduled some seven classes a day,’ Miss 
Aneilda Davis, manager of the department, said. “It 
was of great benefit to the students as well as other 
visitors to the store. We want to make friends with the 
school contingent for they will be tomorrow’s home 
owners and we want to make them our customers now— 
and later.” 

Miss Kadisch’s desk, with its molds and display 
pieces, was arranged in front of the department's un- 
usual shadow-box wall at the end of “The Magic Attic” 
to the right of the fireplace. Colorful and artistically 
arranged bowls of fresh flowers added to the beauty 
of this especially designed and decorated gift depart- 
ment, | 

Before the audience, Miss Kadisch demonstrated 
molding a small rabbit, explaining each process as she 
went along. The liquid Bone china “slip” was poured 
into the small plaster mold so the visitors could see the 
very beginning of this process. The slip was allowed 
to stand a certain length of time so that the plaster 
mold would absorb part of the moisture out of the clay 
slip, allowing it to form a layer along the inner wall 
of the mold. As soon as this layer had the right thick- 
ness, the mold was carefully drained of the excess slip, 
and the piece was left hollow. Each process was care- 
fully interpreted to the group. 

Miss Kadisch then explained how the piece was 
finished at the factory. 

“Gort is one of only a few firms in the United States 
that manufacture bone china figurines,” Miss Kadisch 
said, “and this demonstration at the Thomas store is 
their first showing in the South.” 

Of the contest and the demonstration, Miss Davis 
said: “I am very enthusiastic over the response we've 
had from the hundreds of people who came into our 
store. I feel that not only has our department gained 
| friends and customers but that the diamond, watch and 







TROPHY=j-CRAFT 
LAvwuaas-AHAOoOUL 


Trophy-Craft is back again in production of Sport 
trophies for all major events. Bakelite, metal o- 
wood bases. Write for new catalog. 


TROPHY-CRAEFT 
LaVUYUO-AHGOUL 


LaVuoO-AHdOUL 


TROPHY=CRAFT 


Modern trophy cups, spun designs, of “Goltone” 
metal (resembling 18k gold) throughout. With 
or without sport figure mounts. Write for new 
catalog. 


Trophy-Craft Co. 


TROPHY-=-CRAFT 


249 N. Reno Street, Los Angeles 26, California 








Jkavuo-AHdoud | 








372 THE JEWELERS’ CIRCULAR-KEYSTONE 

















silver departments have also benefited from the promo- 
People who came in to obtain their entry cards 
or view the demonstration usually took time to stop 
downstairs and look about. Many remembered some 
pieces of silver they needed to add to their place settings 
and the entire store, in my opinion, gained customers 
from this event—customers now sail customers for 


tion. 


tomorrow |” 





Linking Up With The Great Chicago Fire 


On the anniversary of the Great Chicago Fire of 
1871, Burnstines, Washington, D. C., drew instant at- 
tention to their diamonds by showing a cut of an old time 
hand-pulled engine rushing to a fire, and running an 
ad captioned: “Mrs. O’Leary’s Cow made history in 





Mrs. O’Leary’s cow 
made history in Chicago 
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for 5 years Burnstine’s $ had been 
making Diamond history 
with the world’s finest coms 


The flying heels of Mrs. O’Leary’s Bw 
cow upset.a lamp and set off the is 
great Chicago fire.. When news of “@ 
this catastrophe reached Washing: “Eo 
ton, Burnstine’s was in its fifth year, ee 

already well-known for diamond quality and prety ‘Tilus- 
trated: large perfect diamond with four brilliant side 
diamonds in natural or white gold fishtail mounting. 


RING ILLUSTRATED 3245 TAX INCLUDED 


OTHERS $30 TO $3,000 
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919 F STREET WW. Sewelers Since 1866 











Burnstine's ad capitalizes on history. 


Chicago in 1871,’ and went on to say, “For five years 
Burnstine’s had been making diamond history with the 
world’s finest gems. The flying heels of Mrs. O’Leary’s 
cow upset a lamp and set off the great Chicago fire. 
When news of this catastrophe reached Washington, 
Burnstine’s was in its fifth year—already well known 
for diamond quality and value.” ; 

By delving into this nation’s history, and from time 
to time bringing interesting events to the attention of 
the public on their recurring anniversary, the firm im- 
presses upon all readers their long establishment and 
high reputation as diamond experts. 


FOR APRIL, 1947 


629 SOUTH HILL STREET . 





Sandley Leather Jewelry R > € 
ea 


Means Ft 


PIN 

for She Jewels _7 | ~ ‘-| 
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The compact Sandley line of exquisite leather 
jewelry is perfectly keyed to jewelry store sales 
. ideally suited to offer the jeweler a means 

of meeting the competition of the long-line 
store. These distinctive leather accessories are 
handsomely embellished with lodge insignia by 
Sandley on carved sterling and gold bars with 
space for yow to engrave monograms. Smartly 
fashioned . . . unbelievably thin . . . custom 
finished leather jewelry, offering you an oppor- 


tunity to create additional sales so rightfully 
yours. 



















No. 1058 Sandley bill- 
fold, suger? thin, 
first-quality Genuine 
Pinseal with solid gold 
applique on carved 
sterling silver ‘‘Master- 
bar’* with insignia 
and space for mono- 
gram. $19.50 ea. 

















1048 Matchin 








No. 
Pocket Case with soli 
gold ot ee on silver 


Tae. nia. “uence aaa 
$26.00 ea. i\ 


\ Prices F.0.B. Los Angeles. 
\ eee 

Other Sandley styles in alligator, pigskin, genuine pin seal, Cali- 
fornia saddle leather . . . all with sterling or gold trim for 
monogram engraving or insignia or both. Insignia: Rotary, 


Masonic, Elks, Shrine, K. of C. and 
others. Retailing from $13.50 to 
$75.00. 
*Pat. Applied For (im " 


Los [ANGELES 14, CALIF/ }iN 
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EVERY HOME 
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It's a CLOVER Lamy 





“Rose” Jewelers 
Sold Hundreds 
in one Day! 





) \ 
It's a CLOVER Lamy 


A Red-Hot 
Account-Opener' 


It’s a CLOVER Lamp 





Advertising Mats 
Available Free! 


It's a CLOVER Lamp 





COST: $695 


Bronze or ivory finish. 
Write, wire or phone in 
your order for these lamps, 
complete with shades. 
You'll find them sense- 
tional crowd-bringers! 








LAMP CO. 


1204-14 S. 12th Street 
Philadelphia 47, Pa. 


THE JEWELERS’ CIRCULAR-KEYSTONE 








— 


o oa = 


8a Es ee a Nae 


—_— 





[aNE WRG 





meee 


Vol. CXVII 


APRIL, 1947 


No. 7 





EXCISE TAX RETURNS HIT NEW HIGH 


COLLECTIONS OF RETAILERS’ EXCISE TAX ON JEWELRY 
1946 Compared with 1945 


Month of actual jewelry sales :* 


JOMUATG «oo ccc ccc ccccscccccecccccccccecs 
ee 5 METRE TTL ETE LETTE 


i a ei 
December ...... er ee ee ee 


1946 1946 
satan $24,743,380.33  $25,927,363.81 
soe: iaaleiee 15,375,483.85 12,931,456.62 
wie acaba 15,924,855.82 14,075,360.34 
uieanialehteah 17,816,898.91 14,628,645.52 
«a luabioualbtaal 16,186,436.16 18,299,626.02 
sapbsasicae 19,244,660.61  16,779,306.98 
sciatica 17,798,106.88 15,599.341.99 
needa 15,164,938.54  10,829,042.91 
istekcaceduia 19,097,213.95  16,860,821.79 
sdvecleaibe’ 15,404,834.07 15,125,820.66 
ccanatienbih 21,866,733.02 16,887,728.99 
‘déindeumeaih 30,634,365.91 31,712,668.09 





Total (for 12 sales months of the calendar year.) . ..$289,252,908.05 $204,157,183.72 


*Treasury Department comparative statements of internal revenue collections for each month 
represent collections during that month. However, the sales were made in the preceding month. 
Therefore, this table has been adjusted to indicate the month in which the jewelry was sold. 











Jewelers Board of Trade Report on '46 
Shows Increase in Financial Troubles 


Membership in the Jewelers Board of | 


Trade has shown a steady increase, 
reaching a total of 2,898 members, which 
is the largest in its history, and the in- 
crease in the Board’s financial position 
is a very healthy one. 

With a change from war to a peace- 
time economy the requirements of many 
members for credit information greatly 
increased and it was only through the 
loyal cooperation of the entire organiza- 
tion that enabled the association to ser- 
vice this demand. The Board is con- 
stantly striving to improve its service. 
In the matter of credit information each 
one of its members can be very helpful 
by replying promptly and completely 
whenever the Board asks for account 
data and credit information. 





During 1946 the Board made an ex- 
cellent record in handling members’ in- 
quiries and compiling credit reports in 
the Credit Rating Department. A total 
of 208,098 items were handled. 

As the country returns to more nor- 
mal conditions, financial troubles in the 
jewelry industry are on the increase, as 
indicated by the comparative summary 
which appears below. 

Included in the table are those who 
manufacture, import, wholesale, and re- 
tail articles commercially known as 
jewelry, including watches, clocks, sil- 
verware, goldware, platinumware, and 
plated goods, as well as diamonds, other 
precious stones, semi-precious, synthetic 


‘ and imitation stones. 





19465 1946 

No. Liabilities . No. Liabikt 
Retail Jewelers 7 $74,201.00 13 $199,800.00 
Installment Jewelers 0 1 20,000.00 
Repairers 0 6 87,300.00 
Wholesalers 0 “a7 887,900.00 
Manufacturers 0 “ 407,000.00 
Miscellaneous 0 4 829,000.00 
Total 7 4,201.00 an $1,881,000.00 


$7 
"Included are 10 wholesalers of costume jewelry with liabilities of $614,900.00. 
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Estimated Retail Sales Hit 
$1,709,000,000; ‘46 Excise 
Returns 17.1% Higher Than ‘45 


Retail jewelry store sales (including 
taxable and non-taxable goods and ser- 
vices) were-‘over 251 million dollars 
higher in 1946: than they had been in 
the previous year, according to analysis 
of returns of the retailers’ excise tax on 
jcwelry, released. by the Treasury De- 
partment. 

The tax collections for 1946 were 17.1 
per cent higher than those for 1945 thus 
confirming Department of Commerce 
studies of 1000 representative retail jew- 
elry firms which showed .an increase, in 
1946, of from 17 to 19 per cent. 

A year-end release, issued by the 
Treasury Department, lists excise tax 
collections on jewelry in 1946 at $240,- 
331,210.23, as compared with $198,994,- 
988.98 in 1945. Actually, these figures 
do not mirror jewelry sales accurately, 
since collections in a given month rep- 
resent sales made in the previous month. 
Month-by-month collections, adjusted to 
care for the one month lag, show a 
slightly lower total for 1946 and a some- 
what higher one for 1945 in view of the 
huge sales volume experienced in De- 
cember, 19465. 

The -.month-by-month totals, adjusted 
to conform to the actual selling month, 
appear above. 

An estimate of the total sales volume 
of American retail jewelry stores in 1946 
can be secured by using the excise tax 
collections as a base. 

However, it must be borne in mind 
that although a large proportion of the 
jewelry sold bears a 20 per cent tax, 
some items are taxable at 10 per cent 
and some items (including services, re- 
pairs, etc.) are tax exempt. For prac- 
tical purposes, it may be assumed that 
three-fifths of all sales bear the 20 per 
cent tax, one-fifth bear the 10 per cent 
tax and one-fifth is not taxed at all. 
This gives an “average” tax of 14 per 
cent. 

Applying this rate to the 1946 collec- 
tions of the excise tax, it is learned that 
a jewelry business approximating $l,- 
709,000,000 was conducted in 1946. 
However, this total represents sales of 

(Please turn to page 880) © 
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EXCISE TAX 
(From page 875) 


jewelry by department stores, cigar 
stores, hardware outlets, etc., as well as 
sales by jewelers. 

Reliable estimates place department 
store jewelry sales in 1946 at approxi- 
mately $287,000,000, and sales of jewelry 
by other enterprises can be placed at 
about $100,000,000. Thus, overall jewelry 
sales, reduced by $387,000,000, come to 
$1,822,000,000 — approximately the 
amount sold by retail jewelry stores. 
Reckoning on the same basis, jewelry 
store sales approximated $1,071,000,000 
in 1945—about $251,000,000 less. 

Consideration of the accompanying 
table of month-to-month jewelry tax col- 
lections discloses several: interesting 
facts. 





For example, it is clear that although 
jewelers are required to report collec- 
ticns of the excise tax by the end of 
month following the month of sale, many 
of them must have tarried. Excise taxes 
collected in February for sales presum- 
ably made in January of 1945 and 1946 
are extraordinarily high—particularly so 
in view of the fact that January is never 
a peak jewelry selling month. Obvious- 
ly, reports by many jewelers on tax lia- 
bility for December sales were somehow 
delayed and combined with the returns 
on transactions in January. 

This fact is borne out by the Treasury 
Department’s statement of Internal 
Revenue collections for the month of 
February (presumably representing 
sales of jewelry made in January). The 
statement gives collections for January, 
1947, sales, as $37,043,486 compared with 











Windproof Beauty 
in a Precious Metal 
Case. Guaranteed 
for a lifetime... 


The matchless performance and sound value of 
these ZIPPO Lighters make them highly ac- 
ceptable as quality gift items. The prices have 
not advanced beyond prewar. Sterling Silver 
Plain $15., Engine -turned $20.; 14K Gold, 
Plain $165., Engine-turned $175. (retail, plus 


federal tax). Silverlike case $2.50; initials or 


co 2 J signature $1.00 extra (retail). 


ZIPPO MANUFACTURING COMPANY, Dept. X, BRADFORD, PA. 


REG. US. PAT. OFf 


LIGHTER 
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$34,743,380.33 for the corresponding 
month of the previous year. 

Thus, if the Treasury tax collection 
figures are taken as an accurate barom- 
eter of sales in a specific month, Janu- 
ary sales exceeded those for the month 
of December in both 1945 and 1946. 'This 
being impossible, it can only be as- 
sumed that a lag in reporting December 
tax collections accounts for the high vol- 
ume reported for January sales. 

Significant, also, is the fact that al- 
though month-by-month Treasury tabu- 
lations put December, 1946, sales vol- 
ume below that for the corresponding 
month of 1945, the fact that January, 
1947, collections exceeded those for Jan- 
uary, 1946, by more than two million 
dollars, leads to a suspicion that De- 
cember, 1946, may have been a higher 
sales-volume month than December, 
1945, after all. 

In view of the facts outlined in Trea- 
sury Department tax-collection releases, 
current wailing in the trade that “busi- 
ness is going to the dogs” appears un- 
founded. It would appear that Decem- 
ber sales held their own and those in 
January (although they cannot be de- 
termined because of the delayed Christ- 
mas-volume returns) January sales ap- 
pear to have been heartening as well. 

The fact that many Christmas sales 
are included with those made in Janu- 
ary makes it difficult, if not impossible, 
to assign percentages of total annual 
jewelry sales to any specific month or to 
determine Christmas volume on _ the 
basis of tax returns. 

Also, it is interesting to note that 
June, the traditional month for wed- 
dings, saw excise tax collections consid- 
erably higher than the immediately pre- 
ceding or following months. Although 
it should hardly be necessary to prove 
that weddings boost jewelry sales, for 
hard-to-convince souls the facts speak 
for themselves. 

December, the last month of 1946,.was 
the first one for several years in which 
the sales indicated by excise tax collec- 
tions in the following month fell below 
the corresponding month of the. previous 
year. However, the amount was negli- 
gible and it is by no means certain that 
delayed returns might not even the 
score. 





Excise Tax Here Indefinitely 


Wartime excise tax rates on jewelry 
and other items have been extended in- 
definitely beyond the scheduled expira- 
tion date of June 30 with the signature 
of the Congressional measure by Presi- 
dent Truman on March II. 

Only two changes were made in the 
original list. One provided for the drop- 
ping of the tax on transportation of per- 
sons outside the United States while the 
other exempted certain types of fur- 
trimmed coats. 

A good revenue producer, it was esti- 
mated that lifting the wartime rates 
would result in a loss to the Treasury 
of at least $1.1 billion during the next 


fiscal year, 
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Anti-Fire Conference 
To Be Held in Washington 


Faced with an average annual toll of 
10,000 deaths from fire, together with 
property loss which exceeded $560,000,000 
in. 1946, President Truman is sponsoring 
a nation-wide effort to cope with the fire 


menace. 

The President’s Conference on Fire 
Prevention is now past the formative 
stage and a volunteer staff is at work 
preparing for the meeting, which will 
be held May 6-8 in the Departmental 
Auditorium in Washington. 

President Truman has _ appointed 
Major General Philip B. Fleming, 
Federal Works Administrator and Ad- 
ministrator of the Office of Temporary 
Controls, to be General Chairman of the 
fire prevention conference. W. E. Rey- 
nolds, Commissioner of Public Buildings, 
Federal Works Agency, has been named 
Chairman of the Coordinating Committee 
and A. Bruce Bielaski, assistant general 
manager of the National Board of Fire 
Underwriters, has been named Executive 
Director. 

“The fire toll has been rising since 
1984, and 1946 was the most destructive 
year in our recent history with a prop- 
erty loss of $561,487,000,” General Flem- 
ing said. “This was 23 per cent greater 
than in 1945. December, 1946, showed 
the heaviest fire loss for any single 
month in the last 16 years, $58,094,000. 
This unnecessary, appalling waste of 
lives and property can be reduced by 
an all-out-nation-wide effort. We need 
widespread education in methods of fire 
prevention and control, more adequate 
laws and their rigid enforcement, and 
better engineering to make buildings 
fire resistant.” 

The conference will be in session for 
three days during which, it is hoped, 
a coordinated program will be formu- 
lated that will revitalize the national 
effort to reduce death and financial loss 
from fire. 

Conference headquarters is located at 
Room 7006, Federal Works Building, 
Washington 25, D. C. 





Board of Trade Elects Officers 


At a meeting of the board of direc- 
tors of the Jewelers Board of Trade, 
the following officers were elected: 

President, Edgar E. Baker, president, 
W. R. Cobb Co., Inc., Providence; first 
vice-president, Lewis W. Gibbons, presi- 
dent, Fulmer & Gibbons, Inc., Philadel- 
phia; second vice-president, Raymond L. 
Wells, president of Wells Mfg. Co., At- 
tleboro, Mass., and president of the 
NEMJ&SA; secretary and _ treasurer, 
Horace M. Peck; assistant treasurer, 
Walter C. Crooks; assistant secretaries, 
James McDermott and Vincent F. Chap- 
man. Named to the executive commit- 
tee were Mr. Baker and Lester F. Morse 
of Gorham Mfg. Co. and Fred A. Bul- 
lock, Dolan & Bullock, Providence. 
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“Two Ways To 
hold a customer 


Give away rare orchids daily! 
Delight your lady customers! 
Very flattering to them, but a 
trifle expensive to you. 


Opecity Air Express- 


Any supplier—even those in many 
foreign countries—is only a few hours 
distant when you use Air Express. 
Special pick-up and delivery in all 
major United States towns and cities 
at no extra cost. Coast-to-coast over- 
night, with same-day delivery be- 
tween many cities. Fastest air-rail 
service to and from 22,000 off-airline 
communities. Free valuation cover- 
age on packages up to $50; 10¢ for 












Show customers just what 
they want in a matter of 
hours. Order goods on memo 
and specify ‘“‘Air Express 
Delivery.’’ Air Express is 
ideal for getting repairs, 
out - of - stock items, new 
lines fast! Pays off in cus- 
tomer satisfaction — won- 
derful reputation builder! 


its Good Business 


each additional $100 or fractional part. 
Phone your local Air Express Divi- 
sion, Railway Express Agency, for 
full information today . .. write today 
for Schedule of Domestic and Inter- 
national Rates. Address Air Express, 
230 Park Avenue, New York 17, or 
ask at any Airline or Railway Express 
Office. Air Express Division, Railway 
Express Agency, representing the 
Airlines of the United States. 
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GETS THERE FIRST 


Rates are low 


Tospeed a new line of brace- 
lets weighing 4 lbs. 1749 
miles costs only $2.29! 10 
lbs. for $5.22. 
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Holdup Men Rob $65,000 
Jewelry At Kennard & Co. 


Tragedy hit a double blow to Kennard 
& Co. of Boston over the weekend of 
March 8 to 12, with the death of the 
company’s treasurer, Charles A. Orcutt, 
long well-known in Boston jewelry cir- 
cles, on March 8, and the daylight rob- 
bery of some $65,000 worth of brooches, 
bracelets, ear clips, rings, and loose dia- 
monds, emeralds, and sapphires on 
March 12. 

The holdup, staged just before the 
store opened to the public, was carried 
out with bold precision and speed by five 
gunmen who escaped in a car stolen 





previously from a one-legged war vet- 
eran. The well-dressed holdup men, in- 
cluding a “pint-sized” thug, invaded the 
Kennard store on the first floor of the 
fashionable Ritz-Carlton Hotel, felled 
a guard—Richard Goode, formerly chief 
of Newton’s detective force—and made 
off with a trayful of jewels. 

The robbery was the second at a Ken- 
nard establishment in recent years, the 
firm’s shop at Magnolia, on the Bay 
State’s North Shore, was robbed of 
$376,000 in 1934. 

The second robbery took place shortly 
after 9 a. m., when clerks were arrang- 
ing the store for opening. Charles Rich- 
ardson, a salesman, gave police a run- 
ning account of what happened. He said 
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[| Medicis produces the finest cameos, 





Direct to Stone Headquarters 


The land of the Caesars and the 
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made with the skills of 


and colors you want—and at the right price. 


S: NATHAN & Co-INC 
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he was standing near the Arlington St. 
door when he noticed that someone was 
trying the door. Turning, expecting to 
see one of the company executives, he 
was confronted by one of the holdup men, 
who pointed a gun at him. He was fol- 
lowed closely by two confederates who 
brushed Richardson to one side and 
headed into the store to where Capt, 
Goode was about to hand a box of 
jewelry to ancther salesman. When he 
refused to surrender the jewels, one of 
the men hit Goode and snatched it from 
his grasp. The men then ran out of the 
store and made their escape in the wait- 
ing car, which later was found abandon- 
ed in Boston’s South End. 


According to Leo C. J. Masuret, Cap- 
tain of Boston Police Station 16, the 
gunmen apparently entered the store by 
means of a key which may have been 
fashioned from a wax impression taken 
on a previous visit. Fairly accurate de- 
scriptions of three of the five holdupmen 
were obtained by police, and these were 
broadcast by teletype and radio: No. 1, 
28 to 30 years; 5 feet 8 inches; 160 
pounds; sandy complexion; wearing 
gray tweed coat. No. 2, 35 years, 5 feet 
5 inches; 140 pounds; dark hat, gray 
overcoat, carrying a revolver; No. 8, 35 
to 40 years; 5 feet 11 inches; 150 
pounds; brown topcoat, brown hat. The 
store had been closed until 1 p. m., the 
afternoon before in memory of treasurer 
Charles A. Orcutt’s death. 





Hold Hearings on Laws to Prohibit 
Manufacture of Flammable Apparel 


Of considerable interest to the jewelry 
trade are several pieces of legislation 
designed to prohibit the manufacture of 
highly flammable wearing apparel. Hear- 
ings have been held before the House 
Interstate and Foreign Commerce Com- 
mittee in Washington. Congress is lean- 
ing favorably toward the bill (HR-111 
& S-353) backed by N.R.D.G.A. and 
other groups, which is the broadest of 
all similar proposals. 

In addition to covering wearing ap- 
parel, it covers articles of personal 
adornment, such as buttons, bracelets, 
brooches, necklaces, pins, etc. While the 
bill is thought of as covering primarily 
fabrics, these latter articles are covered 
regardless of their composition. In gen- 
eral, this latter provision is aimed at 
articles made of materials like nitro 
cellulose. Actually, if the bill becomes 
law any wearing apparel particle of per- 
sonal adornment which will flash and 
burn could not be introduced into com- 
merce. 

Under the bill, standards would be 
set by the National Bureau of Standards 
and administration would be in the hands 
of the Federal Trade Commission. 

Penalties for violation would be 
severe, ranging from a fine of not more 
than $5000 or not more than one year 
in prison, or both, to a fine of $100 daily 
for failure to keep records and samples. 
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FOR THE MEMO PAD 


April 

5-1—Kansas Retail Jewelers Associa- 
tion and Kansas Horological Assecia- 
tion, Annual Convention, Hotel Lassen, 
Wichita, Kansas. 

13—Associated Credit Jewelers of 
New York and New Jersey, Inc. Thir- 
teenth Annual Dinner-Dance. 

13-15—Minnesota Retail Jewelers As- 
sociation, Convention and Northwest 
Jewelry Show, Nicollet Hotel, Minne- 
apolis, Minn. 

13-15—Michigan Retail Jewelers As- 
sociation, Annual Convention, Rowe 
Hotel, Grand Rapids, Mich. 

18-15—California Retail Jewelers As- 
sociation, Annual Convention, Hotel 
Fairmount, San Francisco, Calif. 

28—Massachusetts-Rhode Island Re- 
tail Jewelers Association, Annual Con- 
vention, Parker House, Boston, Mass. 

25-26—Georgia Retail Jewelers Asso- 
ciation, Annual Convention, Henry W. 
Grady Hotel, Atlanta, Ga. 

27-28—Washington State Retail Jewel- 
ers Association, Annual Convention, 
Hotel Olympic, Seattle, Wash. 


27-28—Arkansas Retail Jewelers As- | 


sociation, Annual Convention, Hotel 
Marion, Little Rock, Ark. | 

27-29—Wisconsin Retail Jewelers As- 
sociation Annual Convention, Hotel 
Schroeder, Milwaukee, Wis. 


May 

4—West Virginia Retail Jewelers As- 
sociation, Annual Convention, Daniel 
Boone Hotel, Charleston, W. Va. 

4-6—Virginia-North Carolina Retail 
Jewelers Association, Annual Conven- 
tion, Hotel Roanoke, Roanoke, Va. 

10-11—Washington Retail Jewelers 
Association, Annual Convention, Ta- 
coma, Wash. 

11-12—Maryland-Delaware-District of 
Columbia Jewelers Association, Annual 
Convention Shoreham Hotel, Washing- 
ton, D. C. 

18-19— Tennessee Watchmakers & 
Jewelers Association, Annual Conven- 
tion, Read House, Chattanooga, Tenn. 

18-20—New York Retail Jewelers As- 
sociation, Annual Convention, Hotel Ten 
Eyck, Albany, N. Y. 

25-26—New Jersey Retail Jewelers 
Association, Annual Convention, Hotel 
Berkley-Carteret, Asbury Park, N. J. 


June 

1-3—Florida Retail Jewelers Associa- 
tion, Annual Convention, George Wash- 
ington Hotel, Jacksonville, Fla. 

2-8— National Wholesale Jewelers 
Association, 40th Annual Convention, 
Providence Biltmore Hotel, Providence, 
R, I, 

22-25—National Association of Metal 
Finishers’ Inc., First Annual Meeting, 
Hotel Statler, Detroit, Mich. 

29-30—New Hampshire Retail Jewel- 
ers Association, Annual Convention, 
Hotel Wentworth-by-the-Sea, Ports- 
mouth, N. H. 
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July A. J. Holmes Jr. (A. J. Holmes, 
28-31—-National Association of Credit Jeweler), Lumberton, N. C.; Donald A. 
Jewelers, Annual Convention and Na- Thomas (Thomas Jewelers), Sidney, 
tional Jewelry Fair, Hotel Stevens, Chi- Ohio; Harry A. Leckey (Wickersham 
cago, II. Co.), Bakersfield, Calif.; C. N. Thomas, 
Jr. (C. N. Thomas), Savannah Ga.; 
August A. E. Huggins (Huggins Jewelers), 
11-14— American National Retail Wilmington, N. C. 

Jewelers Association, Annual Conven- These members have completed all the 
tion and Trade Show, Waldorf-Astoria educational requirements and examina- 
Hotel, New York City. tions of the Gemological Institute of 
° America and have met the ethical re- 
New Registered Jewelers of AGS quirements of the American Gem So- 
Announcement comes from the Ameri- ciety. Yearly renewal of the title is 
can Gem Society that its coveted title of based on a scientific examination and 
Registered Jeweler, A.G.S., has been a review of the customer protection poli- 
awarded to the following members of cies of the firm with which the Register- 

the Society: ed Jeweler is affiliated. 








EARRINGS 
PENDANTS 
CUFF LINKS 
RINGS 
LOCKETS 
BRACELETS 
BROOCHES 


14 KARAT GOLD WHIRLETTES 


Stunning ensemble, mounted with 
blue zircons, consisting of: 
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nets and amethysts. 


SOMERS - ERNST CO., inc. 


MANUFACTURERS OF 14 AND 10 KARAT GOLD JEWELRY SINCE 1902 
O. J. SOMERS CO. © DIAMOND IMPORTERS © 42 WEST 48th STREET, N. Y. 18 
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Stein & Ellbogen Hold Dinner Party 
To Celebrate Firm's 70th Anniversary 


At a recent dinner party held to cele- 
brate their 70th anniversary, Charles D. 
Ellbogen, president of Stein & Ellbogen, 
Chicago, gave a brief eulogy to the 
founders of the firm .and expressed his 
thanks and gratitude to all present for 
the splendid spirit of cooperation and 
unity that has prevailed through the 
years. Presentation of a diamond lapel 
pin or button, designating length of ser- 
vice, was made to each employee who 
had been with the firm for ten or more 
years. 

Otto S. Lieberman, vice-president, in 
charge of diamonds for Stein & Ellbogen 
Co., who celebrated his 50th year with 
the company, received a channel set 
platinum pin with 50 diamonds and also 





a beautiful desk set. Charles G. Brown, 
vice-president, in charge of jewelry and 
Morris Morwitz received pins with four 
diamonds, for over 40 years service. 
Other employees present received pins 
set with one, two, or. three diamonds, 
eaagh diamond denoting ten years’ service 
with the company. 

It was by a strange coincidence that 
Sigmund Stein and Maximillian Ell- 
bogen formed a partnership 70 years 
ago that has alternately withstood the 
storms and revelled in the prosperity 
that the years have brought. 

These two men had dreams of a busi- 
ness of their own. Each, although ac- 
quainted with the other, had tentative 
plans outlined with different partners, 
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and, while waiting to keep appointments 
with their respective business associates 
at the same time in the Briggs hous 
they fell to talking of their proprietary 
hopes. ' 

As matters turned out, the original 
plans did not mature, and realizing their 
common interest, they had a Series of 
meetings that resulted, on February 10 
1877, in the formation of a partnership 
which still bears the original name, Stein 
& Ellbogen, and is managed by sons of 
the founders and their associates who 
have grown up in the business, 


The business was originally conducted 
from the old Wellington Hotel which 
stood at Wabash Ave. and Jackson 
Blvd., the site now occupied by the 
Lyon & Healy Building. For severaj 
years these quarters sufficed. The part- 
ners took turns at traveling and super- 
vision of the small force at the home 
office. 


MAXIMILLIAN 
ELLBOGEN 


The growth in volume soon demanded 
larger quarters and, in a few short 
years, the company moved its business 
to the second floor of the building that 
then stood at the northeast corner of 
State and Madison Sts. The new quar- 
ters were 30x75 feet. The office force 
increased to three and the capital was 
augmented to a total of $5,000. 

Gradually its capital permitted addi- 
tional salesmen to be added and the in- 
fluence of the Stein & Ellbogen Co. 
gradually reached out in a constantly 
widening circle. 

Eventually an enlarged space became 
again necessary. Quarters were found 
in the then new Columbus Memorial 
Building at State and Washington 
Sts., where one-half a floor housed the 
growing organization. A diamond cut- 
ting department in the tower, which was 
soon installed, was the only diamond 
cutting shop west of New York City. 

It was about this time that a number 
of men well known to the jewelry trade 
began their careers with the organiza 
tion in the wholesale jewelry business. 

Charles D. Ellbogen, now president 
of Stein & Ellbogen Co., started with 
Wendell & Co. In 1917 he left Wendell . 
& Co. to join the army and upon his 
return in 1919 he entered the diamond 
department of Stein & Ellbogen and 
represented that department in the field, 
calling on retail jewelers. Later he took 
over the management of Wendell & Co. 


and then the presidency of Stein & 
Ellbogen Co. Incidentally, like — his 
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father, Maximillian Ellbogen, his first 
job in Chicago was with Wendell & Co. 

Otto S. Lieberman in 1897, when he 
was only 15, started as errand boy and 
is now one of the country’s foremost 
diamond authorities and vice-president 
and director of the company. Charles 
G. Brown, well known in jewelry circles 
at home and abroad, began in 1902 as an 
errand boy at the age of 13, and is now 
head of the jewelry department, vice- 
president and director. 

In 1928, the offices were moved to the 
new Pittsfield Building at the corner 


SIGMUND 
STEIN 





of Washington and Wabash. These 
offices occupied most of the eleventh 
floor. In 19380 the company purchased 
the National Railway Time Service Co. 
and have continued to operate this or- 
ganization from their office under the 
direction and supervision of Bert Hop- 
per and Fred Marhoff. Wendell & Co., 
manufacturers and special order spe- 
cialists, was acquired in 1931 and has 
been successfully operated by Charles 
D. Ellbogen, with a large shop. 

' The entire ninth floor of the Pitts- 
field Building was taken over in 1937 
and during this move Wendell & Co. 
joined in sharing the space. Graffe & 
Stanek was purchased in 1941 and com- 
bined with Wendell & Co. In 1946 the 
offices were again remodelled and addi- 
tional space secured on the tenth floor. 
This modernizing has just been com- 
pleted with a new show room incorporat- 
ing many suggestions for a retail jewelry 
store. 


Mrs. Therese Leveridge 
Back From European Trip 


' Mrs. Therese Leveridge, G. I. A. agent 
for the Leveridge Millimeter Gauge 
and Weight Estimator, arrived in 
New York aboard the S. 8. America on 
March 14, after completing: a European 
trip which included visits to England, 
France and Switzerland. 


Mrs. Leveridge landed in England 
during the worst of the weather “blitz” 
and, though lodged at London’s May- 
fair hotel, she found it necessary to 
wear a fur coat at all times and do her 
writing on a window sill because of the 
lack of light. She found the Londoners 
stoical about their discomforts, and 
hospitable despite food rationing and 
other shortages. 

While Mrs. Leveridge found Paris 
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gayer than London, inflation has mude 
shopping a tragic comedy. Transporta- 
tion is extremely difficult there, she re- 
ported, with private cars scarce and 
taxis even more difficult to find. 

“Switzerland,” Mrs. Leveridge _ re- 
ported, “was like changing a stage 
from a dreary gaunt picture to one of 
plenty and order.” While industry is 
whirring, the supply situation is even 
worse than in the U. S. A., with short- 
ages and innumerable delays holding 
production down. 

While in Europe, Mrs. Leveridge ne- 
gotiated with an important English 
firm to handle the distribution of the 
Leveridge Millimeter Gauge and Weight 
Estimator in all countries outside of 
North and South America. 





G. Dinsmore Heads Canadian Ass'n. 


G. “Dinny” Dinsmore, of Toronto, 
Canada, was elected president of the 
Canadian Jewelers’ Association at the 
29th annual convention held in the Cha- 
teau Frontenac Hotel, Quebec City. More 
than 600 delegates from all parts of 
Canada were present at the convention. 
Mr. Dinsmore has been a director of the 
association for a number of years and is 
also past-president of the Toronto Jewel- 
ers’ Association. 

Other officers elected were: Robert 
E. Day, honorary president; D. E. 
Hutchinson, Ist vice-president; F. B. 
McFarren, 2nd _ vice-president; J. S. 
Bliss, honorary treasurer; and N. J 
Leach, secretary-treasurer. 
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RUSH___No. 515 at $4.90 
36 Ring Tray—Genuine Leatherette 
7” x 8” with Spring Lock 


RUSH No. 530 at $7.90 RUSH 


AGAIN AVAILABLE 


Wse this at your Order Slauk 


RUSH___No. 505 at $3.45 
18 Ring Tray—Genuine Leatherette 
32" x 8° with Spring Lock 


RUSH___No. 520 at $5.90 
48 Ring Tray—Genuine Leatherette 
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RUSH___No. 510 at $3.90 
24 Ring Tray—Genuine Leatherette 
44,” x 8Y," with Spring Lock 
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RUSH No. 800 RUSH No. 805 RUSH No. 810 RUSH No. 815 
12 Ring Tray, Gen. Leatherette 18 Ring Tray, Gen. Leatherette 24 Ring Tray, Gen. Leatherette 36 Ring Tray, Gen. Leatherette 
M2" x5%" = at $1.75 3" x8" at $2.10 14." 8" at $2.75 7°x8" at $2.90 
ALL TRAYS WITH COVERS ARE SUBJECT TO A 20% GOVT. TAX. 
STORE NAME 
Inc. 
CITY ZONE STATE 1233 6th AVE., NEW YORK 19, N. Y. 
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ARE YOU among the 


hundreds of value wise dealers 
throughout the country who are 
turning window shoppers into 
buyers by displaying English Shef- 
field, Antique Silver, Imported 
China, and bric-a-brac . . . from 


THE HOUSE OF TOBERT? 





Old English plated revolving break- 
fast tureen—Hand chased. Made 
in England—Circa 1870. 


We are importers for the trade. 

e Antique English Silver 

e Old Sheffield Piate 

e Victorian Plate : 

e Sheffield Reproductions 
Produced in our English 

¢ Bric-a-Brac 

e China ¢ Glassware 

e Objects d’Art 


Symbol of authentic Sheffield 
reproductions made from 
our original antique dies. 


L. TOBERT CO., Inc. 
22 West 55 St., N. Y. C. 


Circle 7-2430-I 


Correspondence Invited 
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Jewelers’ Fraternal: Ass n. 
Holds Meeting, Election 


Sol Gordon was elected president of 
the Jewelers’ Fraternal Association at 
the organization’s annual meeting held 
March 18 at Schwartz’s Restaurant, 183 
Broadway, New York. Mr. Gordon suc- 
ceeds Fred C. Kielman. Harry Blair, 
who last year was secretary of the board 
of governors, was elected vice-president 
and William Underwood was re-elected 
secretary-treasurer. 


Elected to serve on the board of 
governors for one year were: Sol Gor- 
den, chairman; Fred C. Kielman, imme- 




















SOL GORDON 





diate past-president; Andy Anderson, 
Ripley & Gowan, secretary; Joseph 
Kornbrodt; and Edwin Schuster. Elected 
to serve for two years were: Harold 
Lawson and Al V. Ansel. 


The death of four members during 
1946 was reported and an equal num- 
ber were elected to membership, main- 
taining a roster of 200 members. A new 
age bracket for membership was adopted 
at the meeting. Applicants for member- 
ship must be between the ages of 21 
to 45. Charles Parker, H. F. Barrows 
Co., 15 Maiden Lane, New York, was 
re-appointed chairman of the member- 
ship committee. 





NWJA Asks Members If They Favor 
Mid-West Market Week Resumption 


Thomas A. Fernley, Jr., Secretary of 
the National Wholesale Jewelers’ Asso- 
ciation, sent a letter to all members ask- 
ing them to indicate on an enclosed form 
whether or not they favored the resump- 
tion of Mid-West Market Week. At 
the meeting of the Executive Committee 
of the NWJA last June, the Secretary 
was instructed to investigate the possi- 
bility of obtaining hotel space for the 
resumed week which was held for sev- 
eral years, prior to the war in Chicago 
about the first of the year. This allowed 
members an opportunity of doing their 
Spring buying at an early date. 

Mr. Fernley told members that the 
hotel situation has continued to be diffi- 
cult and, at the present time, the only 
hotel which can provide NWJA require- 
ments at the customary date is_ the 
Palmer House in Chicago. The hotel 
said they can accommodate 87-room ex- 
hibits beginning Sunday, December 28, 
1947, through January 3, 1948. 
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MEMORANDUM SELECTION 
UPON REQUEST 


607 FIFTH AVE. 
NEW YORK, N. Y. 


TELEPHONE Plaza 3-2719 
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New York Retailers Hold 
Gala Annual Dinner-Dance 


Approximately 1200 members and 
guests attended the annual dinner-dance 
of the Executive Board of Retail Jewel- 
ers Associations of Greater New York 
held on Sunday, March 23, in the Grand 
Ballroom of the Hotel Astor, New York. 
This was the first gala reception the or- 
ganization has held since before the war. 

The festivities started with a reception 
and cocktail party. Members and their 
guests assembled at 7:00, the guests of 
honor being escorted to their places by 
the organization’s General Chairman, 
Phineas Peters. The serving of the din- 
ner followed the customary singing of 
the national anthem and bugle playing 
“Taps” for departed members. 

Seated at the head table were: Phineas 
Peters, general chairman, chairman of 
the Executive Board and president of the 

Brooklyn RJA; Hon. Donald O’Toole, 
local Congressman; E. M. Belman, presi- 
dent of the Metropolitan RJA; B. H. 
Schwartz, president of the Long Island 
RJA; Max J. Schwartz, general secre- 





Maiden Lane Outing Club 
Holds Annual Meeting 


‘The annual meeting of the Maiden 
Lane Outing Club of New York City 
was held Friday, March 14, on the 
fourth floor of Schwartz’s Restaurant, 
183 Broadway, New York, Dave Wein- 
berg, president of the organization, pre- 
sided and after making a short address 
of welcome called upon _ Secretary 
Jerome L. Grant to read the minutes 
of the previous annual meeting. Reports 
of the secretary and treasurer followed 
and were approved as read. Secretary 


ANDY 
ANDERSON 





Grant read the list of departed mem- 
bers. 

An amendment to the Constitution and 
By-Laws of the association increasing 
the membership from 200 to 275 was 
voted on and unanimously passed. The 
following were unanimously elected to 
Serve as officers for the ensuing year: 
Andy Anderson, president; Arthur J. 
Tuveri, vice-president, and Jerome L. 
Grant was re-elected secretary-treasurer. 
Retiring president, Dave Weinberg, was 
presented with a handsome leather 
portfolio in appreciation of his valued 
services. 
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tary; Charles T. Evans, ANRJA secre- 
tary; Meyer Gordon, president of the 
Westchester Assn. of Jewelers, William 
Wagner, NACJ secretary; J. Hirsch- 
horn, treasurer; Sam M. Jacobson, ad- 
visory chairman, chairman of the Execu- 
tive Board’s Trade Ethics Committee; 
Henry Astor, chairman, ticket and seat- 
ing committee; and Harry Gross, presi- 
dent of the Bronx RJA. 

Mr. Jacobson, chairman of the Recep- 
tion Committee, acted as toastmaster and 
introduced members and guests seated 
at the head table. Phineas Peters was 
introduced and was credited for organiz- 
ing the affair and making it an outstand- 
ing success. Mr. Peters introduced Rep- 
resentative O’Toole and presented him 
with a diamond wrist watch on behalf 





of his untiring efforts for the elimination 
of the excise tax. Mr. O’Toole delivered 
a short address of thanks and said that 
he will continue to press for excise tax 
elimination. He added that Congress 
should be made to realize that the 
jewelry industry is not a luxury trade. 
When Congress realizes this, the fight 
for the elimination of the excise tax will 
be won. 

An exceptionally outstanding floor 
show of five entertaining acts was pre- 
sented at the close of the meal and the 


evening concluded with the awarding of 


door prizes and dancing by the diners. 

Souvenirs of the occasion was an at- 
tractive compact for the ladies, and a 
pencil-tie clasp combination for the men. 
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Of course you can...immediately...with the 


NEW HERMES “0272Gle 


The World’s Finest Engraving Machine 





Now the time has come when you 
too need additional sales and 
additional income through imme- 
diate engraving service. 

New Hermes Portable engraves on 
jewelry, silver, flatware, fountain 
pens, watches, compacts, efc....in 
a matter of seconds...equal to 
hand engraving. 

it eliminates merchandise returns 
and refunds. 


More than 2000 stores, among 
them the leading jewelers, are using 
the New Hermes Portable. Why® 


it is so simple to operate! 
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A SUPERIOR 
SILVER POLISH 


7 CAMPBELL’ 
SILVER 


SELLS FOR* 
50c 
A BOTTLE 


You pay less 
than half 
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C. & E. MARSHALL CO. | 


BOX 7737, CHICAGO 80, ILLINOIS 











| always 
SOMETHING NEW 


in old, dependable lines 


° WATCH BOXES 

° RING BOXES 

° GIFT BOXES 

© DISPLAYS of all types : 


* JEWELERS’ FINDINGS, SUPPLIES 


* CLEANING MACHINES 
° JEWELER’S TOOLS 

° WATCH MATERIALS 

° WATCH ATTACHMENTS 


BRETTON BANDS: stock always on hand 
Leather Watch Straps 


° JEWELRY ITEMS 
WRITE FOR CATALOG 


TOLCHIN COMPANY 


Wholesale Jewelers 
5 N. Wabash Ave., Chicago 2, Illinois 





725 S. Spring St., Los Angeles 14, Calif. 
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Jewelers Are Urged To 
Employ Disabled Veterans 


Jewelers, both manufacturers and re- 
tailers, are being asked to extend every 
possible employment opportunity to dis- 
abled veterans as part of a nation-wide 


effort to find jobs and training programs | 
for nearly a quarter-million disabled | 
veterans, Frank G. Newcomer, Veterans | 


Employment Representative in New 


York State, has revealed. 


Mr. Newcomer cited figures gathered | 
by the Veterans Employment Service | 


through the 1800 state-operated employ- 


ment offices of the nation, which indi- | 
cate more than 150,000 disabled veterans | 


were registered for work at these offices 
at the end of February. In addition to 
these, many of the 90,000 World War II 
veterans still in hospitals will be released 
this year to join those wanting jobs or 
job training. 


“Some watch and jewelry manufac- | 


turers have been outstanding in the pro- 
visions they have made for disabled vet- 
erans,”’ said Mr. Newcomer. “Here in 
New York we are all familiar with the 
program for training the disabled at 
the Bulova Watchmakers School. And 
firms such as Baumgold Bros. and 
Manne & Son with their in-plant train- 
ing program are a good beginning. But 
hundreds more jewelers must set up 
such training plans or hire disabled vet- 
erans already trained if industry is to 
absorb all those injured while in ser- 
vice,” he stated. 


Mr. Newcomer stressed that a veteran 
classed as disabled for employment pur- 
poses is injured to such an extent he 
must be placed at a selected job. Be- 
cause hundreds of handicapped veterans 
have made good in the jewelry and 
watchmaking line when properly se- 
lected, he urged employers to consult the 
special counselers in this selective place- 
ment, located at each State Employment 
Service office. 
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Sell Photo Equipment? 


Does your store have a depart- 
ment specializing in cameras and 
photographic supplies? 

JEWELERS CriecuLar-KeEysTONeE is 
currently conducting research into 
the merchandising of photographic 
equipment and materials, and a 
series of articles, based on the 
study, is scheduled for future 
issues. 

If you do have such a depart- 
ment, a postal card gr letter out- 
lining the length of time you have 
sold photographic goods, the gen- 
eral success of the venture, a 
general idea of the stock carried, 
etc., will prove invaluable. 


Just send the facts to: 
THE JEWELERS’ CirCULAR-KEYSTONE 
100 East 42nd Street, 
New York 17, N. Y. 
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The 8lst anniversary banquet of the 
Horological Society of New York was 
held in the Tower Club of the Park 
Central Hotel on Saturday evening, 
March 22, with over 200 members and 
guests present. 

James J. O’Shaughnessy, president of 
the organization, welcomed those present 
and, after a delicious meal, introduced 
the toastmaster, Harry J. Bromley, vice- 
president of National Jeweler. Fred V. 
Cole, editor of Tue Jeweters’ Cmcuark- 
Keystone had originally been scheduled 
to preside over the after-dinner speeches, 
but because of illness he was unable to 
attend. 

In addition to remarks by the toast- 
master, Mr. Bromley, brief talks were 


Holds 81st Annual Affair 
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nical consultant for JC-K; and others. 


of the meal and, also, at the conclusion | 
of the evening’s entertainment which was 
provided by “Senator” Jack Pastor, mas- 
ter of ceremonies, the three Morrison 
Sisters, the “Make-Believers” and Barry 
Nicholas, magician. Dance music was 
provided by Jeno Bartol and his or- 
chestra. 


Following the speeches, a number of 








Jewelry Boxes 
Displays 


Distinctive Designs 


by 
MAHAN 


From 
* Paper 
* Plastic 
* Velvet 


* Leatherette 


Harry B. Mahan Co. 


Jewelry Box Division 
320 W. South St. 


Indianapolis 4, Indiana 





valuable door-prizes were awarded to 
members and guests. In addition, all 
persons attending received a cigarette 
lighter as a souvenir of the occasion, 
and ladies received a ball-point fountain 
pen. 

Committees responsible for the ex- 
tremely successful affair were under the 
direction of the following members: 
arrangements, Henry B. Fried; dinner 
committee, I. Liemer, reception commit- 
tee, Henry B. Welch; ticket committee, 
Frank Knoll and Frank C. Stewart, and 
custodians of door prizes, Lester T. 
Groth and Joseph F. Schwende. 





W. Irving Wolf Takes New Office 


Eugene A. Kingman, chairman of the 
board of directors of Ostby & Barton 
Co., recently announced that Royal J. 
Gregg, president of the concern, had re- 
signed and that his resignation had been 
accepted with regret by the board of 
directors. Mr. Gregg will continue with 
the company as consultant. W. Irving 
Wolf, formerly general manager of Tri- 
fari, Krussman and Fishel, Inc., has been 
elected as president and general manager 
of Ostby & Barton Co. to succeed Mr. 
Gregg. 


It was also announced that Mark H. 
Blair, who is now assistant treasurer, 
has been elected as treasurer. The board 
of directors other than Mr. Kingman are 
Laurence E. Green, Joseph W. Ress, 
Alvin L. Sopkin, Godfrey B. Simonds, 








Benjamin R. Sturges and Mr. Wolf. 
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Dancing was enjoyed between courses | 





given by the organization president, Mr. | 
O’Shaughnessy; the executive secretary, | 
Henry B. Fried; George T. Gruen of | 
the Gruen Watch Co.; Howard Beehler, | 


| 


Dean of the Bulova School of Watch- | 
making; John J. Bowman, Bowan Tech- | 
nical School, Lancaster, Pa., and tech- | 
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Style B 
1/10 14 kt. Gold filled 
Tie clasp rea Dem e ha Keystone $ 9.00 
Cuff links (6.50)........... Keystone 11.00 
14 kt. Gold 
Tie clasp (21.00)........... Keystone $40.00 
Cuff links (21.00).......... Keystone 40.00 
Plus tax 





lor women . 





Style C 


1/10 14 kt. Gold filled 

CE are er Keystone $ 9.00 
Earrings (5.50) ............ Keystone 10.00 
14 kt. Gold 

EB Se Keystone $40.00 
Earrings On ME ebccaaiwess Keystone 40.08 
Plus tax 


ALSO INITIALED MONEY CLIPS 14 KT. GOLD 
AND 1/10 14 KT. GOLD FILLED 


one week delivery 


These beautifully designed COURONNE 
masterpieces are patented (U. S. Pat. 
D146231}) and trade marked. Their unique 
three-dimensional characteristic makes 
them excellent lead items for year round 
selling. They are made and sold directly 
only by the original manufacturer. 


you sell from sample 


No stock is needed. 2 sales will cover cost 
of initial sample and show profit as well. 


Write today to Dep?. A 


se COURONNE 


JEWELRY CO., Inc. 
Grow 42 John St., New York 7, N. Y. 
BOwling Green 9-2799 





Several Choice Sales Territories Still Available 
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Barrings in various patterns in 14 KT 
Green and Red Gold 

St. Christopher Key—14 Kt in three 
sizes; also Bill Clips, Charms and 
Links to match 

Love Knot Ring—14 Kt Red and Green 
Gold Combination in four sizes; 
rings, Cuff Links and Studs to matoh 


Our comprehensive line of 
Gold, Platinum and Enam- 
el Novelties, tneluding 
Vanity, Cigaraette and Card 
Cases are distinctive and 
have sales appeal. 


CLIFFORD A. MILLER & CO.., Ine. 
Monafacturers 
64 West 48th Street 
New York 
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PEARL 
RESTRINGING 
For The Trade 
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PER STRAND 


Plus 15¢ For Insured 
Parcel Post 


EVERY JOB IS CLEANED 
A Fine-Quality Job 
At A Low Cost 
Mail Orders 
Carefully Handled 


SEVEN DAY SERVICE FROM 
AND TO YOUR STORE 


ANTIN’S 


Pearl Restringers 
Dept. K 
114 Baronne Street 
NEW ORLEANS 12, LA. 


SS 
* 


a. 2 ee 
com £ i 


ee Oo 
ae 





$ 


a a 


\ OPO, aem,. 







es 


390 





Silver Service Purchase 
Suggested by Truman 


President Truman will’ suggest that 
the Missouri legislature appropriate 
funds for the purchase of a silver ser- 
vice for the U. S. S. Missouri, flag ship 
of the Pacific fleet and the vessel upon 
which the Japanese surrender was 
formalized in Tokyo. Certainly the 
battle wagon is deserving of such ap- 
pointments, to match her lofty place in 
Uncle Sam’s navy. It has long been the 
custom for state governments to pro- 
vide for the purchase of silver services 
for capital ships named after the states, 
and the 45,000-ton super dreadnaught 
which the President christened, while a 
Senator, is one of the few ships remain- 
ing in the fleet without the traditional 
punch bowl, cups, candelabra, knives, 
forks and spoons. 

Mr. Truman was under the impres- 
sion the silver service from the old Mis- 
souri, which was scrapped many years 
ago, was on display in the Missouri state 
museum in the Capitol Building, 
in Jefferson City. Upon investigation, 
however, it was found that an old-fash- 
ioned punch bowl and a few silver cups, 
once used on the original U. S. S. Mis- 
souri, were in storage in San Diego. 


A complete silver service for battle- 
ships the size of the Missouri cost about 


$10,000. In wartime the navy replaces 
all china, silver and other “luxury” 
equipment with cheaper utilitarian 
pieces. 


The President has taken a _ personal 
interest in obtaining the silver service 
for the Missouri and asked Richard R. 
Nacy, Jefferson City Democratic leader, 
to inform Gov. Phil M. Donnelly of the 
plight of the vessel as compared with 
other ships in her “class.” 


F. V. Healy New Secretary For CJA 


At a recent meeting of officers and 
directors of the Chicago Jewelers Asso- 
ciation, Francis V. Healy, Goldman, 
Allshouse & Healy, was chosen secre- 
tary to succeed Louis Goldman who had 
served the organization in this capacity 
for nearly thirty years up to the time 
of his death February 9th. 

The firm of Goldman, Allshouse & 
Healy will also continue as counsel for 
the Jewelers Board of Trade in Chicago. 
Mr. Healy is eminently qualified for his 
new duties and is most highly regarded 
in the trade. For years he gave his 
personal attention to the efforts of the 
Good and Welfare Committee of the 
Chicago Jewelers Association in prose- 
cuting crimes in the trade, and the firm 
has been counsel for many manufac- 
turers, wholesalers and _ retailers in 
Chicago. 

Selection of Mr. Healy to succeed Mr. 
Goldman meets the hearty approval of 
members in all branches of the jewelry 
trade. | 











“Two of a Kind — 
That Win Hands Down! 


Smooth to look at. . . smooth 
to wear...no sharp corners 
to catch clothing, chafe wrists 
or pull wrist hair. 

VERFLEX EXPANDING BRACE- 

LETS are riveted stronger, last 
longer. 

VERFLEX bracelets are sold by 
leading wholesalers every- 

where. 


Nationally advertised in ESQUIRE 


‘ 





355-365 DEXTER ST., PROVIDENCE, R. |. 























UNREDEEMED 


AND 


REBUILT 
WATCHES 


All rebuilt watches are 


GUARANTEED— 


Full line of Watch Cases and 
Watch Attachments. 


Tell us what you can use, or 
write for prices and list of 


available watches. 


PAUL ROSENBERG 


5 So. Wabash Ave. 
Chicago 3, Illinois 
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“NATIONAL” PLASTIC 
WATCH CRYSTALS 


Patent Appiled for 


UNCONDITIONALLY 
GUARANTEED 
FOR ONE YEAR! 


e AGAINST BREAKING 
e COMING OUT 
e LEAKING DUST 
e or DISCOLORING 
and NO CEMENT IS USED 





ANY SIZE OR SHAPE 


CLEAR OR COLORS 


PROMPT SERVICE 


SEND YOUR BEZEL FOR A 


FREE FITTING 


FITTED EXCLUSIVELY BY 
GYGER BROTHERS' 


NATIONAL CRYSTAL CO. 


29 E. MADISON STREET 
DEPT. A CHICAGO 2, ILL. 











Original Headquarters for... 
Repairing and Rebuilding 


EXPANSION ‘BANDS 
& BRACELETS 


FACTORY METHOD— 
USING GENUINE PARTS 


All Work Fully Guaranteed—Price List 
Sent Upon Request. 
Servicemen’s Bands Returned By 
Return Mail 


SPECIAL FEATURE 


Bands Replated Like New for Additional 
50c at Time of Repair. 


PROMPT SERVICE 
JEWELERS SERVICE CO. 


“Specialists in Expansion Bands and Bracelets” 
355 So. Broadway . 


Los Angeles 13, California 
Michigan 9966 
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The West Coast 


q Fifty-one members of the Southern 
California Guild of the American Gem 
Society attended a very interesting and 
important meeting on March 15. The 
speaker of the evening was Mrs. Gladys 
Babson Hannaford of N. W. Ayer & 
Son, New York City. Mrs. Hannaford’s 
lecture on diamonds was of extreme in- 
terest especially to the retail merchant. 
Colored slides were shown displaying 
diamonds harmonizing with costumes. 
q Marx the Jeweler has just opened a 
new retail jewelry store at 705 Laurel 
St., San Carlos, Calif. The store will be 
managed by his wife, Wilma. Mr. Marx 
also operates watch repair departments 
in Fort Mason and in the Presidio, San 
Francisco. During the war he was a 
watchmaker with the Army. 

q George N. Boyer recently opened a 
retail jewelry store at 1224 So. Baldwin, 
West Arcadia, Calif. He has installed 
all new fixtures in the store. Mr. Boyer 
has been a watchmaker in West Arcadia 
for three years. 

q The Zolbro Manufacturing Co., mak- 
ers of gold and silver barettes, have 
moved to larger quarters at 233 Broad- 
way, Los Angeles. They were formerly 
located at 257 S. Spring St. 

q A general meeting, which might aptly 
be termed a “get it off your chest” ses- 
sion, was recently held by the 24 Karat 
Club of Southern California. All mem- 
bers attending participated in the in- 
teresting discussion, which included com- 
plaints and suggestions. President Max 
Strasburg announced that the organiza- 
tion has decided to increase the mem- 
bership to 25 more retailers, which will 
give them a total of 150 members. 

q Macy Jewelry Co., 6384 Hollywood 
Blvd., Hollywood, Calif., passed into the 
ownership of Irwin Ross on February 24, 
1947. The store will be managed by 
Sidney Weisbeart. Mr. Ross said that 
he did not anticipate changing the op- 
erating policies or the name of the store 
and that the same general conditions 
would prevail. 

q E. W. Reynolds Co., 315 W. 5th St., 
Los Angeles, recently announced that 
Elmer Zimmer has been made manager 
of their diamond department. Well- 
known to the trade as an authority on 
diamonds, Zimmer has been connected 
with the southern California jewelry 
trade for thirty-four years. 























THE BUCKLE 


that has stood the 
test for over 30 years 


Made in Precious Metals Only 


STERLING @ 14KT. GOLD 
14 KT. GOLD FRONT ON STERLING 


JOHN A. PRYOR 
SONS, INC. 


50 COLUMBIA STREET 
NEWARK 5, N. J. 
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YOu 
KNOW 
THE 

ANSWER 





cradled in the 
EARTH... 


fashioned by 
MAN... 


imported by 
STERN! 


Gems, of course! Dia- 
monds and colored 
stones in all shapes 
and sizes to answer 
the needs of every 
working jeweler. Max 
Stern & Co. Inc. im- 
ports them for you 
and keeps a large 
stock at your service! 





IMPORTERS 
17-23 John Street N.Y. 7, N.Y. 
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Southern Retail Stores 
Form Jewelry Corporation 


The Federated Jewelers Corporation 
with headquarters at 62 West 47th St., 
New York, was recently formed by 
owners and operators of 54 Southern re- 
tail stores in 42 cities with gross annual 
retail sales of $12,000,000. 


The corporation will centralize to a 
large extent merchandising, advertising, 
warehousing, distribution, purchasing 
and sales promotion activities for the 
entire 54 stores. Localized management 
of the individual retail stores of the 
corporation will continue without change 
in policies or personnel, it was an- 
nounced. 


Officers of the corporation are: Chair- 
man of the board, Ned W. Cohen, 
Greensboro, N. C.; president, James 
Levi, Baltimore, head of Leon Levi, 
Inc.; vice-presidents, Harry Busch, 
Knoxville, and Phillip Barr, Norfolk; 
treasurer, Henry Lipman, Kingsport, 
Tenn.; and executive vice-president in 
charge of the New York office, Milton 
J. Green, recently released from the 
Marine Corps with the rank of lieutenant 
colonel. The corporation will have ex- 
tensive warehousing facilities in New 
York, Baltimore, Greensboro, Knoxville 
and Norfolk. 


Waiting List Established by GIA 


Due to the unprecedented number of 
applications for enrollment in the gem- 
ological courses, the Gemological In- 
stitute of America has had to inaugurate 
a waiting list for veterans who wish 
to avail themselves of the educational 
benefits under the G. I. Bill of Rights. 

One factor causing a waiting list is 
the lack of final authorization from 
the Veterans Administration, which in 
some cases has not been forthcoming 
until some months after the veteran 
makes application for entrance into the 
correspondence courses. 


Some enrollments are unavoidably de- 
layed because the veterans fail to fill in 
their applications properly, or lack one 
or another of the necessary forms. 


The classes for veterans are started 
on the first of every month; in order to 
enroll a veteran GIA must have his com- 
plete papers in file 30 days prior to 
the class date. At that time, it may be 
necessary to notify the applicant that 
he will be placed on waiting list for the 
reason that the current class is already 
filled, or because of the lack of neces- 
sary forms or authorization. 


Civilian enrollments continue in large 
numbers, and while classes are limited 
in size, there is very little “red tape” 
involved—in comparison to veterans’ en- 
rollments—causing only short delay in 
processing their applications. However, 
these enrollments are now only accepted 
for the 15th of each month, provided 
the class is not already filled, in which 
case it is necessary to postpone enroll- 
ment until the 15th of the next month. 





MATCHED MILLs 


or 


PEPPER and SALT 


STERLING SILVER 











Spun ef 23-gauge sterling over a seasoned 
hardwood core—will allow deep mono- 
gramming—helght about 4”. 


Pepper Mill has grinding parts of 
finest steel, machine-tooled and case- 
hardened for extensive wear. Salt 
Mill has hardwood grinding parts, as- 
suring free-running salt in all cli- 
mates; knob of genuine ebony. 


Wholesale Prices: 
Pepper ME .ncccccccccccce $12.50 ea. 
DC ¢66ekeceedboabeace 10.00 ea, 


THE JONMAR CO., INC. 


1200 Lexington Ave., New York 28, N. Y, 























SILVERWARE REPAIRED 
and 


REPLATED Like New 


GOLD — SILVER — NICKEL 
CHROMIUM PLATING 


Largest and Oldest in the South 
Established 1891 


Simmons Plating Works 
219 PRYOR STREET SW 
ATLANTA, GEORGIA 
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qNathan Holtzman, head of the Nathan 
Holtzman Corp., U. S. distributors of 
Deric Watches, 580 Fifth Ave., sailed 
for Europe on March 19 on the S. S. 
America to visit factory in Bienne, 
Switzerland. Mr. Holtzman will also visit 
England, France, Belgium and Czecho- 
slovakia in the interest of his firm and 
his trip will be of several months’ dura- 
tion. 
qThe 20th annual exhibition of jewelry 
designs created by student designers of 
the class conducted by Christian A. 
Jakobb, was held at the Mechanics’ 
Institute, 20 W. 44 St., New York, on 
April 10. 
q George W. Schneider, jeweler, 597 
Broadway, Kingston, New York, recent- 
ly purchased a three-story building in 
Kingston and stated that he plans to 
open another jewelry store at some 
future date after alterations have been 
made. Plans for an ultra-modern jewelry 
store have been made and it is Mr. 
Schneider’s intention to operate the new 
store in conjunction with his present 
jewelry store. 
q Edward Starke, dealer in precious 
and semi-precious stones for more than 
50 years, recently announced his retire- 
ment. His son, Edward A. Starke, who 
has been associated with him in recent 
years, has purchased the business and 
will continue to conduct it at 65 Nassau 
St., New York. 
q Prosper Brozen, president of the B. 
B. Crystal Co., manufacturers, of watch 
crystals, 160 Varick St., New York, re- 
cently announced that the firm has been 
incorporated and is now known as the 
B. B. Crystal Corp. 
q Charles Wurth and Walter Raymond 
were re-elected president and vice presi- 
dent, respectively, of the Mohawk Val- 
ley Watchmaker’s Guild at a recent 
meeting at the Oneida Watch Supply 
Co., Utica, N. Y. Frank Maggio was 
installed as secretary-treasurer. Re- 
nominated as delegates to the state con- 
vention were Angelo Alerio and Ray 
Dolan, Utica, and John Jakubowski, 
Rome. 
q The Rinaldo brothers of Pulaski, 
N. Y., have rented a building in Pulaski, 
N. Y., for a new jewelry store. The 
store is being renovated and will have a 
watch repair department. 
q The New York Guild of the American 
Gem Society held their latest meeting 
on Tuesday evening, March 18 at the 
J. R. Woods & Sons’ offices. An elec- 
tion of officers was held and the follow- 
ing were chosen to serve: Herbert E. 
Reid, Bridgeport, Conn., president; Jas. 
Ferguson, Stamford, Conn., vice- 
president; John J. Klecka, New York, 
treasurer; and Miss Emily Jaeger, New 
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York, secretary. Dr. Holmes, instructor, 
gave a lecture on jade and minerals used 
to imitate them. Name badges were dis- 
tributed to help the members become 
better acquainted with each other. 

q The possibility of establishing an as- 
sembly plant of the Bulova Watch Co. 
at Saranac Lake, N. Y., has been ad- 
vanced. The project would employ 
patients at the resort as part of a re- 
habilitation program. Officials of the 
watch company said that if there is 
good response to work now being done 


eat Saranac Lake, they will set up an 


assembly plant here. 
q The firm of Gray-Kamsly, Inc., 607 
Fifth Ave. New York, recently an- 
nounced that they are discontinuing busi- 
ness. John Gray, the president and 
founder of that organization for the past 
nine years, has joined the partnership 
of Adolphe Adler, 680 Fifth Ave. 
Morris Brett & Co., wholesale jewel- 
ers, 12 East 46th St., New York, have 
appointed Jack Wurtzberg on their sales 
staff. Mr. Wurtzberg who has been 
calling on the trade for many years will 
service Brooklyn and Long Island jewel- 
ers and gift shops. 





24-K Club Holds Luncheon Meeting 


The first luncheon meeting of the 24 
Karat Club of New York was held on 
Monday, March 8, 1947, in the Jansen 
Suite of the Waldorf-Astoria Hotel, and 
was unanimously acclaimed by all mem- 
bers present. Previous meetings had 
been held at the club’s headquarters at 
608 Fifth Av., and the new luncheon in- 
novation evidently was responsible for 
a material increase in attendance. 

William B. Ogush, president of the 
Club, presided at the meeting and after 
his address of welcome introduced Wil- 
liam I. Rosenfeld, the only surviving 
charter member of the Club. W. Waters 
Schwab read the treasurer’s_ report. 
Julius Kaufman was unanimously re- 
elected to serve as Chairman of the 
Beefsteak Dinner Committee. 

Speakers at the luncheon included H. 
L. Baskin who delievered a very inter- 
esting talk on the trade-union move- 
ment in this country and the New York 
jewelry industry facet of that move- 
ment; Walter Kahn, Chairman of the 
Jewelry Tax Committee who reported 
on “Work of the Tax Committee;” and 
Byron Shinn, attorney for the Jewelers 
Vigilance Committee who made brief 
remarks on the activities of the com- 
mittee, which he heads, for the revision 
of the national stamping law. 


sD EAI 


4 


US 


JACK J. FELSENFELD «| 


*. 9 MAIDEN LANE 
*« 


_ 
7. 


> 
, 
' . 
7 
. 
Cc 
. 
, 


NEW YORK ” 


= « 





a 





BEAD SPECIALIST 

All kinds of Genuine Stone Bead Necklaces 

Earrings — Semi Precious Stones 
ens om request te respoasible Jewelers 
Neekiaees leagthened and restrung 
DOUBRAVA CO. 


12 Joha St., New York City 








ETERNA WATCH COMPANY 
OF AMERICA, INC. 
MAKERS OF FINE WATCHES 
SINCE 1856 


580 FIFTH AVENUE, NEW YORK 
Telephone BRyant 9-8660-8689 











SIMONSBROS.CO. 
THIMBLES 


PHILADELPHIA 





269 So. 9th ST. 








“ORIENTA” 
CULTURED PEARLS 
of QUALITY 
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65 NASSAU STREET 








WATCH ATTACHMENTS 


14 K. GOLD 
POPULAR PRICES 
loemediate Delivery 


Sybania Jewelry Co 


580 Sth Ave. Now York 19, ta Y. 

















DIAMONDS 
All sizes — All shapes 


Single cut diamonds, from % te 
7 points, for emblems, wedding rings, 
side stones, etc. Swiss cut diamonds, 
from 3 to 15 pointers for all —— 


Finest polishing from and 
Belgium, straight sizes, classified 
qualities. Please ask for our new 
price list. 


H. SORIN 
576 5th Ave. New York 19, N. Y. 
LOngacre 5-3672 
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EMBLEM RINGS 








Complete assortment Mason, 
Elk, Eagle, Moose, Oddfellow 
and K of C rings. 


GEORGE BLADEN, INC. 
RINGS 


614 Lafayette Bidg. Buffalo 3, N. Y. 


Samples sent to reliable Jewelers on request 

















ADVERTISE IN NEWSPAPER? 
Whaat YOu dow Z favo 


BOE S 
lyart yaw | 
Especially if you don’t know about our new 
newspaper advertising Mat Service. You 
see, we sell it on an exclusive basis, one 
jeweler to a town, and it happens to be just 
the type of mat service you want. . Why else are 
so many jewelers signing up for it? 
We offer this monthly Mat Service on a 
rly subscription basis and want very much 
to show you our latest issue 


city may still be open 


DWN FREED AD\ 


LRIISI\G 


WE vy 
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WRITE FOR A SAMPLE TODAY! 











FINE 
GOLD JEWELRY 


using better opals, zircons, 

moonstones, amethysts and 

topaz set in earrings, 
rings and bracelets. 


1 West 47th St. New York 19 


ART-CRAFT JEWELRY CO. 
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Approximately 450 members of the 


jewelry industry, representing all 
branches of the trade and traveling from 
all parts of the country, joined in honor- 
ing Arthur P. Care with a testimorial 
dinner at the Biltimore Hotel, Los An- 
geles, Calif., on Feb. 19. The occasion 
for the dinner was the retirement of 
Mr. Care from the vice-presidency of 
the E. W. Reynolds Co., Los Angeles 
wholesalers, after 47 years service with 
the firm. 

Short and clever talks after the din- 
ner highlighted the party. Credit for 
the pace goes to Max Strasburg, Holly- 
wood retail jeweler and president of 
the 24 Karat Club of Southern Cali- 
fornia, who M. C.’ed the affair. 

Effervescent James F. Apffel gave the 
evening’s oration in true Apffel man- 
ner. “We approve of his deeds, his 
associations and his high ideals,” was 
Mr. Apffel’s summation of Arthur Care. 
A plaque which bore the signatures of 
all present and which expressed the es- 
teem in which the recipient was held, 
was then given to Mr. Care. 


Members of the Trade Fete Arthur P. Care 


With Testimonial Dinner on His Retiremen} 








4 od 





Frank Sterling, another life-time em- 
ploye of the E. W. Reynolds Co., and 
who succeeds Mr. Care as vice-president 
of the firm, also paid his respects and 
ended his speech with the remark, 
“Thanks for being with you on the way 


up.” 

A number of executives from New 
York jewelry firms flew to California to 
attend the dinner. They were augmented 
by a large delegation from San Fran- 
cisco and other points on the West 
Coast. Hundreds of wires, letters, and 
personal phone calls from persons in 
all parts of the country testified to the 
high regard in which Arthur Care was 
held by all. 

Just as Arthur Care gave unstingingly 
of his time and energy to his business, 
his trade and to all local endeavors, just 
so the industry showed its great appre- 
ciation of his wholeheartedness by pre- 
senting him with a sleek green 1947 
Cadillac. 

Mr. Care started with the E. W. Rey- 
nolds Co. in 1900, and during his up- 


,( Please turn to page 398) 





A plaque, bearing the signatures of all members of the jewelry industry who joined ‘in 

honoring Arthur P. Care with a testimonial dinner at the Biltmore Hotel, Los Angeles, Calif. 

on February 19, expressed the esteem in which the recipient was held by all. Shown, left 

to right, during the presentation ceremony are: James Apffel, Herman Siegel, Walter Dorrer, 
Mr. Care, and Max Strasburg. 
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Report From South Africa 


The boom in diamond-buying, which 
was in full swing about the middle of 
1946, has shown signs of declining dur- 
ing the early part of 1947. It is con- 
sidered that this is due to the recent 
depression in the local stock market, 
but that is now showing decided signs 
of improvement, but without any conse- 
quent increase in the buying of dia- 
monds. 

Good stones can still be assured of 
sales in the Union, but one local 
diamond cutting firm estimated that the 
demand for stones of average value has 
dropped by about 25 per cent. He said 
that in Amsterdam there is little doing 
in the industry and that in Antwerp the 
diamond cutters were only working 
three days a week. The demands from 
the United States show much the same 
trends. In the middle of 1946 it seemed 
that the Americans could not get enough 
such gems from South Africa and 
bought up most of what was offered. 
Now such buying seemed to be return- 
ing to normal and they were seeking 
only the better class of diamonds. These 
are still difficult to obtain in any quan- 
tities. All this does not indicate any 
falling off in activity to the local 
diamond industry, which probably has a 
very long period of intense activity 
ahead before the main demand for 
diamonds for all purposes is overtaken. 


CUSTOMS DUTY 


Jewelers in South Africa are making 
representations to the authorities re- 
garding the customs duty on unset melee 
diamonds and baguettes imported into 
the Union. Diamonds of this type are 
not cut and polished in South Africa 
but are imported by the local jewelry 
trade from the United States, Holland, 
Belgium and Palestine. .The average 
price overseas for this type of goods is 
from £60 to £100 a carat. It has been 
pointed out to the authorities that such 
stones are an important raw material 
for the South African jewelry industry 
for the manufacture of such articles. 
Thus it is argued that they should fall 
into the same category as other raw ma- 
terials used for manufacturing purposes 
and which are imported duty free. The 
customs duty at present, imposed, 33 1/3 
per cent, is so high that it is putting 
local manufacturers at a disadvantage 
compared with oversea competitors. In 
the United States the import duty on 
goods of this type is only 10 per cent, 
while in Britain melee diamonds, etc., 
are imported free of duty. Thus over- 
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sea manufacturers can produce the 
finished article at a lower price than 
South African manufacturing jewelers, 
and many people from South Africa on 
oversea visits prefer to purchase per- 
sonal jewelry there, thus avoiding the 
payment of the duty. The South African 
jewelry manufacturing industry in- 
creased in importance during the war 
years, providing employment for a num- 
ber of skilled workers, and as it is de- 
sired to keep this industry going the 
Government is being asked to afford 
some measure of protection by provid- 
ing either for the removal of this duty 
or for a substantial reduction of it. No 
official announcement has been made re- 
gading the Government’s reaction to 
these representations. 


AMERICAN GOODS ON SALE 


Considerable quantities of American 
goods are on sale in South African 
jewelers’ shops, and most of these trad- 
ers feel that they have been lucky to 
obtain so generous a supply, especially 
when it is remembered that American 
manufacturers have to supply a large 
number of other countries as well as a 
lucrative and insistent local demand. 
It is now feared that during the cur- 
rent year the volume of imports from 
America will not be so large as in 1946, 
due to the diversion of such supplies to 
other markets. This, however, will prob- 
ably only be a temporary condition, and 
when it passes it will very likely be pos- 
sible for the American manufacturers 
to meet the full demands of the South 
African market, which has always been 
interested in American jewelry. 


JEWELRY IMPORTS 


Imports are now coming in from many 
countries. France is prominent among 
the countries now selling large quantities 
of jewelry to the Union. Costume 
jewelry is among such items, and in 
this manufacture the French have cer- 
tainly excelled themselves, sending to 
South Africa goods in every way equal 
to those shipped in prewar days and in 
certain respects showing valuable im- 
provement. Against this has to be set 
the fact that the prices are very much 
higher than they were in 1939. A large 
quantity of cheap European jewelry is 
also obtainable in many parts of South 
Africa. Muchof this is of Czechoslovakian 
origin. There is a big demand for this 
type of jewelry, a fact that seems to be 
realized in Britain, for there has been 
a large sale of such mass _ produced 
items from that country. South African 
jewelers are handling an _ increasing 
volume of plastics novelties and similar 
goods, and they anticipate that the turn- 
over in such lines will tend to grow 
rapidly. In fact, there has been no lack 
of new lines for men and women, use- 
ful gifts that the local trade has been 
selling in really profitable quantities. 
Some of these are inexpensive items, but 
there has also been a strong demand for 
more expensive silverware and other 
lines like ashtrays. 
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ENCRUSTERS 


STONE ENGRAVERS 


Ruby and Onyx Drilling 
Special Orders 


BRAUNFELD & MEHLMAN 
108 Fulton St. New York 7, N. Y. 
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"Craftsmanship at its Best’ 


LARRICK & MALKIN 


10 West 45th Street, New York 19, N. Y. 
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eContracts @ Receipt Books, etc. 
Samples Sent FREE 


S. J. SURNAMER C0.—370-7th Ave., N.Y. 
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Mercantile Establishments 


LIQUIDATED 


Auction or Regular Sale 
Commission or Salary Basis 



















Bank ref- 
erence, 30 
years’ ex- 
perience. 


Regardless 
of what you 
wish sold 
and sold 
quickly, 
without risk 
or loss, write 
directly to: 


FLOYD |. EDWARDS 


And | Associates 
GOWANDA, NEW YORK 
Phone 507M or 607J 






























YOUR WATCH REPAIR 
TROUBLES ARE OVER!! 


W hen you send your watches fo usx— 


Our modernized repair facilities en- 
able us to guarantee 2 weeks service 
on most repairs—All repairs tested 
on "Western Electric Watchmaster” 
which provides a printed record for 
each watch sent us. 


A trial will convince you of our 
expert workmanship. 


Our charges are reasonable 
Price list sent upon request 


MAX KINBERG & SONS 


SUITE 508, PARK BLDG. 
1910 ARTHUR AVE. NEW YORK 57, N. Y. 





































N 2x 3% 
WITH THIS BIRTHSTONE AND 


WEDDING ANNIVERSARY 


POCKET ADDRESS BOOK 
Make your store opening more successful. Bring in 
the crowds for a free gift and distribute this Address 
Book made especially for you. Your advertising mes- 
sage in gold on the leatherette cover. Charts of birth- 
stones and wedding anniversaries on the inside covers 
Ample supply of pages for names, addresses, tele- 
phone numbers and memoranda. Prices for large dis- 
tribution, naturally. Send today for samples.and prices 

Complete line of advertising gift items. 


VRC COR €. SESS RER CO. 


123 WEST 33rd STREET, NEW YORK 1, NEW YORK 








Col. Henshel Leaves 
On UJA Conference Tour 


With the United Jewish Appeal’s 
$170,000,000 campaign off to a rousing 
start following its recent launching and 
endorsement by President Truman and 
General of the Army Dwight D. Eisen- 
hower in Washington, D. C., Col. Harry 
D. Henshel, Chairman of the UJA’s 
National Jewelry Division, recently an- 
nounced a_ two-week intensive cross 
country tour to confer with divisional 
chairmen on regional trade drives for 
the relief, rehabilitation and reconstruc- 
tion of Europe’s homeless Jewish people. 

Col. Henshel will visit Minneapolis, 
St. Paul, Portland, San Francisco, Oak- 
land, Los Angeles, San Diego, Dallas, 
Houston and St. Louis. The tour will 
begin on April 12 and continue through 
April 28. 

The Chairman of the UJA’s Jewelry 


| Division will be accompanied by Harry 
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D. Biele of the UJA Trade and In- 
dustry staff. Mr. Biele recently returned 
to this country following more than one 
year in Europe’s displaced persons 
camps as a welfare director for the 
Joint Distribution Committee, one of 
the three constituent agencies of the 
UJA to derive its funds from the $170,- 
000,000 campaign. The other’ two 
affiliated agencies are United Palestine 
Appeal and United Service for New 
Americans. 

In addition to announcing his national 
tour on behalf of the United Jewish Ap- 
peal, Col. Henshel was joined by divi- 
sional chairman Benjamin S. Katz and 
S. Ralph Lazrus in announcing six addi- 
tions to the growing list of Regional 








committee members. The most recent 
additions as Regional Chairmen are: 

Homer Jonas of the Kay Jewelry Co 
Nashville, Tenn.; Dan M. Lorch of Vie 
Lorch & Sons, Louisville, Ky,; Milton 
M. Cohen of Harrisburg, Pa.; Nathan 
Katz of Baltimore, Md.: Archibald 
Silverman of Silverman Bros, Prov. 
dence, R. I.; and Ralph Huberman of 
Huberman’s, Phila., Pa. 

The UJA’s National Jewelry Division 
now numbers 38 noted trade leaders. 





Course Dealing With Gemology 
Fundamentals Announced by GIA 


Because of the increasing interest eyj. 
denced by out-of-state students in the 
resident courses now in session in [pg 
Angeles, the Gemological Institute of 
America announced an intensive foyr 
week summer session dealing with the 
fundamentals of gemology to be held ip 
New York, Chicago and Atlanta 
Courses in New York and Chicago will 
be conducted simultaneously from June 
2 to June 27, inclusively. Dates for the 
Atlanta session will be announced in the 
near future. : 

The course as proposed for the cities 
of New York, Chicago and Atlanta will 
be an intensive study of the “Theory of 
Gem Testing and Diamond Grading.” 
The first two weeks will be devoted to 
lectures dealing with an introduction to 
gems in general, their physical and op- 
tical properties and classification and 
description. The second two weeks vill 
consist of a laboratory course demon- 
strating the use of diamond grading 
instruments, diamond grading practice, 
gem testing instruments and the proce 
dure and practice used in gem indentif- 
cation. 








RECENT REMODELINGS AND ‘REMOVALS 








Hunter’s Jewelry Shop, 634 Fourth St., Santa Rosa, Calif. New Location. 
Putnam Jewelry, 905 First St., Everett, Wash. New Location. 

Keller Jewelry Co., 808 N. Main, Pueblo, Colo. New Location. 

Tenenbaum Jewelry Store, 208 East Fourth St., Waterloo, Iowa. New Location. 
Superior Jewelry Co., 115 N. Main, McPherson, Kans. New Location. 
Goldman’s Jewelry Store, 648 Minnesota, Kansas City, Kans. Remodeled. 
Samelson Jewelry Co., First St., Wyandotte, Mich. Remodeled. 

S. Mitchell, Jewelers, 741 15th St., N. W., Washington, D. C. New Location. 
Lockwood Jewelers, 5 Main St., Hempstead, New York. New Location. 
Crescent Jewelry Co., Helena, Ark. Remodeled. 

Duval Jewelry Co., North Wodland Blvd., Deland, Fla. Remodeled. 
Hayworth’s Jewelry Co., 110 West Market St., Greensboro, N. C. New Location. 
Smith Jewelry Co., Grand Blvd. and Olive St., St. Louis, Mo. Remodeled. 
McFee’s Jewelry Store, 9 East Van Buren St., Phoenix, Ariz. New Location. 
Zale’s Jewelers, 215 South 16th St., Omaha, Nebr. New Location. 

Van Laar Jewelers, 1207 Springfield Ave., Irvington, N. J. New Location. 


| Sawyer Jewelers, 1724 East Main St., Richmond, Va. New Location. 


Fink’s Jewelers, 808 South Jefferson St., Roanoke, Va. New Location. 

Fox Jewelers, 698 South Alvardo St., Los Angeles, Calif. Remodeled. 
Denno’s Jewelers, Fenn St., Pittsfield, Mass. Remodeled 

W. R. Adams Jewelry Store, Sparks, Nev. Remodeled. 

J/D Jewelers, 508 Market St., Chester, Pa. Remodeled. 

Budd Jewelry Shop, 128 Albany St., New Brunswick, N. J. New Location. 
La Roy Jewelers, 420 W. Washington St., Portland, Oregon. New Location. 
Nicodemus Jewelry Co., 112 East Lemon St., Lakeland, Fla. New Location. 
Ben-Mar Jewelry Store, 518 Main St., Walsenburg, Colo. Remodeled. 
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Burke Jewelry Store, 





NEW RETAIL ENTERPRISES 








Dayton Hotel Bldg., Cordele, Ga. 


ran’s Jewelry Store, Canton, Ga. 


Coch in Jewelry Co., Washington St., West Warwick, R. I. 
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LAPIDISTS 


Specializing in 
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Guert 7 , 

° tore, Jamaica Ave. at Merrick Blvd., Jamaica, N. Y. 
ee ey ‘Store, 5108 North Broadway, Wichita, Kan. BUFF TOP ° FACETED 
Heinemann Jewelry Store, 514 East Jefferson St., Springfield, Ill. CAB HON 


’e Credit Jewelers, W. Waldron St., Corinth, Miss. 
ane veut Store, 109 La Cruz Ave., Burlingame, Calif. 
Robert’s Jewelers, 1706 Carey, Cheyenne, Wyo. 

Rich’s Jewelry Store, 927 Willamette St., Eugene, Ore. 
Newton's Jewelry Store, 310A Main, .Oklahoma City, Okla. 
Whidby’s Jewelry Store, Cuthbert, Ga. 

Landis Jewelers, 418 Landis Ave., Vineland, N. J. 

Byrd’s Jewelers, 206 North Second St., Muskogee, Okla. 

Eno’s Jewelry, 624 N. Main St., Pueblo, 

Green Jewelry Co., 4903 So. 24th St., Omaha, Nebr. 

Howard Jewelers, Inc., 216 South Main St., Greensburg, Pa. 
Jacey’s Jewelry Store, 24 South Court St., Montgomery, Ala. 
Brackin’s Jewelry & Optical Store, 541 Broad St., Gadsen, Ala. 
Gem Jewelers, 506 McNeil St., Shreveport, La. 

Murdock’s, Jewelers & Opticians, Hammon and Main Sts., Bangor, Me. 
Roberts Jewelry, 111 West First St., Sanford, Fla. 

Marx Jewelry Store, 705 Laurel St., San Carlos, Calif. 
Richards Jewelry, 1173 Elm St., Manchester, N. H. 


New Engla nd Mtrs. — ue demand has eased the 


— But if complaints of shortages have 
Report on Business Trends faded, there has been no letup in the 
citing of high costs Brass _ recently 


SEMI-PRECIOUS & SYNTHETIC 
RUBIES * BLUE SPINELS 
BLUE AND WHITE SAPPHIRES 


Prompt Service 








Expert Workmanship 


EASTERN LAPIDARY, 
INCORPORATED 


Cutters of Semi-Precious Stones 


12 Old Broadway 
New York 27, N. Y. 
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Although the majority of jewelry ; : ; 
manufacturers in the Providence-Attle- petro wes wetthey Boece eo Telephone: ACademy 2-8297 * 
; : . ’ 
boro area still report business far be continue at all-time peaks and other i i 





hind last year, there are some who be- 
lieve they detect a slight improvement 
in recent weeks. The latter group points 
out that buyers have become more 


costs have shown little or no easing. 
Nevertheless, manufacturers report that 
wholesalers and retailers still are de- 
: manding price reductions and some 
aggressive even though purchases are manufacturers declare that they are 


limited to comparatively small amounts. : 
Meanwhile, it is felt that any pickup — epiong further cuts in view 


that may materialize will come too late 
to save a number of smaller firms which 
have been having tough sledding during 
the past months. It is known that some 
of these firms held out in the hope that 
spring buying would show a spurt of 
major proportions but this has not Missouri Watchmaking School 


come about, at least as far as they are Offers Twelve Month Course 


There is a growing element in the 
trade that expects a good pickup when 
fall lines are introduced. Such lines are 
expected early. 





























concerned, and it is considered only a $=: “ = © 
matter of time before they close their The Montgomery and Taylor School ve nu PS ad 
doors. However, this will not cause any | Of Watchmaking, 428a Vine St., Poplar 5 7 
great surprise here as such casualties Bluff, Mo., began classes on March 1, E = 2 > 

have been predicted with the end of the 1946. The school offers a complete SQ 
sellers’ market. course in watchmaking. At present the | a = 
Layoffs are fairly common in the area course is of 12 months’ duration; how- Oo 2 ° oa 
although a few of the larger, old-line ever, plans are being made to extend s= and 
houses still are in need of specialized | the course to 18 months. —a<_ = te 

workers. The 1946 complaint of lack The school has applied for national Be on ae ~ 
of help has virtually disappeared. accrediting by the UHAA and is to be wee OS > & 

Few, if any, manufacturers report investigated in the near future by that Y Bue: 
shortages of materials. Silver is in am- body. The school is approved by the te = 2 o wr 

ple supply and although the general Missouri State Board of Education and I Be ° A 
brass picture is called tight, the jewelry | the Veterans Administration. > aa “te 
manufacturers here appear to be getting As of March 1, this year, the total < eee ai 
enrollment was 210 students. The school wm 2 O < a = 

operates two five-hour shifts each day, _ ee 

INTRODUCING — five days a week. The student body is z es Me 
divided into six classes so that there is ao = A 
GEM STONE DRILLERS never more than 20 students in one class e. oO a a =| 
4 — Ye Lats under one instructor. Lectures are given ae 4 Y oo 
— York 7, N. Y. every other day to each ppeePnp getal | z Ke 2 O => 

, ally. Moving pictures are used to help | ma oS 

Encrusting for drilling acc'ts only. cettts. tenbimaiiians | ~< = — 
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L&R #60 








Staking Tool Set 





The L & R #60 Staking Tool Set 
features a frame, 60 punches, 
and 12 stumps. Punches are con- 
veniently arranged in removable 
holders . . . they are precision 
ground and hardened with drilled 
accuracy to .0005. The frame has 
been designed with necessary 
cup to recover parts as they are 


punched through. $47.50 


L &R Mainspring Gauge 
& Metric Micrometer 








" 5 pi PROSE AI ORLIOI no J 


Instantly — read strength and 
width of mainsprings in metric 
and Dennison measurements .. . 
on large scale calibrated to elim- 
inate computing . . . measure 
your staffs, jewels, stems, pivots, 
etc., with ease. Here indeed is a 
milestone in a micrometer. 


$13.50 





Send your order in today for these two 
outstanding L & R fools for the watch- 
maker. Although quantities are limited, 
we are in a favorable position to make 
prompt deliveries. 


JOS. B. BECHTEL & CO. 


Incorporated 
Established 1894 
729 Sansom Street 
Philadelphia 6, Pa. 
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Arthur P. Care Dinner 
(From page 394) 


ward climb consistently worked for the 
betterment of the entire jewelry in- 
dustry. He served as president of the 
National Wholesale Jewelers Association 
from 1941 through 1943, as well as tak- 
ing active part in the organization’s 
affairs béfore and after his tenure of 
office. He was the representative of the 
California wholesalers on the Board of 
Directors of the California Retail Jewel- 
ers Association, and personally has 
been the mentor of the Association’s 
executive secretary since the office was 
established. 


Sitting in on the original revision of 
the state association during its trying 
formative stage, his counsel resulted in 
the present powerful organization. Mr. 
Care has long been a member of the 
Golden Roosters of Chicago and is now 
vice-president of the 24 Karat Club of 
Southern California. During: the last 
war, he was Pacific Coast Code Au- 
thority for the jewelry industry. In ad- 
dition to his interest in the jewelry trade, 
Mr. Care is a Past Service Member of 
Rotary International. 


GUESTS AT HEAD TABLE 

Among those who spoke briefly were 
David Plair, general sales manager for 
Telechron, Inc., Ashland, Mass.; Arthur 
Allen, Allen & Morgan, president of 
the California’ Wholesale Jewelers Asso- 
ciation; I. Behrstock; John J. Nooyen, 
president of the UHAA; Nate Baranov, 
San Diego retailer; Durward Howes, 
president ANRJA; Jerry Ostermier and 
William Erb, vice-president and execu- 
tive secretary respectively of the Cali- 
fornia RJA; Silas B. Reagan, Baldwin- 
Miller Co., Indianapolis, Ind.. NWJA 
president. ; 

Seated at the head table were Jas. A. 
Apffel, J. A. Apffel Co.; I. Behrstock, 
I. Behrstock Co.; Fred Cannon, Slaudt- 
Cannon Co.; Clyde Gessler, Friedman- 
Gessler Co.; J. Herbert Hall, Pasadena 
retailer; Durward Howes, B. D. Howes 
& Son, Los Angeles and Pasadena re- 
tailers; Irving Kaufman, Allison-Kauf- 
man; Wm. A. Lamb, G. H. Fuller Co.; 
Fred L. Lee, Jr., Metro Creative Jewel- 
ers; Herbert Slaudt, Slaudt-Cannon Co.; 
A. N. Slavick, Slavick Jewelry Co., Los 
Angeles; Al Smith, Metro Creative 
Jewelers; Frank Sterling, Walter Butler 
and Reynolds Butler, F. W. Reynolds 
Co.; H. M. Teeple, Hadley Co.; Walter 
Dorrer, Higby-Dorrer Co.; and Herman 
Siegel, Hale Jewelers. 





Firm Name and Location Changed 


The Passaic County Watch Hospital, 
formerly located at 43 Lexington Ave., 
Passaic, New Jersey, recently announced 
that they have changed the firm name 
and location of their business. The new 
firm name is Kramer’s Jewelry and their 
new location is 388 Main St., Paterson, 
New Jersey. 














IS YOUR STORE 
FOR SALE? 


If so, why not get an idea how 
CASH it will bring by having us me 

Your inquiry will be kept in strict 
confidence and no one need know your 
intentions of selling until you are 
ready to make the announcement, 

There is one solid reason f 
leadership in the buying of jeune 
Stores and that is—WE PAY THE 
MOST CASH. 


In a lot of cases, we buy stores and 
keep them as a going business. 


NO PROPOSITION TOO 
OR TOO SMALL. a 


Bank and Trade References on request 
WRITE—WIRE—PHONE Dearborn 1684 





HARRY WEISZ 59 €. Maaicon 


and associates 





Chicago, Ill, 
LT 


























SPECIAL PACKAGES RHINESTONES 


Pkg. #1—Small White Mixture............ $1.50 
Pkg. ##2—Large White Mixture............ $2.00 
Pkg. #3—Small Colored Mixture.......... $1.50 
Pkg. #4—Large Colored Mixture.......... $2.50 


10x8 
ere $2.50 @ dozen 
Dt cttccdwsncadicsdaseieacauee $3.25 @ dozen 


MARQUISE SHAPES—Mixed Colors 


10x5..... sdeeccecoesocoves eesceee$l00 @ dozen 
FMD. cccccccccccccccsecccooccesces $1.50 @ dozen 


LARGE ROUNDS 


White Mixture .............0..8. $1.50 @ dozen 
Ceeeeee “REO .ccccccccccccces $2.00 @ dozen 


Please send check with orders and include | 
15¢ for postage 


TOMKINS BROTHERS 
106 Fulton St. New York 7, N. Y. 
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WATCHMAKERS! 


Here is the perfect book for & 
the expert and beginner. It 
is D. de Carle’s newest work, 
“PRACTICAL WATCH RE- 
PAIRING” . . . a complete 
coverage of every phase of 
watch repairing from the 
very beginning to the very 
end, 


Guesswork Eliminated — In practical terms the 
author tells what to look for, where te find the 
faults, and gives a precise remedy for repair. A 
great time saver that reduces workshop costs and 
ses profits. Th 
repair workshop up to date on modern manufactur’ 
ing technique ® 300 knowledge packed pages ° 558 
Clear illustrations © Complete index. 
Numerous charts and tables. Only.. 


(If C.0.D., plus charges.) 
Money Back Guarantee. 


























WE SUPPLY ALL TOOLS, 


MATERIALS, & PARTS 
for Jewelers, Watchmakers & 
Students at Lowest Cost. Com- 
ey sets also. Prompt Delivery. 

REE price list. 
MODERN TECHNICAL BOOK & TOOL CO. 
Dept. MCK. 55 W. 42nd St, New York 18, N. Y. 
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ENCRUSTING 


Rusies — SPINELS — ONYX 


Furnished complete with any em- 
blem. The fine quality of emblem 
work will help sell your rings. 


Orders — large or small filled 


promptly. Estimates gladly sub- 
mitted. 
HARRY LEVY 
80 Nassau Street New York 7, N. Y. 
Tel.: WOrth 2-9105 











/ALL YOUR NEEDS UNDER ONE ROOF 
WE CARRY A COMPLETE LINE OF: 


Jewelry findings 
Jewelers and Wetaeaston teols 


— Ww 
atch cases and dials 

Catalog —_ < ring : & sister hooks 

* 
Our Prices Een i 

Are A full line of jewelry 

Polishing materials 
Right Leather & metal watch ettch'ts. 


M. HARRIS, Whetecale Jeweler, 124 Hester Ot, #.Y. 


‘ 








LAPIDISTS 


Specializing in Synthetic Rubies 
and Blue Spinels 
BUFF TOPS — CABACHONS 
PEAR SHAPES — FACETS 
Sizes Cut to Your Specifications 


MUKAI & CO. 


217 East 97th S¢. New York 29, N. Y. 
SAcramento 2-3477 
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Certifications Resumed 
For Exports to Britain 


The Office of International Trade has 
resumed certification of exports under 
the British Token Import Plan of lim- 
ited quantities of specified American 
products including imitation jewelry, 
glassware, and goldsmiths’ and silver- 
smiths’ wares. 

Certification was suspended a month 
ago while procedures were being revised. 
As of March 12, there were 184 items 
on the approved list and more will be 
added from time to time. 

Under the Token plan, manufacturers 
or exporters with established prewar 
trade connections in Britain may ship a 
yearly amount not to exceed 20 per cent 
of the average value of the specified 
items shipped during the prewar years 
of 1936, 1937 and 1938. 

Upon approval of applications, OIT 
will issue scrip to the exporter who for- 
wards it to his British importer for use 
in obtaining his import permit. Scrip 
applications received prior to April 80 
will be considered for full annual 
quotas; scrip issued for 1947 will be ac- 
cepted by the British Board of Trade 
through February, 1948. 

Application forms may be obtained 
from any field office of the Department 
of Commerce. Included among the items 
which may be exported under the Token 
plan are: 

Imitation jewelry (except jewelry 
findings), cigarette cases and lighters, 
insignia, military ornaments, watch con- 
tainers, lipstick cases, hair ornaments 
and rhinestone buckles; goldsmiths’ and 
Silversmiths’ wares; toilet requisites in- 
cluding only powder puffs, bowls and 
boxes, nail polishes, nail clippers and 
files, manicure sets, denture bowls, com- 
pacts and vanity cases, pancake cases; 
illuminating glassware; mirrors; and 
table glassware of the following— 
carafes, jugs, mugs, heat-resisting glass- 
ware except tumblers, salt and pepper 
cellars and pourers, and tumblers of 
eight ounces or over. 





Longines Employee Resigns, 
Banquet Given in His Honor 


The resignation of Louis Cohen, for 
eleven years with the technical depart- 
ment of the Longines-Wittnauer Watch 
Co. in this country, was announced at a 
banquet given in his honor at the Hotel 
Roosevelt, New York, March 14th. 

A scroll in appreciation of Mr. Co- 
hen’s services to the firm, and bearing 
the signatures of his co-workers, was 
presented at the banquet. 

In the trade since boyhood, Mr. Co- 
hen’s first position in this country was 
at the bench with Adolph Schwob, Inc., 
at that time a large watch importing 
firm. Subsequently, Mr. Cohen operated 
a watch importing firm of his own and, 
upon the reorganization of the A. Witt- 
nauer Co. into the present Longines- 
Wittnauer firm, he was appointed head 
of the technical, production and service 
departments. 
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thinks the cost of 
fire insurance Is 
pretty darned high! 


But it's really his own fault! He could 
be enjoying a saving of 40°, by insur- 
ing with JEWELERS MUTUALI 


How is a saving this large possible? 


The "Jewelers' Own Company” insures 
only jewelers and those in related in- 
dustries at standard, prevailing rates. 
Because jewelers are preferred risks, 
our loss ratio is extremely low . . . our 
administrative and sales overhead are 
extremely low . .. and as a result we 
are returning currently a dividend of 
40°, on fire insurance and 25% on 
windstorm and extended coverage, ap- 


plied against the premium rate. 


For complete information, without ob- 


ligation on your part, drop a card to 


THE NATIONAL JEWELERS MUTUAL 
FIRE INSURANCE COMPANY 


Jewelers Insurance Building 
Neenah, Wisconsin 
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Seid ently direst te Retailers 
WELLS MFG. CO., ATTLEBORO, MASS. 
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NICKEL SILVER 
PHOSPHOR BRONZE 
THE SEYMOUR MFG. CO. 


SFY WOUR, CONN. 


















A superior polish 
- made by silver- 
smiths for jewel- 
ers’ useandresale. (4 


REED & BARTON 





Summetalic 
14 kt. Gold on Sterling and 
STERLING SILVER JEWELRY 
NiolloM chia -\ammioMa-tielll-la: 


W.E. RICHARDS CO. 


ATTLEBORO, MASS 





. SA4 FINE STERLING 
N il y fe ~HOLLOWWARE 
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) MQ Y)g AutHennic ANTIQUE 


ED ' ) M FS EPRODUCTIONS 


RICHARD 


72 K STREET 


CO. BOSTON, MASS. 













See aS 
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bis 
22 Patterns Sterling Silver — 


SILVER COMPANY 
Providence Rhode Island 












GEMOLOGY —- DIAMONDS 


The only complete course in gemology, 
the science of all gemstones. Courses in 
all jewelers’ merchandise except watches. 
Available under G. |. Bill of Rights. 


GEMOLOGICAL INSTITUTE OF AMERICA, Inc. 
Dept. J-4 541 S. Alexandria, Los Angeles 5, Calif. 
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q Arthur Sterns recently redecorated 
and remodeled his store in Salem, and 
held a formal opening on March 7. 

q Miss Muriel I. Kennedy, jewelry buyer 
with William Filene’s Sons, Boston de- 
partment store, for the last five years, 
recently was appointed buyer for all the 
Lane Bryant and Newman-Bentone 
stores. 

q Sam Ginsberg, formerly with Baird 
and North, Providence, opened his own 
store recently on Eddy St., Providence. 
q David Blair, Jr., long-time employee 
of the Telechron Clock Co., Inc., Ash- 
land, recently was appointed Sales Man- 
ager by the company’s President, I. W. 
Calkins. 

q M. M. Sabetelli recently remodeled his 
store in Leominster, Mass. 

q Fred B. Chace of the Washington 
Building, marked 61 years in the jewelry 
business on March 8—and is still going 
strong. 

q Charles Winchester and Peter Scomi, 
both veterans, have opened a new store 
at 85 Middlesex St., Lowell, Mass., to 
be known as Middlesex Jewelers. 

q Lee Ernst, who returned to the D. C. 
Percival Co. after service with the 
American Air Forces, has joined Wig- 
gins Airways, Inc., Norwood, Mass., as 
instructor in flying. 

q Directors of the Massachusetts & 
Rhode Island RJA met at the Hotel 
Bellevue on March 12 under leadership 
of Robert Abbott, president, and went 
over final plans for the coming con- 
vention of the Association at the Parker 
House, Boston, Wednesday April 23. 
Following an afternoon business session 
and annual election there will be the 
usual banquet, dancing and entertain- 
ment, with numerous surprise features 
and prizes. 

q Members of the New England Guild 
of the American Gem Society met at the 
City Club on March 20, where Prof. 
Cornelius Hurlbut of Harvard Univer- 
sity spoke on “The Diamond,” with 
demonstrations of color grading by the 
aid of the Dimolite. Meetings this win- 
ter have been well attended, it was re- 
ported, 

q Among similar lines, evening classes 
of the Boston Chapter of the Gemolog- 
ical Institute of America have been held 
twice a month at the Boston City Club 
under the guidance of Miss Elizabeth 
Brown, East Coast representative of the 
Institute. Both Professor Cornelius 
Hurlbut of Harvard and Professor C. W. 
Wolfe of Boston University have ad- 
dressed the group which has already 
covered several assignments in the In- 
stitute’s regular course, 012, on gems 
in general and the crystal system. Two 
meetings are scheduled for April, on 





EW ENGLAND 


the 8th and 22nd, with demonstrations, 
instrument work, and_ exhibition of 
specimens of minerals and cut gems. 


q John Kennard of Kennard & Co., and 
Forrest Davidson of Thomas Long & 
Co., were among several Boston gemolog- 
ists who attended the annual conclave 
of the American Gem Society at the 
Hotel Stevens, Chicago, March 30 and 
31, and April 1 and 2. 


q Nathaniel I. Goodman of the Jewel- 
ers Building, is back from Cuba, pass- 
ing out choice Havanas to his many 
friends. 


q Among out-of-town visitors to Boston 
jewelery circles during the last month, 
many of whom came because of the Gift 
Shows, were the following from Maine: 
Lloyd Brown, Presque Isle; Elmer J. 
“Jockey” Johnston, Caribou; John F. 
Walsh, Millinocket; Lindsay G. Trask, 
Farmington; Solomon Cote, Fort Kent, 
J. A. Sawyer, Bar Harbor; Mrs. Hunt 
of Hall & Hunt, Bath; Rosario Dubois, 
Lewiston; William M. Cross, Portland; 
and Kersey’s of Rumford. From Ver- 
mont: Cy Searles, Newport; John Col- 
lins, St. Albans; Frank L. Scofield, St. 
Albans; W. F. Parker, Fair Haven; F. 
B. Howard, Rutland; Walter N. Adams, 
Brattleboro; and <A. Earl Wilson, 
Springfield. From New Hampshire: Mr. 
Quimby of Quimby & Quimby, Clare- 
mont; Clyde H. Davis, Lebanon; Arthur 
B. Duncan, Portsmouth; George W. 
Stuart, Concord; Leo Cote, Littleton; 
Frank Sullivan of Jean’ P. Howes, 
Keene; Lemay Brothers, Manchester; 
and Alphonse Levasseur, Manchester. 
From Conncticut: Lee Clegg, Norwich. 


q In the current Red Cross drive, Great- 
er Boston wholesale jewelers were confi- 
dent of going over their quota under the 
direction of their Chairman, “Dick” Ar- 
nold of the D. C. Percival & Co. On his 
“staff”? are Manuel Alberts of I. Al- 
berts Sons; Robert Ratzkoff, Ratzkoff,, 
Brothers; “Ed” Page, Jr., of M. S. Page 
Co.; Ralph Cohen, A. Frisch Co.; James 
Russell of E. H. Saxton & Co.; Leon 
Heller of Harry Heller & Co.; Robert 
Nagles of J. Nagles & Son; and D. C. and 
L. F. Percival. On the “Retail” side the 
drive is directed by Frank Libbey of 
the Smith-Patterson Co., who also had 
on his team Donald Reaves and William 
Durie, both of the same firm. Retailers 
also were confident of topping their 
quota, which was 60 per cent below that 
of a year ago. 


q Spring Gift Shows, staged simultane- 
ously at the Parker House and Hotel 
Statler, March 8 through 7, were only 
fairly well attended this year, it was 
reported. Among the Greater Boston 
firms exhibiting at the Statler were Cini, 
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of Boylston St., and M. W. Carr & Co., 
of West Somerville. Among those at the 
Parker House were: I. Alberts’ Sons, 
who occupied the Old Boston Room; J. 
R. McCormick Co.; D. C. Percival & 
Co.; S.E.M. Co.; A. Berk Jewelry Co.; 
Leo Brenner Co.; Mahar & Engstrom 
Co.; C. W. Sweetland & Son, Inc.; The 
House of Zola; Smith & Zaff; Harold 
A. Arnold; Joseph Gann Co.; Norling 
& Bloom Co.; Nathaniel I. Goodman, 
Inc.; Colton-Lewis, Inc.; Herbert W. 
Stranger Co.; Wolfsheim & Sachs, Inc.; 
and the Waltham Watch Co. 


q E. H. Saxton Co., Washington Bldg., 
have now completed the remodeling of 
their entire sales office. A new Diamond 
Room, which permits privacy, a separate 
Clock Department, as well as an up-to- 
date Silver Section have been added. 
The motif throughout is a_ beautiful 
light-grained mahogany. New open 
built-in displays have been added which 
aid materially in the showing of mer- 
chandise. In the near future, alterations 
will be made in billing and stock rooms. 


q “Hy” Siegel of the Washington Jew- 
elry Co., was accorded generous space 
recently in Neal O’Hara’s_ popular 
“Take It From Me” column in the Bos- 
ton Traveler. Quoting “Hy,” Neal says: 
“T have just returned from the “Valley 
of Incision” (gall bladder operation). 
The operation was a great success. I 
received 39 baskets of flowers, 11 
baskets of fruit, and 97 ‘Get Well’ cards. 
All I need is two more oranges and 
three more grapes and the operation 
will show a profit.” 


q Jewelry was the subject of two recent 
articles in the Boston press, Elinor Wil- 
liams of the Traveler presenting a well- 
illustrated story of “Dainty, New Cos- 
tume Jewelry which Adds Sparkle to 
Easter Suits,” and Catherine Coyne of 
the Sunday Herald doing a feature on 
“Male Critter Goes All Out for Jeweled 
Elegance Again.” 


q Choosing to take his vacation in a 
northerly direction, instead of in Flor- 
ida, Philip Tracgtenberg of the Paul 
Friedman Co., Jewelers Bldg., went to 
Canada to visit his daughter, and was 
snowbound for a week in 30-foot drifts. 


q A very clever idea just worked out 
by the M. S. Page Co., Jewelers Bldg., 
which has been doing an extensive bit of 
remodeling, is the replacing of the semi- 
opaque glass in one of their now-unused 
doorways with plateglass, and the in- 
stallation of a tricky little shadow dis- 
play box, well lighted, which attracts 
much attention from those passing down 
the hallway. 


q Another new jewelry store has been 
established at 281 Washington St. 
known as Gem Jewelry, and operated 
by Sim Sneider, formerly with Kay’s. 


q Florida vacations have played a lead- 
ing role with many Greater Boston jew- 
elers, Elmer C. Read, of Kettell, Blake 
& Read, returning to find that place en- 
tirely remodeled under the direction of 
son Ellsworth; Harry Sanders, of Harry 
Heller & Co., also is back from Florida, 
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along with Harold Ullian of Ullians, 
Inc., 1113 Washington St. The latter 
spend several months at his new home 
in Miami Beach. Also in Florida this 
winter were Mr. and Mrs. Arthur Kel- 
ley of Norling & Bloom Co.; Leo F. 
Ryan, of the Jewelers Building; Sidney 
DeYoung of J. and S. S. DeYoung; 
Mr. and Mrs. Ed Cotter of Prince-Cot- 
ter Jewelry Co., Lowell; and Mrs. Ad- 
die F. Goodell, N. H., President of the 
New Hampshire Retail Jewelers As- 
sociation. W. J. Goode of Smith-Pat- 
terson’s watch department, is back from 
a Florida trip. 


q Among the Providence jewelry manu- 
facturing firms moving to new quarters 
is Cameo Cross & Earring Co., which is 
now located in the Maurice C. Smith 
Building, 861 Broad St. 


q The regular monthly dinner meeting 
of the 30 Club of Boston was held March 
10 at the Boston Room, Kenmore Hotel, 
M. Morton Selig, president of the Club 
announced. Thirty club members at- 
tended the meeting. 


q Louis Swirtz, proprietor of the Uni- 
versal Watch Co., 703 Jewelers Build- 
ing, has been ill for a month. 


q Sam Berman of the Washington 
Building recently joined the firm of 
Solomont & Ettinger, wholesale jewel- 
ers, 5 Bromfield St., Boston. 


q The firm of I. Alberts’ Sons, Jewel- 
ers Building, has continued its remodel- 
ing, extending this to the bookkeeping 
section, removing partitions to give more 
room and installing new lighting fix- 
tures. : 


q The B. & C. Jewelry Co., Room 313, 
333 Washington St., Boston, have com- 
pletely modernized their offices by add- 
ing new show cases, venetian blinds, 
mirrored panels, inlaid flooring, and 
fluorescent lights. Two southern repre- 
sentatives have also been added to their 
business. 


q Alteration goes on apace in the Her- 
bert W. Stranger offices in the Wash- 
ington Building, recently doubled in 
size. Amid the din of workers on ceil- 
ings, walls, and flooring, the staff car- 
ries on, but found time out in some 
mysterious manner on February 22 to 
help Mr. and Mrs. Stranger celebrate 
their 20th wedding anniversary. Her- 
bert, Junior, now working steadily in 
the shipping department, staged the af- 
fair, ably abetted by Bob McLaren, Ken 
Webb, and “Jo” and Ida. Nearly 50 
friends gathered at the Stranger’s Mil- 
ton home, surprising the couple when 
they returned from dinner downtown. 
Music for the occasion was furnished 
by Roy L. Spring’s Hillbillies, a group 
of neighbors he gathered together, and 
which is rapidly gaining popularity in 
many Boston quarters. Roy is the only 
jeweler in the group of eight. He plays 
guitar, and his pals handle violins, viola, 
accordion, harmonica, and the bass tub 
with plenty of vim and vigor. An able 
M.C. completes the roster. 











announcing 


A NEW SERVICE 
in Emblem Rings 





W are now prepared to furnish 
Rings, such as illustrated, in 
any combination of Emblems, with- 
out the usual “special order” ex- 
pense. These rings are not made up 
of the usual “Stock” emblems, but 
are the equivalent of individually 
designed specially made rings of 
finest workmanship and heavy con- 
struction. They represent priceless 
life-time possessions which will cre- 
ate many satisfied customers. 

This NEW SERVICE is just another 
development we are proud to pass 
on to you,—a service to retailers and 
their customers for creating good 
will and greater sales. 


GRAN ana CO. 


Leaders in fhe Creation and Manufacture 
of Fine Emblem Jewelry 
for more than Two Decades 


546 So. Meridian St. - Indianapolis 4, Ind. 
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Crystal & Jewelry (2. 


WATCH CRYSTALS 


All Types and Shapes 


24 HOUR SERVICE 
Orders promptly filled 


ry 


Also Dealers in Swiss Watches nae 


ealcalel metals me Gsiehialsiam 2 A: 


727 SANSOM ST., PHILA. 6, PA. 


WAlnut 22-5469 
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MEMO-BANDS 
Invite inquiry or will send on memo distinetively de- 
signed GOLD FILLED Snake Chain Mesh and Nov- 
elty Flat or Braided Bands to fit all width watches 
for ladies and men. Guaranteed! Name of manufac- 
turer stamped on each band. Don’t miss this oppor- 
tunity to stock these personality bands on meme or 


approval. 
JAY RANZ 


1451 BROADWAY, NEW YORK 18. 
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The Diamond Ring 
with a 
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Baltimore St. at Hopkins Pl. 
BALTIMORE 1, MD. 
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WHOLESALE JEWELERS 


21 W. BALTIMORE ST 
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q New officers elected by the Dallas 
Jewelers Guild for 1947 at the monthly 
dinner-meeting Thursday, February 27, 
1947, at Dallas’ Hotel are: Burton M. 
Lieberman, Tabers, Inc., president; J. 
R. Spiegel, Peacock Jewelry Co., vice- 
president; and W. Tim Welch, Arthur 
A. Everts Co., secretary. Mr. Lieber- 
man pledged the continued interest of 
the Guild in the elimination of those 
practices in the industry which tends 
to harm the jewelry buyer “who depends 
on the integrity of his jeweler.” 

q John Fink Jewelry Co., Fort Smith, 
Ark., has been incorporated by John D. 
Fink of Albany, Oregon, Ira D. Oglesby 
and Paul M. Lynch of Forth Smith, list- 
ing $25,000 authorized capital stock. 

q Helms & Shillinglaw Jewelry Co., Fort 
Mill, S. C., has been incorporated with 
capital stock of $10,000. J. M. Helms 
is president. 

q Miller’s Jewelers, Inc., Charlotte, 
N. C., has filed articles of incorporation 
with the Secretary of State, listing au- 
thorized capital stock at $100,000. The 
incorporators include Sicie and Rose 
Miller, both of Charlotte, and Eli Katzin, 
of Winston-Salem. 

q O. H. Harding, Elesay Jewelry Co., 
Chattanooga, Tenn., president of the 
Tennessee Watchmakers & Jewelers 
Association, recently addressed the 
Chattanooga Engineers Club on _ the 
evolution of time measurement from 
prehistoric notches on trees to the pres- 
ent-day stem-winding watches. He cred- 
ited Thomas Nash with producing the 
first American-made watch. 

q Jame M. Rudder, vice-president of 








TROPHY PRESENTATION: 





Ben Utay, president of Ben-Morris Jewelry 
Co., Dallas, Texas, was presented with this 
beautiful trophy at the conclusion of the 
Spring Gift Show held in Dallas from Janu- 
ary 26 to 31. The trophy was presented 
by representatives of nationally advertised 
watches, jewelry and diamonds, in appre- 
ciation of many years of business associa- 
tion and friendship. 


THE SOUTH 


Claude S. Bennett, Inc., has been elected 
president of the Atlanta Jewelers’ Guild, 
Mr. Rudder will also serve as a vice- 
president of the Atlanta Retail Mer- 
chants Ass’n. He is a graduate of Emory 
University School of Business and dur- 
ing the war served as a naval supply 
officer. 

q Enrollment in the Houston School of 
Horology, 15 Preston St., Houston, 
Texas, of which Thurmar F. Watson is 
president, has grown in attendance from 
24 to 200 in a little more than a year, 
Mr. Watson states that it takes a mini- 
mum of 3,000 hours of basic instruction 
to turn out a competent watchmaker. 
qG. D. Berlin, jeweler, formerly of 
Quitman, Ga., is opening a new credit 
jewelry store at Valdosta, Ga. Mr. Ber- 
lin said the building to be occupied by 
the new store has been remodeled and 
new fixtures are being installed. 





Everts Employees Get Another Bonus 


Broad smiles spread over the faces of 
the 121 employees of Arthur A. Everts 
Co., Dallas Jewelers, recently when Ar- 
thur and Myron Everts announced addi- 
tional bonuses for them, totaling over 
$20,000. Mr. Everts explained that this 
bonus was in addition to the over $17,000 
worth of Christmas bonuses shared by 
147 Everts employees, 70 of whom were 
sales people. 

This bonus was also divided among 
the employees of Everts Jewelry Manu- 
facturing shops and the watch and 
jewelry repair shops, some of whom 
have been with Everts as long as 47 
years. 

Along with each bonus check was a 
note reading: “Here is an expression of 
appreciation for your helping all the 
rest of us to make 1946 a grand year. 
1947 will be just about what we all work 
together to make it.” 


—— | 








TAKE A 
LOOK! 


See Page 80 


U.S. JEWELRY CO.». 


H. E. BAUMOHL, Pres. 
BALTIMORE -1, MD. 
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Dalkeen, Inc., 1717 Sansom St., Phila- 
delphia, Pa., manufacturers of watch 
attachments, have moved their Philadel- 
hia offices to 1524 Chestnut St. 
4 Philip Stifnagle, who has had exten- 
sive experience in jewelry work, opened 
a new jewelry sales and repair store in 
the Berwick Bank Building in Berwick, 
Pa, Mr. Stifnagle plans to handle qual- 
ity lines of watches, diamonds and other 
jewelry. 
4 Employees of J. M.: Shanholtz of 723 
Sansom St. have returned to work, but 
no definite agreement has been reached 
and conditions are described as “still 
pending.” 
q Albert E. Price of 710 Sansom St., 
returned on the Queen Elizabeth March 
90, from England after a six weeks’ 
business trip in which he _ visited 
England, France, Czechoslovakia, Italy, 
Switzerland and Sweden. 
q Harry Kaplan of 11th & Sansom St. 
has sold his store. 
4 Herman Sonheim of Elshens Jewelry 
has returned from a vacation to Florida. 
q Samuel Gleaner of Time Jewelers is 
back after a brief holiday in Florida. 
q Paul Dreher of 717 Sansom St. has 
returned to his business and is now able 
to devote his full time to it after a pro- 
longed illness. 
q An unsuccessful attempt was made to 
rob the S. Kind & Sons store at Broad 
and Chestnut Sts. on Friday, February 
21. Between six and six-thirty in the 
morning the watchman was standing just 
behind the front door waiting to be re- 
lieved of duty when he heard two sudden 
crashes. He ran into the nearest office 
and opened the door leading to the show 
window just in time to confront a man 
with his head in the window. He had 
smashed both the outer glass window 
and the safety glass and was about to 
help himself to an array of watches on 
display. When he saw the watchman he 
ran and neither the watchman nor police 
who answered the alarm were able to 
catch him. 
q Maurice Coleman of 2436 S. Broad St. 
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has been awarded a citation by the 
President of the United States for out- 
standing work in connection with aiding 
veterans. He has helped veterans in se- 
curing employment, homes and in many 
other ways. 

q Mike Simon of M. Simon & Co. is 
spending the month of March in Florida. 
q.S. Kind & Sons are in the midst of 
plans for an enormous diamond jubilee 
celebrating their 75th anniversary. From 
May 9 to May 14 they plan to exhibit 
the largest collection of diamonds ever 
displayed in Philadelphia. 

q The Leonhardt Travel Service, carried 
on in connection with the Marie K. Leon- 
hardt Jewelry and Gift Shop at 415 Old 
York Rd., Jenkintown, is now being pro- 
moted with newspaper advertising. Since 
the war this service has been almost 
dormant due to the impossibility of 
scheduling trips. 

q The Wyncote Shop of 113 Greenwood 
Ave., Wyncote, Pa., opened on March 
3, 1947. It is owned and operated by 
Miss Gertrude E. Bagshaw, and handles 
costume jewelry and gifts. 

q C. Fred Muth, Inc. of Jenkintown, 
has opened a new Clock Shop at 749 
Yorkway Place near his regular jewelry 
shop at 408 York Rd. 


q Fred J. Cooper of 109 S. 138th St., 
Philadelphia, is instilling confidence in 
his ability and integrity by advertising 
“Jeweler by Birth.” 

q The Eastern Pennsylvania Guild of the 
American Gem Society spent their last 
meeting held on March 20 at the cus- 
tomary meeting place, the Academy of 
Natural Sciences. The session was de- 
voted to the identification of unknown 
stones by way of the specific gravity 
method. Students were given gems to 
identify under the instruction of William 
P. Collison, secretary of the Society. 


qS. E. Mittler, Philadelphia representa- 
tive for Longine Wittnauer Watches, 
was awarded the Bronze Star in the 
Ballroom of the Benjamin Franklin 
Hotel on Friday February 21. This was 
his third award. He also has received 
the Secretary of the Navy Citation and 
the Citation for the Pacific Area Com- 
mand, in recognition of his activities in 
the Navy. He modestly claims that he 
must share the glory with each of the 
14 Naval Construction Battalions under 
his command. 


q Mickey Orloff of 706 Sansom St., 
Chairman of the Jewelry Manufacturers 
and Wholesalers Division of the Ameri- 
can Red Cross Drive reports that. the 
jewelers have been very generous and 
extends his thanks to everyone who con- 
tributed or participated. He reports that 
Clark Bechtel, Samuel Lashoff, Louis 
Neff, and Jerry Atlas worked particu- 
larly hard on the campaign. 
(Please turn to page 405) 








Complete Line Dennison Goods Boxes & Tags 


Prompt Mail Service 


GOLDBERG & POSSOFF 


124 South 8th Street Philadelphia 7, Pa. 


WHOLESALE JEWELERS 
WATCHMAKER’S TOOLS & MATERIALS 
JEWELER'S FINDINGS & SUPPLIES 
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DISTRIBUTORS 
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1015 Chestnut St. 
22 West 48th St. 
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READY TO SERVE YOU 
In All Your Needs For... 


@ Watch cases, @ Staking tools 


dials to match. @ Cleaning 
; machines 
@ Watch materials © Other qrechiia 
@ Lathes tools 


IMMEDIATE DELIVERY 
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BYARD F. BROGAN 


Manufacturer of Distinctive Diamond 
Mountings and Wedding Rings 


805 Sansom Street Philadelphia 
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Send for Catalogue 
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Philadelphia College of Horology 


SCHOOL FOR WATCH BARGRS, 
JEWELERS AND ENGRAVERS 


Bread and Somersel Streets 
PHILADELPHIA, PA, 
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DIAMONDS 


_. . All Sizes and Qualities 


We also carry a complete stock of 
OnE Gastehale Mei Ba A-tim 4 

Diamond watches, attachments, dia- 

mond solitaires, bridal sets, wedding 


rings, diamond gents rings, Droaches, 
bracelets and other diamond pieces, 


Meme Selections to Rated Jewelers 


AMERICAN 
DIAMOND SYNDICATE 


37 So. Wabash Ave., Chicago 3, Illinois 








' Gold-Silver 
DLATING 


“ASK ABOUT” 


THODAN IZE 


TRADE MARK REG. VU. S PAT. OFF 


Silverware 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


1@ S. Webesh Ave., Chicage 3 CENtral 6069 

















ALWAYS USE 
= THE NEWALL 
em “Finger Print" System 
a e WHEN SELECTING 
SWISS WATCH 45% 
MATERIAL 


Order From 
Your Jobber 


THE NEWALL MFG. CO. 
CHICAGO. 2, ILLINOIS 








~é> 








HAVE YOUR GEMS RECUT OR POLISHED 
BY A CERTIFIED GEM CUTTER 
NAVAMSA 777 


ROBERT REIS 3805 WEST 66TH PL. 
LAPIDARY * CHICAGO 29, ILL. 





PROMPT SERVICE 
REASONABLE PRICES 











WATCH REPAIRING 
TO THE TRADE 


BARRY-ZAIMAN & CO. 
32 N. State St., Chicago 2, Illinois 














WATCH DIALS 
REFINISHED 


MICHIGAN DIAL REFINISHING Co. 


603-4 METROPOLITAN BLDG. 
DETROIT, MICH. 
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q Wm. T. (Bill) Hill, manager of the 
A. C. Becken Co. Denver office, journeyed 
to Albuquerque, New Mexico, to attend 
the convention of New Mexico jewelers 
on February 26 to make a speech, and 
reported a rapid fire experience at the 
Alvarado Hotel while there. His per- 
sonal bag was stolen from his room, the 
bag was recovered, the thief was appre- 
hended and sentenced to 30 days, and 
all this happened in one exciting day. 


q Lester E. Siegel, manufacturers’ repre- 
sentative of Lang Jewelry Co., Provi- 
dence, R. I., recently announced the 
opening of a Chicago sales office at 29 
East Madison St., Suite 1710. 


q Arthur C. Kuhfuss of the diamond de- 
partment of Stein & Ellbogan Co. re- 
cently celebrated his 20th anniversary 
with the company. 


q The business session following the 
monthly dinner of the Chicago Credit 
Jewelers Association, held at the Stand- 
ard Club on March 5, was brief. Several 
orders of business were dispensed with. 


John J. Hunt, of Hunt Jewelers, 3106 


West 68rd St. was elected to member- 
ship. Executive Secretary Ben. Sacks 
urged members to cooperate with the 
Association and prosecuting officials in 
presenting evidence against thieves and 
bad check operators, several of them hav- 
ing recently been apprehended. Presi- 
dent Phil Martin introduced Jacob 
Shamberg, for 12 years a member of the 
State’s Attorney staff and now chief 
assistant of the Civil Division, who ex- 
plained in a very interesting manner the 
functions and operation of the several 


departments of the. State’s Attorney 
office. 
q The 24th annual meeting of the 


Fraternal Association of Chicago Jewel- 
ers was held in their headquarters at 
10 South Wabash Ave., on Saturday, 
March 1, with Secretary John G. Leiner 
presiding in the absence of both the 
president and the vice-president. The 
slate of officers proposed by the nom- 
inating committee was unanimously ap- 
proved, resulting in the election of 
Henry Vidt, F. H. Noble & Co., as 
president; Jack Casey, vice-president; 
John G. Leiner, Benjamin Allen & Co.,, 
secretary-treasurer; and Dave Helfer, 
Helfer & Co.; Ben Teitelman, Teitel- 
man-Danziger, Inc.; V. J. Newman, 
Jewelers Board of Trade, and R. B. 
Dehnert, Stein & Ellbogen Co. were 
elected directors. Mr. Leiner read the 
treasurer’s report and reported an in- 
creased balance with a total of about 
$14,000 in cash and government bonds. 
It was voted that no dues would be 
collected this year. 


q Charles G. Brown of Stein & Ellbogen 


CHICAGO 


Co., and President . of the Chicago 
Jewelers Association, is sojourning for 
a holiday down in Miami Beach, Florida. 





Illinois RJA Members Advised on 
Unordered Merchandise Shipments 


The Illinois Retail Jewelers Assgocja- 
tion sent its members a special bulletin 
on the annoying practice of some manu- 
facturers in sending unordered merchan- 
dise shipments to retail jewelers. The 
association was advised that the jeweler 
is under no obligation to return these 
packages of. unsolicited merchandise 
sent to him on memo. While most jewel- 
ers have been sending them back “ex- 
press collect,” that does not fully cover 
the matter since in some instances the 
manufacturer has claimed not to have 
received the packages. This, of course, 
‘causes the jeweler considerable trouble 
in filing claims, starting tracers, ete. 

All the jeweler need do is hold the 
unordered shipment until the owner 
sends postage or express charges, or, 
in some other way “calls” for it. The 
jeweler is known as a “gratuitous bailee” 
when he receives unsolicited packages, 
and does not have to pay for this mer- 
chandise unless he actually puts it 
in his stock, or loses it through his own 
negligence and carelessness. He can 
notify the sender that he is holding the 
package for return postage or express 
charges, but does not have to do so. The 
jeweler should take reasonable care of 
it until the sender reimburses him for 
the charge mentioned. If he sends the 
package back “express collect” as men- 
tioned, he should be sure to save the 
receipts in case the shipper claims he 
did not receive it. 








REPAIRING 
WRISTWATCH and CARMEN 
EXPANSION BRACELETS 
Prices from 50¢ 


Finest Watch Crystal Fitting 
Jewelry Repairing and Ring Sizing 
ALL WORK GUARANTEED 
Send for Our Price List 


M. MARTIN 
5 S. Wabash Ave. 
CHICAGO 3, ILL. 


Rm. 604 














SILVERWARE 


REPAIRING AND PLATING 


GUARANTEED 


Gold—Silver—Rhodium Plating. 
Also Production runs to Specifications. 
NORTHERN PLATING CO. 
6 E. Lake St. Chicago 1, Ill. 
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The Retail Jewelers’ Association of 
philadelphia and Kastern Pennsylvania 
held a meeting February 25 in which the 
same committees were appointed as were 
in operation last year, except for the 
following new appointments: Allan Gur- 
wood of Gurwood Jewelers and Her- 
man C. Sonheim of Jewelry by Elson, 
co-chairmen of publicity. 

The meeting was addressed by Albert 
E. Haase, Executive Director of the Jew- 
elry Industry Council. There was further 
discussion and approval of the resolution 
made in November and followed since. 
Edwin S. Malmed, attorney, who is 
counselor for the Association, said that 
he expressed the feelings of the group 
when he reported that complying with 
this resolution to refrain from advertis- 
ing specific credit terms was an excellent 
public-relations policy. The advertising 
of specific credit terms was “undignified” 
and “brought disrepute” to the business. 
The new policy advertising only gen- 
eral phases such as “credit available” 
instills confidence and tends to give the 
public the idea that the place to buy 
jewelry is at a jewelry store. 
4A representative of the Retail Jewel- 
ers’ Association stated that the Associa- 
tion had fought against the enactment 
of the state sales tax in Pennsylvania 
and according to recent comments by the 
Governor they seem to be on the winning 
side. 
qA spokesman for the Sansom Street 
Business Men’s Association reported that 
there is a movement now being felt to 
revive the Association which has been 





. dormant since the war years. Mr. Pitkin 


of George Mayer & Co., president and 
Mickey Orloff, vice-president, expect to 
call a meeting for re-organization about 
the middle of April. 

q Morris M. Horwitz of 723 Sansom St. 
is adding a new show room on the sec- 
ond floor because increased business 
requires this space expansion. He will 
transfer silverware and gift ‘merchandise 
to this second-floor show room. 
qWyman’s Jewelry stores of 17300 
Frankford Ave., 5522 Germantown Ave., 
and 3236 Kensington embarked on a new 
series of radio programs on Friday 
March 3rd. The programs are broadcast 
over station WIP from 1:30 to 1:45 P. 
M. and feature semi-classical music 
which Oscar L. Levin, Associate of the 
Company, says is “in keeping with the 
jewelry business.” They have already 
received some fan mail and many favor- 
able comments. 

q A spokesman for the Time store, which 
handles only watches and clocks, re- 
ported that their radio program appro- 
priately titled “Time on Your Hands,” 
is more than paying for itself with the 
new business directly traceable to it. 
Several hundred fan letters have been 
received since its inception in January. 
Listeners are invited to write a letter of 
fifty words or less about their favorite 
composer. From these letters a composer 
of the week is selected and his music 
played on the program which is broad- 
cast each Thursday evening at 7:30 P. 
M. over station KYW. The person who 
wrote the winning letter is interviewed 
on the program and presented with a 
watch retailing at $49.50. The music is 
transcribed. 





VIEW OF NEW STORE OPENING 





Fred B. Taylor is shown with his wife on December |, the day he formally opened his new 

store at 28 N. Woodriver Ave., Woodriver, Ill. The store is equipped with modern fixtures. 

Fluorescent tubing, which gives a soft glow over the entire store, is used to light the wall 
and showcases. 


FOR APRIL, 1947 








| Something New—JEWELRY CLEANER 
No Ammonia—No Alcohol 


Furnished in two popular siges to 
retail at 25c and 50c. This jewelry 
cleaner will not affect lacquer on 
costume jewelry. No fear of spoil- 
ing nail polish with this cleaner. 
A real profit builder. 

Liberal profit margin. 


FREE SAMPLE 
Ask for sample on your letterhead. 
Test it yourself, 


Welmaid Manufacturing Corp. 
1737 North Campbell Dept. 42 
CHICAGO 47, ILLINOIS 











Wedding Ring Sizing 


QUICK, EASY ,. 
ECONOMICAL . Pee 
Pa eis 
ELL-VEE 

RING STRETCHER 


Over a thousond Retailers, Wholesalers, Manufac- 
turers find it simple and accurate. Will not mar 
engraving, bend or weaken ring. Complete with 16 
half size dies, 4% to 12 inclusive, numbered and 
orranged in durable covered box. 


F.0.8. CHICAGO 
$20 MONEY BACK IF NOT SATISFIED 
Now available — Sizes 12/2 —13 — 13. $3.50 set. 


LOUIS VOGEL fiicaco pitt. 
Makers of “Divine” Rings 
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“THE PATHWAY TO SUCCESS” 





WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 


BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, Ill. 














deme WATCH CO. 





> S.WABASH AVE. CHICAGOILL. 


USED WATCH. 
MATERIALS 


USED MOVEMENTS 1 2 


Good Condition 
Good Dials 
THE PRICE OF 


O-Size Elgin, 
Waltham 
7J, $3.00—15J, $4.00 
NEW MATERIALS 
Wheels, pinions, 
pallet forks, etc. 


18 Size Hunting, 
Elgin, Waltham 
73, 22. 
for all watches. 
Send sample of 











00—i5J, $3.00 

18 Size O.F. 
Elgin, Waltham 
74, $2.50—15J, $3.50 
6 Size Elgin, Wal- 
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-_ tham, Hunting what you want! All 
7J, 92.0015), $2.50 Guaranteed! Remit 
6, $2.50—15J, $3.50 only if satisfactory. 
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PROMPT SERVICE ALWAYS 


GERWE-BROWN 60. 


Wholesale Jewelers 


CINCINNATI 
NEW ORLEANS 











Harry Greenwold Co. 


The House of Quality and Service 
18 WEST 7th STREET, CINCINNATI, OHIO 


VIRGIN Diamonds 
CELLINICRAFT Jewelry 


HAMILTON WATCHES (Zones 7 





and §&8) 


Lines of quality and style that give you pro- 
tected profit. You can recommend these lines 
to your customers with confidence. 








WE specialize in special 
order work. Send us your 
specifications. We'll sub- 
mit a design without 
obligation. 


THE SCHUMER BROTHERS CO. 


Manufacturing Jewelers 
5 E. Third St. Cincinnati, Ohio 











- 


DIAMOND-CUTTING 


EXPERT WORK 


a Y ERY 4.0414 4 


LITWIN & SONS 
114 West 6th Street. Cincinnats. Ohio 








KLEIN BROTHERS 
COMPANY 


WHOLESALE JEWELERS 


ENQUIRER BLDG. CINCINNATI, O. 
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q Wallenstein Mayer Co. have added a 
new salesman, Ned Stern, to their crew 
of salesmen. He will cover Ohio, Ken- 
tucky, Carolina, and Virginia. 

q Edwin Jacobs of D. Jacobs Co. re- 
turned from a vacation in Santa Bar- 
bara, California, where he spent a month. 
q Friends of Spencer Brown of Seth 
Thomas Clock Co. will be pleased to 
know that Mr. Brown is well and happy 
and still is holding down the Chicago 
office. This news was conveyed by his 
nephew who is covering Cincinnati. 

q E. Wagner & Son celebrated their 53rd 
anniversary on February 14 with a party 
at the Alms Hotel which all employees 
attended. ; 

q Walter Mayer of Wallenstein Mayer 
Co. is convalescing after a recent illness. 
q Louis Grassmuck and family are vaca- 
tioning in Ft. Lauderdale, Fla. 

q Mr. and Mrs. Herbert Krombholtz 
have returned from their Florida vaca- 
tion. 

q Fred Weithorn, jeweler, is 
valescing after a recent illness. 
q Wally Miller of 20th Century Watch 


con- 





Emil Rose Heads Detroit Ass'n 


Emil Rose, owner and operator of 
Detroit’s Rose Jewelry Chain, was 
recently elected president of the Greater 
Detroit Retail Jewelers’ Association. 

Mr. Rose, known to the trade as the 
“Little Giant Jeweler,” began his 
jewelry merchandising career in 19238 
in an 814x27 foot store on downtown 
Detroit’s Gratiot Ave. Just before ex- 
pending his first store, he hit a new 
high in volume, boosting sales to the 
highest per square foot in the -entire 
midwest. From $15,000 a year the store 


EMIL ROSE 





boosted its volume to $150,000 a year. 
It was then that Mr. Rose’s competi- 
tors bestowed his nickname on_ him. 
His present chain is comprised of five 
spacious, ultra-modern stores. 

In addition to being president of the 
Greater Detroit RJA, Mr. Rose is on 
the board of directors of the Mercantile 
Group, a member of the National Asso- 
ciation of Credit Jewelers, American 
National Retail Jewelers’ Association, 
National Retail Credit Institute and the 
Jewelry Industry Council. 


CINCINNATI 


Strap Co. attended the annual dinner. 
dance of the Chicago Golden Roosters 
held in Chicago at the Drake Hote, 
Mr. Miller reports he is enlarging his 
present quarters since his return, While 
in Chicago, he visited the Elgin Watch 
Co. 

q Bob Stocker of Rosfelder Bros, at. 
tended the Irish fellowship party held 
on March 17 at the Alms Hotel, 

q All salesmen of D. Jacobs Sons (Co, 
have gone on the road and are reporting 
fair business. 

q E. H. Bohmer, 4th & Walnut. Sts, 
and his wife are vacationing in Florida, 
q 20th Century Watch Strap Co. have 
added a new salesman, Sam Hertzman, 
who will cover Pennsylvania, New York 
State and New England. 

q Percy Lucas of Rosfelder Bros. & Co,, 
is up and around again making his regu- 
lar trip to the trade. 

q Thomas Jewelry Co., formerly located 
at 104 West Main St., Van Wert, Ohio, 
recently announced that they have 
moved to 114 South Washington St., the 
same city. Modern fixtures have been 
installed in the new location and Mr. 
Thomas plans to remodel the building 
and install a new store front as soon as 
conditions permit. 

q The Northern Ohio Guild of the 
American Gem Society held a meeting 
on March 11 at the Hatch Building, 
Western Reserve University. Dr. Henry 
F. Donner gave a lecture on “Specific 
Gravity.” A question and answer ses- 
sion followed the lecture. 





Fashion Fair Scheduled for June 


An exposition planned to illustrate 
every aspect of the fashion apparel and 
related industries, from lingerie to mink 
and diamonds, will be held June 12 to 
18 in the Madison Square Garden Ex- 
position Hall, New York, it was re 
cently announced. The “fashion fair” 
will be produced by Leon Leonidoff and 
designed by Raoul Pene duBois, the an- 
nouncement said. J. R. McCrary is 
chairman of the committee. 

All types of clothing, accessories and 
jewelry will be displayed. Four shows 
of fashions are planned for each day. 














DISTINCTIVE 
JEWELRY 
WATCHES : 


THE D. JACOBS SONS CO. 


Wholesale Jewelers 
811-13 RACE STREET 
CINCINNATI 2, OHIO 
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Return Imperial Pearls; 
‘46 Charges Unfounded 


Joseph Goldstone, president of the 
Imperial Pearl Syndicate of Chicago, 
New York and San Francisco, was com- 
pletely vindicated recently of the charges 
made against him last year. A War 
Department order restored to him thou- 
sands of dollars worth of cultured pearls 
which were seized by U. S. Army au- 
thorities in Shanghai a year ago. The 
pearls had been purchased by Mr. Gold- 
stone in Shanghai while he was there 
representing the U. S. Senate’s Smal’ 
Business Committee. 

Mr. Goldstone, together with Howard 
MacGowan, then a regional director for 
the Small War Plants Corp., in Seattle, 
was sent to the Far East by the Small 
Business Committee to investigate trade 
possibilities. 

While in Shanghai, Mr. Goldstone took 
advantage of his trip to buy approxi- 
mately $25,000 worth of pearls and was 
attempting to carry them home aboard 
a U. S. Air Transport Command plane 
when agents of the Army Criminal In- 
vestigation Division stopped the plane. 

The Army removed Mr. Goldstone 








from the plane and confiscated the pearls 
on the ground that it was against regula- 
tions to use military transport for pri- 
vate commercial purposes. The Trans- 
port Command canceled the _ travel 
priorities of Mr. Goldstone and Mr. Mac- 
Gowan, and the two subsequently re- 
turned to the United States by ship. 

In Washington, the War Department 
said the pearls were released because 
there had been no violation of military 
law. The purchaser of the pearls was a 
civilian, it was pointed out. A War De- 
partment spokesman said both the State 
and Justice Departments had been con- 
sulted, and neither had requested the 
Army to continue to hold the pearis. 
There was no reason for holding the 
pearls unless some action was contem- 
plated, he said. 

Months after Messrs. Goldstone and 
MacGowan left China, Army headquar- 
ters here received a cable from the War 
Department directing local Army offi- 
cials to ship. the pearls to Mr. Goldstone. 

Pointing out that this procedure 
would be in violation of Chinese cus- 
toms regulations, Army authorities in 
Shanghai proposed turning the pearls 
over to a firm which represented Mr. 
Goldstone in Shanghai for forwarding to 
him. And this was done. 





——_—_—_ 











Guertin's jewelers recently staged the formal opening of the firm's new store in West War- 

wick, R. |. The store fixtures are oak with a light grey finish, show-cases have overhanging 

tops made of 34" glass, and floors are covered with carpeted inlaid colonial linoleum. All 

lighting, with the exception of the wall cases, comes from direct spots in the ceiling and 

wall cases are illuminated by fluorescent tubing. Mirrors are used in floor and wall cases. 

A large built-in vault, equipped with a bank-like door is located in the rear of the store. 
There is a four-tube fluorescent lighting source in the middle of the ceiling. 


FOR APRIL, 1947 











RAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 


IN 


DIAMONDS 
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PEARL 
STRINGING 


Best in the midwest for 
workmanship and service 


M. LANGE CO. 


425 W. WRIGHT STREET 
Milweskee 12, Wisccasia 
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Where to Buy ; 






IMPORTED 
China and Glass 








ROYAL DOULTON 


English Bone China and Barthenware 


DOULTON and CO., Ine. 
cceessors To 
wm. 8. Rees CORPORATION 
2i2 Fifth Ave. New Verk, N. Y. 








PAUL A. STRAUB & CO., Inc. 
19 East 26 Street, New York 


Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Merray Hill 38-5460 











Wedgwood Ware 


Bone China Dinnerware, Queensware 


Jasper and Black Besalt 
Trade-Mark WED@WOOD 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 














JUSTIN THARAUD & SON 


INC. 
129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 
MYOTT’S 
English Staffordshire Ware 








EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 








MADDOCK & MILLER, INC. 
English China and Earthenware 


CROW DUCAL Dinnerware 
MASON’S Ironstone China 
COALPORT Bone China and Kingsware 
ROYAL CAULDON Bone China and Earthenware 
WELLINGTON Bene China Teaware 
129 Fifth Avenue, New York 3, N. Y. 








TEDMAN IMPORTING CO. 


225 Fifth Ave., Room 829 #£Tele.: CA 5-5324 
New York 10, New York 


ENGLISH BONE CHINA 


Breakfast Sets, Teaware, Smoking Articles, 
Toby Jugs and Lustreware 








>». importers of 

oJ ENGLISH CHINA 
and 

EARTHENWARE 
Stock and Import 


FONDEVILLE &@ ° CO., INC. 


149 Fifth Ave. New York 10, WN. Y. 
AL. 4-0104 
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Diamond Peacock Club Initiates New Members 





Ro en 
ees 


Vincent Chapman, President of the Diamond Peacock Club (left), presents check for $100 
to George Curley, son of Mayor James M. Curley, to purchase peacocks for the Franklin 
Park Zoo. Left to right in the picture: Vincent Chapman; Bert Dehlin of Providence, a direc. 
tor of the Club; George Curley; Robert Brennan, secretary-treasurer; William Harkins 

Curator of the Franklin Park Zoo; Bernie Smith, and John MacNamara, Club directors. _ 


Celebrating its first anniversary with 
the initiation of new members, the 
Diamond Peacock Club—an organization 
of New England manufacturing, whole- 
sale, and retail jewelers—on February 
26 presented the City of Boston with a 
$100 check for the purchase of a pair 
of peacocks for Franklin Park Zoo. 

Decision to donate the birds, accord- 
ing to Bernard Smith of Smith & Zaff, 
Jewelers Building, one of the Club’s 
Board of Directors, came after recent 
complaints that additional funds were 
needed for the rehabilitation of the Zoo. 
The club hopes that other public-spirited 
organizations may follow their lead. 

Initiation of new members into the 
Diamond Peacock Club called for dress- 
ing up a number of the candidates in 
baseball suits loaned to the Club by the 





Shown harmonizing at the Diamond Peacock 
Club Dinner held on February 26 are, left 
to right: L. Blaine Libbey of Milford, Mass., 
former president of the Boston Jewelers 
Club; John MacNamara of E. H. Saxton 
Co., a director of the Diamond Peacock 
Club; and Vincent Chapman, president of 
the Club. 


Boston Braves, parading the candidates 
through downtown Boston streets and 
the jewelry district, herding them into 
the Park St. subway entrance, and con- 
veying them by Boston Elevated to 
Braves Field. 

Arrival there found the grounds cov- 
ered with snow, so the intended prac- 
tice warm-up—by way of poking a bit 
of fun at the teams which have been 
shivering in Florida—was given up. The 
“players” were escorted back to the 
Parker House for the second annual 
dinner of the Club. 

Club officers at the head table included 
President Vincent Chapman of the 
Jewelers Board of Trade, Providence; 
John MacNamara of E. H. Saxton Co., 
vice-president; and Robert Brennan 
of Speidel Corp., secretary-treasurer. 
Among the Directors at the head table 
was Robert Abbott of Lowell, president 
of the Massachusetts and Rhode Island 
RJA. 

The Diamond Peacock Club will hold 
its second dinner-dance on April 16 in 
the Hotel Somerset’s Louis XIV Ball- 
room, with special attractive gifts plan- 
ned for the ladies, and with Ranny 
Weeks’ popular orchestra. 





Paul Weber Opens Own Business 


Paul Weber, former partner of the 
firm of Van Paul & Co., 207 Market St., 
Newark, New Jersey, which dissolved 
partnership on March 1, 1947, is continu- 
ing in business individually and sepa- 
rately at the Kinney Building, 790 Broad 
St., Suite 1119, Newark, New Jersey. 


——————————,, 














SWEDISH CRYSTAL 


Kosta Alsterfors 
Maleras Bohlmarks 
DANISH CERAMICS (Bing and Grendahl) 


D. Stanley Corcoran, Ine. | 


212 Fifth Avenue New York 10, N. ¥. 
MUrray Hill 7-7823 








THE JEWELERS’ CIRCULAR-KEYSTONE 








———————————— 
OBITUARY 
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Pararck J. Correy, former Newark, 
N. J., jewelry manufacturer, died Feb- 
ruary 27 of a heart attack. He was a 
former president of the Jewelers Board 
of Trade and of the 24 Karat Club of 
the City of New York. He is survived 
by his widow, a daughter, and two sons. 

James Stevens Darcy, 42, general 
manager of Seth Thomas Clocks, Thom- 
aston, Conn., died suddenly on February 
94 in the offices of the General Time In- 
struments Corp., 109 Lafayette St., New 
York. Mr. Darcy was stricken with a 
heart attack. Surviving are his widow 
and a brother. 


BernarpD DoncuHIn, 72, jeweler, 741 
West Side Ave., Hoboken, N. J., died 
March 6. Mr. Donchin operated a 
jewelry store in Hoboken for 27 years. 
Surviving are his widow and four sons. 


AtteN N. Horrer, 79, jeweler, 5 N. 
9th St., Lebanon, Pa., died March 7 
after a long illness. Mr. Hoffer was a 
familiar figure in the uptown business 
district of Lebanon for half a century. 
He is survived by his daughter. 





Leon Wiutirams, 56, _ international 
president of the Jewelry Workers Union, 
an affiliate of the American Federation 
of Labor, died March 10. Mr. Williams 


LEON WILLIAMS 





was a leader of his union from its for- 
mation and rendered especially valuable 
services to his fellow workers during the 
recent war period. He is survived by 
three brothers. 


Epwarp C. Mecuier, 59, jeweler, 
Marshfield, Wis., died March 1 after a 
long illness. Mr. Mechler has been in the 
jewelry business in Marshfield for 42 
years. Surviving besides his widow are 
three sons and two daughters. 

Cuartes A. Orcurr, treasurer of Ken- 
nard & Co., Boston, Mass., died March 
8 after a long illness. Mr. Orcutt had 
been treasurer of the company since 1943 
and was former president of the Boston 
Jewelers League. He started in the 
employ of Bigelow, Kennard & Co. as 
a cash boy in 1896. In 1906, he became 
associated with the firm of Hodgson, 
Kennard & Co., and for many years was 
manager of their Magnolia store. 

Mrs. Morton OLtenporrr, 55, wife of 
Morton Ollendorff, treasurer of the Ol- 
lendorff Watch Co., 20 W. 47th St., New 
York, died in Paris} March 4. Mrs. Ol- 
lendorff devoted almost all of her time 
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to charitable work in the past few years, | 
including the Women’s Auxiliary of the 

Hospital for Joint Diseases, the Jewish 

Federation of Charities and the United 

Jewish Appeal. Surviving, beside her 

husband, are a son and a daughter. 


Arex Worr, 70, partner of Wolf & 
Klar, Wholesale Jewelry Co., Fort 
Worth, Texas, died February 11 after 
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ALEX WOLF _~ 


a long illness. Surviving are his two 
daughters and a son. 





Chicago Golden Roosters 
Hold Annual Affair 


More than 300 of the Chicago Golden 
Roosters, their friends and ladies, en- 
joyed their annual dinner dance and en- 
tertainment in the Grand Ballroom of 
the Drake Hotel on February 22nd. 
Dancing and entertainment was post- 
poned until dinner had been served. 

During the dinner period, the newly 
elected officers, John M. Friedland, 
Hart Jewelry Co., Chanticleer; Irvin G. 
Jensen, National Jeweler, Scratcher, 
and Henry Vidt, F. H. Noble & Co., 
Keeper of the Nesteggs, were duly in- 
stalled by retiring Chanticleer, Alvin 
Lauschke, Thomas J. Dee and Co. Mr. 
Lauschke called Dick Maske, of the Di- 
vision Street Y. M. C. A. to the plat- 
form and presented him with a check 
for $3,154.00, the 1947 contribution of 
members of the Golden Roosters to pro- 
vide vacations for underprivileged boys. 
In accepting, Mr. Maske expressed ap- 
preciation of their continued contribu- 
tion and stated that the sum donated 
would provide two week vacations at 
Camp Channing this summer for about 
225 boys. 

The dinner was up to the usual high 
standard of previous years and the en- 
tertainment consisted of top acts from 
stage and night clubs. From 6 o’clock, 
when cocktail hour started, the merry- 
makers mingled socially and danced 
until 2 o'clock. 


CORRECTION 


Through an error, a headline in our 
February issue stated that Mrs. Therese 
Leveridge is an agent for the A. D. 
Leveridge Millimeter Gauge and Weight 
Estimator distributed by the Industrial 
Diamond Association. Actually,’ the 
Estimator is distributed by the Gemolog- 
ical Institute of America. 
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Where to Buy 
AMERICAN 


| China and Glass } 


ASTLETON CHINA 


INCORPORATED L. E. HELLMANN, President 

DE LUXE TABLEWARE 
for the 

FINE CHINA TRADE 

MADE IN AMERIGCA- MADE OF AMERICA 

212 Fifth Ave., New York, N. Y. 

















THEODORE HAVILAND 
FINE CHINA DINNERWARE 
MADE IN AMERICA 
All Decorations Are Exciasive 


THEODORE HAVILAND CO., INC. 
1550 MERONANDIGE MART 
CHICAGO, ILL. 






28 W. 23rd ST. 
NEW YORK CITY 


K svsstontilion 


Giftwares of Distinction 
KENSINGTON METAL — GLASS 
KENSINGTON, INC. NEW KENSINGTON, PA. 


GIFTS for MEN 


A comprehensive selection of 


Accessories with S ing Motifs. 
LYNN BOGU 
Sterling Game Bird Sets—Foldef Ayaijable 


E 
SUN GLO STUDIOS 73, Tnx i0'N.Y. 
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LEVY BROS. CHINA CO., Inc. 


Established 1868 
Specialties in All-Over 22K Gold on 
China Encrusted Service Plates 
NEW YORK 


Downtown Showroom Uptown Showroom 
79 Fifth Ave. 225 Fifth Ave. 












ENRIGHT-LeCARBOULEC, INC. 


CRYSTAL from Sweden 
STEMWARE, BOWLS, VASES, PERFUME 
BOTTLES and SMOKING ACCESSORIES. 


160 Fifth Avenue New York 10, N. Y. 
Telephone: CHelsea 2-3702 and CHelsea 2-2558 














STAR GARNETS 


Of the better a. ~ 9 pon te rich red, with 4 


rayed star. Quoted 
CRYSTAL SPECIMENS of all I tlads for windew 
display. Free price list. 


Vv. D. HILL 


Complete Gem & Mineral Establishment 
R#7, Box CD Salem 


MARY RYAN 


Now ava | 
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Adjusting a Balance Stafi 





The final operations in fitting a staff are discussed in this 


ehapter under two parts. First, how to reduce the thickness of a 


roller post; second, adjusting the fit of a hairspring collet. 


by HENRY B. FRIED 
Executive Secretary 
The Horological Society of N. Y. 


Part V: Reducing the Thickness of Roller Posts 


(Drawings by the author) 


HE reduction of the diameter of a roller post to 
fit a small hole in the roller is an operation which 
should not be undertaken without some understanding 
of how the roller should fit. When a roller is too tight 
on the roller post, it should not be forced. (See chapter 
“How to Match a Balance Staff,” Fig. 29). 

The roller post may be reduced in thickness until 
it permits the roller to go about three-fourths of the 
way down this post on a loose fit. If the post is more 
than .05mm the thickness of the sample staff, it may 
be reduced by turning with a graver until it is within 
015mm of the required diameter (measured at the 
base). Then it may be ground and polished to size 
and fit. 

If an oilstone slip is used to reduce a roller post, 
it will not reach into the sharp cornered base of this 
post. When the roller is pressed on, it will not reach 
the base of the balance hub, fitting as shown in Fig. 25. 
This will prevent a sturdy support of the roller as well 
as preventing the pallet fork from properly engaging 
the rollers. 

The shovels provide an excellent means of properly 





reducing the roller post. The shovel is placed under 


the roller post and the eccentric tailstock taper is turned 
until the flat surface is slanted to match the taper 
angle of the roller post as shown in Fig. 23. The re- 
duction and polishing of this part is done precisely as 
was described with the polishing of the balance pivots. 
The surface of the shovel is dressed with the file and 
the powders mixed in the same manner. The sharp 
edge of the shovel carries the abrasive into the corner 
of the roller post base as well as the surface along its 
length, reducing it all equally. The tapered surface 
on one side and the tailstock roller on the other, steady 
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the shovel so that it maintains its angle. Slight upward 
pressure is all that is needed to give quick, efficient 
results. 


FITTING LOOSE ROLLERS 


Attempting to alter a roller to fit a staff whose roller 
post is thinner than required is contrary to the watch- 
making principle that no original part should be altered 
to fit a replacement. 





Fig. 25. ‘Round corners at 
the base of roller post, 
caused by using oilstone 
slip in reducing post, pre- 
vents roller from reaching 
to base of balance hub. 
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When the roller post of the staff is so thin that the 
roller will not remain secure to it, it sometimes may be 
fastened to the staff if the adjustment to be made 
is slight. Staffs with posts too thin should not be used. 
Any method to make the roller fit must insure the 
concentricity of all parts of the rollers with the staff 
center without altering or damaging the roller itself. 

Some watchmakers pack the loose roller with a paste 
made from abrasive powders, the grade or coarseness 
of the grit depends upon the amount of space between 
the diameter of the roller post and the size of the roller 
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A Hm, Hm! Defective locking of escape wheel, eh? 


B Now, that’s fixed, but it’s out of beat.—45 seconds 
fast. 


C On time! And in beat. Well, that was a fast one! 


That’s right, Mr. Watchmaker and you can speed up 
all your watch repair work, too. A diagnosis in 30 sec- 
onds. Check your work and get a 24-hour rate at the 
same time—that is, if you have a WatchMaster. Want 
to know more? Write for “Profit-Plan” booklet. 
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Distributors of Western-Electric Woatch-rate Recorders 
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hole. The roller, when placed over the roller post, dis- 
places most of this paste. However, the fine particles 
of grit that remain become wedged between the walls 
of the roller hole and the post of the staff. This pro- 
vides some security to the roller. The grade of abrasive 
powders used depends on how much space lies _ be- 
tween the walls of the roller hole and the staff. The 
roller and staff may be cleaned with benzine, the abra- 
sive grit, tightly wedged in the hole, will not become 
loose. 

This method has as its merit the fact that the char- 
acter of the roller or staff has not changed and if an- 
other staff need be fitted during the life of the watch, 
the roller has not changed in appearance or hole size. 

Where the roller is very loose, the staff should not 
be used. Some watchmakers make a sleeve to fit over 
the roller post to build up its thickness to fit the hole 
in the roller. This is done by turning a piece of steel 
or brass wire to fit the roller post as well as a good 
staff should. Then a hole is drilled through its length. 
This hole is broached out to fit over the roller post 
of the staff. This little tube is then fitted half over 
the staff and the other half through the hole in the 
roller. The unit is then staked into place. While this 
method works and is fairly satisfactory, it requires a 
great deal of skill and the labor entailed could be ex- 


tended towards making a completely new staff to — 


dimensions. 
A bad practice in fitting loose rollers utilizes the 
staking set that is equipped with the three-cornered 






punch which can be used to close an opening in the 
roller. This is done by striking the hole with this 
punch, raising three burrs, extending inward thug re- 
ducing the opening in the roller hole. In the first 
place, this damages the roller. Secondly, it Provides 
} 
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Fig. 26. Bad practice of using a three-cornered punch 
of staking set to reduce opening damages roller and 
provides grip at one end only, giving an uneven fit, 


a grip upon the roller post at one end only, leaving 
the rest of the roller clear of the staff post. The roller 
may then tilt to one side, upsetting its concentricity 
with the staff center and diminishing the validity of 
the safety roller. This is clearly shown in Fig. 26, 
Avoid other methods of altering a roller to fit a thin 
staff as they will also damage the roller and impair its 
performance and accuracy. 


Part VI: Adjusting A Hairspring Collet to Fit the Staft 


AIRSPRING collets are made of hardened brass, 
holed across to receive the hairspring and pin. 
The hole in the collet is chamfered on one end to facili- 
tate its entry upon the hairspring shoulder of the staff. 
The collet is split to provide some elasticity in adapt- 
ing itself to the staff’s thickness. However, if this is 





Fig. 27. Forcing a_ hair- 
spring collet upon too thick 
a staff may crack collet. 







forced upon a staff too thick for its use, it may spread 
excessively and cause its sides to touch the inner coil 
of the hairspring, spoiling its timing qualities as shown 
in Fig. 27. This may also cause the collet to crack. 
When the collet is spread too much, it does not grasp 
the staff completely but becomes oval, gripping at about 
three points, providing an insecure seating at best. 

A hairspring shoulder should be properly dimen- 
sioned sb that it does not require the collet to be spread. 
Staffs that gauge over .03 mm of the measurement of 
the original sample should be turned down with the 
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graver and finished by grinding and polishing with 
the shovels prior to the staking of the balance. The 
manner in which a hairspring emerges from the collet 
and develops into its spirals is greatly responsible for 
the accuracy of its timekeeping values. 


FITTING A LOOSE COLLET TO A STAFF 


When a collet is loose upon the staff, it may be closed 
(Please turn to page 416) 






Fig. 28. In closing 
collet with a taper 
mouth punch, care 
must be taken that 
lips of punch do not 
touch the hairspring. 
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LYRIC: SA-14 


Only 414” high. 





MURAL: SK-13 
The Sentinel modern design electric self- 
starting Kitchen Clock. Easy to see, easy 


to keep clean; 5” white dial, convex glass, 
convenient bottom set. 





AUTOCRAT: PW-12 


The new Sentinel Pocket Watch. A chro- 
mium plated beauty with outside black 
enamel numeral dial. Has modern, red, 
dial type second indicator. 





SULTAN: 30H-MO-11 

The new Sentinel One Day Alarm Clock 
with single winding key for time and 
alarm. Watch-type escapement with elec- 
tronically poised balance wheel. In smart 
black metal case with nickel trim. 


FOR APRIL, 1947 












The Sentinel miniature self-starting Elec- 
tric Alarm Clock with the 1-2-3 alarm. Sil- 
ver plated metal case, easily read numerals. 
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Here’s the news jewelers have been 
waiting for—the national advertis- 
ing of the new Sentinel line of 
spring wound and electric clocks, 
wrist and pocket watches. The six 
items shown are just the start of a 
line that will be complete and will 
retail at very moderate prices con- 
sidering its excellent quality. 

Because present demand ex- 
ceeds production, current sales are 
on allotment basis. Liberal mark- 
up and assured demand. This 
merchandise stays sold and will 
build your clock and watch busi- 
ness on a solid foundation. It is 
sold under Fair Trade Agreements. 
See your distributor. 


THE E. INGRAHAM COMPANY 


Bristol, Conn. Established 1831 


Y 
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( Reg. U.S. Pat. Off ) 








CAMEO: WW-123 


The ultra-smart new Sentinel Wrist Watch. 
10 kt. rolled gold case, stainless steel back. 
Raised numeral dial. Pigskin strap, 10 kt. 
rolled gold buckle and holders. Clear view 
convex crystal. 
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ARLINGTON: SD-136 


The new Sentinel wood-case electric self- 
starting Desk or Table Clock. Beautifully 
grained walnut case, 6” high. Motor com- 
pletely sealed in oil. 












CLOCKS AND WATCHES 


“Guad Your OZ, Sime” 
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AUGE ACCURACY—We have been advised to 
throw out our Dennison mainspring gauge, the 
claim being that it is not accurate, although we have 
one practically new. What do you say about this? 


(Question No. 5928) D. G. 


Answer—The advice not to depend upon a Dennison 
gauge for measuring mainsprings is good. In these 
gauges widths are measured by placing a spring in 
one of a series of notches cut in the edge of a brass 
plate; and thickness, by pressing the spring down into 
a V-shaped space between two straight-edges of steel. 
In both cases, using the gauge wears the metal that 
contacts the spring, in time falsifying the readings on 
the gauge. Besides this, in the V-space of the thick- 
ness-gauge, a difference in readings may be made by 
varying of pressure with which springs are inserted; 
it is impossible to use the same force every time in 
doing this. The best mainspring gauge is one or an- 
other of the forms of micrometer, reading in hun- 
dredths of millimeters. All mainspring charts give di- 
mensions of springs both in Dennison figures and in 


hundredths of millimeters. 
pivot POLISHING—Is it good work to polish all 
pivots when repairing watches? One of our com- 


petitors makes a point of this, and tells customers so, 
as a proof of better work from his shop. (Question 


No. 5929) C. A. 
Answer—Applying common-sense to this question, 
we would say that if a pivot doesn’t need polishing— 
if its polish is seen to be all right upon inspection—it 
would not only be not “good” to polish it, but it would 
positively be “bad” to polish it. Polishing lessens the 
diameter of a pivot, proportionately altering adjust- 
ment if a balance-pivot, or altering the depthing of 
gearing if a train-pivot. Besides the time spent in 
polishing pivots that do not need polishing, obviously 


is wasted. 
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WORKSHOP 
QUESTIONS 
AND 
ANSWERS 








ETTING ROLLER JEWEL—When a loose roller 

jewel is found, is it alh right just to heat the roller 
to melt the shellac, which should cool off hard and leave 
the jeweler okeh? (Question No. 5930) J. M. 


Answer—We understand that you mean just re 
heating the old shellac around the roller-jewel and our 
answer is that this is risky because what may have 
caused the loosening of the jewel in the first place was 
shellac that had been made too brittle by overheating; 
re-melting this, it would remain brittle. By all means, 
clean out the hole and the jewel of all the old shellac 


and use fresh shellac. 


an SOUL AEN G WATCH—Would like to be helped 

out on a problem I never struck before, as follows: 
In trying to regulate a bracelet watch, Swiss made, that 
kept running slow, no matter what we did to the regu- 
lator, balance, etc., I happened to find out that the 
second hand of the watch keeps time, while the minute 
hand runs slow as much as an hour a day. What could 


cause this? (Question No. 5931) M. L. 


Answer—What must be looked for in a case like 
this is some place where there is a slippage in the dial- 
train; most likely the cannon-pinion has not sufficient 
friction (too loosely fitted) on the center-post. If this 
is found to be so, the watch may run correctly, but the 
center-post keeps slipping in the hole of the cannon 
pinion more or less as the post makes its proper one 
turn-per-hour rate of motion, resulting in the slow rate 
shown by the minute-hand. What to do to give the 
pinion the proper friction, depends vpon which of the 
numerous types of pinion this watch has. If you wish 
further advice, write us describing the pinion. 

Another but more unlikely fault is that at one point 
in its hourly revolution, the minute hand may encounter 
the hour hand, and be held for a while before it frees 
itself, thus slipping the pinion on the post even though 
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THE LUX ALARM CLOCK 
THAT LOOKS LIKE AN 
EXPENSIVE MANTEL CLOCK 


The Lux SYMPHONY looks per- 
fectly at home on a mantel, end 
table, or night table ... harmonizes 
with any furnishings. 


The SYMPHONY looks expensive 
. .. impresses everyone as being a 
bargain when they hear its price. 
Its famous LUX movement gives 
years of accurate time-keeping. In 
short, its a slumber stopper that 
anyone would be proud to own... 
any dealer proud to sell. 


It has a rich walnut-colored molded 
plastic case. All controls are hidden 
at the back. Numerals are clearly 
embossed on a contrasting’ back- 
ground. The bowl glass covers only 
the hards and calibration. It stands 
only 414” high ... 6144” long. We 
only wish we could send you all 
you'll want. 





































there is enough friction in the fitting to operate properly 
under normal conditions. 

One more possibility is that the minute-hand may be 
fitted loosely on its shoulder on the cannon-pinion, 80 
that even as slight an interference as the hand rubbing 
on the crystal, could produce a slow rate by slippage 
of hand on shoulder. The hand can be tightened by 
slight punching on the under side of its hole, with a 
round-faced punch in the staking tool. 


ASKET SEAL—What can be used to seal the cork 

gasket in an oilcup on my rotary air-blower for 
sand blasting outfit? Oil seeps through at the joint 
where cork and glass meet, no matter how tight I screw 
the parts together. (Question No. 5932) T.A.B. 


Answer—Paint both surfaces—cork and glass—with 
shellac dissolved in alcohol. Allow time enough for the 
shellac to become thickened but not hard. Then screw 
the parts together. Let the job stand for a day before 
putting oil in the cup. Of course before shellacing, you 
should soak all parts in clean gasoline, and wash and 
dry them well, to remove traces of oil, so the shellac 
will take hold securely. : 


LUORESCENT LIGHTS—I have a good deal of 

trouble with my eyes when we have to do a good deal 
of hairspring work at a time. I use a blue tinted bulb 
under a metal shade on flexible metal arm. Would it 
be better for my eyes to use one of these fluorescent 
lamps? (Question No. 5933) I. R. N. 


Answer—It seems to us that the saftest thing to 
do first would be to consult a good eye-specialist and 
let him decide whether the trouble with your eyes needs 
treatment or correction with glasses. No doubt he 
would take into consideration the lighting problem, 
along with any other factors in the case. In a matter 
like this, good professicnal advice is surely worth what 
it costs. 


RIESLAN D—What is meant by a word “Friesland” 
when used in an article about old clocks? Does it 
mean a maker’s name, or what? (Question No. 5934) 


D. R. 


Answer—This term is applied to clocks of the hooded 
bracket type; that is, clocks made to be set on a wall- 
bracket, or hung on a wall on a spike that enters a hole 
in the back-board of the clock-case; with weights and 
pendulum hanging exposed below the case. The “hood” 
covers the movement; like the top of the case of most 
“grandfather” clocks. Usually the case is very ornate; 
decorated with deep carving or moulding details; some- 
times gilded, like old picture-frame work. This kind of 
clock was first made in Friesland, a province in Holland, 
hence the name of the type. Historically, Friesland type 
clocks stand in a period between that of the lantern or 
“birdcage” clocks and of the long-case or grandfather 
clocks. Between about 1625 and 1725, Friesland clocks, 
wherever made, had verge escapements with foliot bal- 
ances (a horizontal bar with suspended weights for 
regulating); from about 1725 on, they increasingly were 
provided with pendulums instead of foliot balances. 
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ADJUSTING A BALANCE STAFF 
(From page 412) 






up to certain limits. This limit is the closing of the 
collet so that the split in the collet is “closed” and no 
more space exists at this split. Any attempts to close 
the collet beyond this point to make it fit the staff wil] 
only result in damage to collet and hairspring. 

Collets may be closed by placing it and the spring 
upon a flat steel surface such as a bench anvil or staking 
die stamp. A taper mouth punch is placed over the 
collet as shown in Fig. 28. Care must be taken that the 
lips of this taper mouth punch do not touch the hair- 
spring. The punch chosen must fit these requirements, 
A slight tap of the hammer on this punch will close 
the collet to the limits stated above. 

Some collets have the holes for the hairspring drilled 
below the center. In such a case, as in a breguet spring, 
the part of the collet giving the greatest clearance to 
the punch is made to face up to the mouth of the punch, 
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If a base with a series of graduated tapered-mouth 
countersinks is available, the hairspring collet may be 
placed into the hole that will permit the edge of the 
collet to sit in the countersink without the flat edges 
touching the hairspring. Then a fairly wide flat punch 
is brought over the collet and tapped lightly. This also, 
will close the collet concentrically. This is illustrated 
in Fig. 29. 

Screwplates have a series of such graduated counter- 
sinks and are used by many watchmakers as a base for 
this operation. When the collet is tapped, it may be- 
come stuck momentarily in the countersink. It is easily 
removed by pushing it out from the back of the hole | 
in the countersink. A slight smear of oil placed in the 
countersink before the operation will exclude this pos- 
sibility. 

Attempts to affect a fit with the collet after these 
methods fail will only damage the collet and possibly 
the spring. Where it is necessary to retain the staff 
and the collet is much too loose, it would be better if 
the collet were replaced for one that would fit. 


REFERENCE MATERIAL 
Watch Repairing and Adjusting—Garrard. 
Hamilton Tech. Data No. 101—Hamilton Watch Co. 
Practical Benchwork for Horologists—Levin. 
Practical Watch Repairing—De Carle. 
Watchmaker and Bench—Schultz. 
Practical Balance & Hairspring Work—Kleinlein. 
Modern Methods in Horology—Grant Hood. 
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VD Should worry... 


unless this information 





is at your fingertips! 


Can you tell the true condition of your business at all 
times? Can you get correct totals of your cash 
sales, charge sales, money paid on account, and money 
paid out? Can you tell exactly the business done by 
each department? Can you tell the exact number of sales, 
and the volume of sales, made by each salesperson? 
All instantly, and at any moment? 

You can with a modern National Cash Register! The 
correct, modern National Cash Register System will 
give you the complete control over your business which 
you must have for success in these days of shortened 
business hours and higher business costs. Your local 
National representative will gladly study your case 
and make specific recommendations. 
Or write to The National __.. 
Cash Register Company, | 
Dayton 9, Ohio. Offices 
in principal cities. 











See the National Cash Register for Jewelry Stores 


This National Cash Register is designed for use in jewelry stores. 
It will enable you to know how your profit-building specialty 
items are selling. It records sales made in each of five departments 
and provides individual cash drawers and totals for each of four 
salespeople. It also shows a total of money paid out. In addition, 
the register prints a receipt, or certifies a sales-slip, on every trans- 
action. Specially designed models for time-payments sales are 
available for stores using this plan. 
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A durapower mainspring and 15 jewels—all 
that's left of a watch movement after im- 
mersion in heated aqua regia for 12 min- 
utes. The acid has just been emptied from 
the flask. The mainspring, good as new and 


completely unaffected by the acid, is the | 


only remaining metal part of the watch. 


Elgin has developed a revolutionary 
new alloy for mainsprings—that’s the 
long awaited news which the Elgin Na- 
tional Watch Co. has been promising for 
many weeks. 

Described by Elgin as “the most im- 
portant advance in watchmaking since 
the introduction of jewel bearings,” the 
new mainspring is impervious to rust 
and acid, cannot magnetize, and on the 
basis of tests in Elgin’s laboratories is 
substantially stronger and retains its 
“springiness” far longer than steel. 

Consequently, springs made of “Elgi- 
loy,” as the new alloy has been named, 
are less liable to breakage or “setting,” 
which with rust are the commonest 
causes of mainspring failures. And, 
says Elgin, more than half of all watch 
repairs are traceable to mainspring 
trouble. 

Some of the remarkable qualities of 
the new material were dramatically 
demonstrated at the press conference on 
March 4 at which “Elgiloy” was an- 
nounced. ‘A complete watch movement, 
powered by an Elgiloy power main- 
spring was placed in a bath of heated 
aqua regia, a highly destructive acid. 
Every watch part except the new spring 
and the jewel bearings dissolved com- 
pletely in a few minutes. When the 
liquid cooled an hour later, the main- 
spring and jewels emerged intact and 
undamaged. 


The durapower mainspring’s resis- 





NEW ELGIN MAINSPRING SHOWS STARTLING QUALITIES 


tance to rust was proved in another 
simple laboratory test. Two springs— 
one of carbon steel, the other of new 
alloy, were exhibited. Both had been 
placed in a covered flask containing 
sufficient water to insure near 100 per 
cent relative humidity. Upon removal a 
fortnight later, the durapower main- 
spring, completely rust-free, was as ser- 
viceable as when it was first made. The 
carbon steel spring had disintegrated 
int6é several small, brittle sections, en- 
crusted with barnacles of rust. 

Another innovation in the dura- 
power mainspring is the welded brace 
assembly, introduced for the first time. 
Repeated tests show that the strength 
of the welded brace is at least two to 
three times that of the conventional as- 
sembly. 

Thousands of Elgin-made watches 
were equipped secretly with the new 
durapower spring the past year and re- 
leased through regular trade channels, 
the company states, but not a single 
mainspring failure has been reported. 





The 'durapower" mainspring at the left and 
the steel one at the right were placed at 
the same time in a sealed glass jar with 
enough water to keep the air completely 
humid. Here is the result after 18 days. 
The durapower spring is as good as new— 
the steel one has disintegrated into small 
brittle pieces covered with barnacles of rust. 





Waltham Advertising Wins Award 


One of the top awards in the annual 
contest sponsored by Advertising and 
Selling magazine was bestowed upon the 
Waltham Company’s current magazine 
advertising at the official award dinner 


at the Waldorf-Astoria on March 5. 


The honor was awarded for “Excel- 
lence of Visual Presentation (layout, 


art, typography).” 
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The campaign was designed to estab- 
lish recognition for Waltham watches 
as fine modern timepieces—suitable for 
any gift occasion. Though primary em- 
phasis is on accuracy and precision, the 
watches are also presented as exquisite 
jewelry, with copy stressing beauty and 
quality. Waltham’s advertising counsel, 
N. W. Ayer & Son, Inc., shared the 
credits for this attractive and effective 
campaign. 











Striking Window Display for 
"Velva" Simulated Pearls 





The Continental, one of Boston's leading 
specialty stores, recently featured Velva 
simulated pearls in the attractive window 
display shown above. The spotlight was 
shared by Alexis Smith, one of Hollywood's 
stars currently appearing in Velva national 
magazine advertising. 





Kramer Jewelry Stages Style Show 


Saturday evening, March 8, Kramer 
Jewelry Co. presented a fashion show 
called “On With the Dance and 
a Jeweled Evening,” at the Kenilworth 
Hotel in Miami Beach. Dien-Bacher 
furs were used as background accentua- 
tion for the jewels. 

Members of the Miami Junior 
Women’s Club participated with their 
respective husbands. The wives modeled 
the brilliant Kramer rhinestone jewelry 
as accessories to the newest silk prints. 
One of the husbands, William Crandall, 
served as master of ceremonies. Miss 
Toney Skeen, radio newspaper columnist, 
assisted Mr. Crandall. In the last scene, 
the husbands joined their model wives 
in a ballroom dance. 

The show will be repeated at the Hotel 
Nacional in Havana, Cuba, in April. 





Elgin-American Promotes 
Compacts for Mother's Day Gifts 


Elgin American is_ launching its 
Mother’s Day promotion with a double 
page spread in full color in Life on April 
28. Featuring compacts and dresser sets, 
color ads will also appear in the May 
issues of Vogue, Woman’s Home Com- 
panion, Harpers Bazaar, and Seven- 
teen. 

Twenty newspapers will carry full 
page 4-color Elgin American advertise- 
ments in the American Weekly supple- 
ment. Nineteen other newspapers will 
have large color ads in their regular 
sections, and in eleven more which could 
not handle color large ads will run in 
black and white. 

Elgin American’s radio programs will 
also be coordinated with the Mother's 
Day Promotion. 

“Compacts and dresser sets are ideal 
products for Mother’s Day,” says W. D. 
Evans, Director of Sales, “and with our 
intensive promotional efforts we intend 
to direct even more business to jewelry 
dealers for Mother’s Day than we did 
for Valentine’s Day.” 
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WHEN YOU MODERNIZE 
your store, you attract 
more business...increase 
your profits. This jewelry 
store in Hot Springs, 
Arkansas, shows how 
Pittsburgh Glass and Pittco 
Store Front Metal can be 
applied to make your 
store more appealing to 
customers. 
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publ in the crowd... puoheo up profile 


gw Your jewelry store can be a better-paying business 
if you remodel it now—inside and out—with Pitts- 
burgh Glass and Pittco Store Front Metal. You’ll find 
it will build up store traffic substantially, increase your 
trading area, and boost your profits. Consult your 
architect for a well-planned, economical design. Our 
staff will cooperate with you and with him. And, if 


‘PITTSBURGH 


STORE FRONTS 
AND INTERIORS 
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you wish them, you can make arrangements for con- 
venient terms through the Pittsburgh Time Payment 
Plan. 

Right now, send for your free copy of our booklet 
which gives you actual facts, figures, and illustrations 
of many “Pittsburgh” modernization jobs. Use the 
convenient coupon below. 


Pittsburgh Plate Glass Company 
2118-7 Grant Building, Pittsburgh 19, Pa. 


Without obligation on my part, please send me a FREE copy of your 
illustrated brochure, “How Eye-Appeal—Inside and Out—lIncreases 


Retail Sales.’ 


“PITTSBURGH ster foe ually Class and (Ptut 
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lewely Store with EYE-APPEAL... inside and oul- 
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ONEIDA OPENS NEW SHOWROOMS IN CHICAGO 





Modern, spacious offices, occupying 
the entire tenth floor of the Silversmith’s 
Building, have been opened by Oneida, 
Ltd., at 10 South Wabash Ave., in 
Chicago. 

The general reception room, as well 
as the offices, display room and confer- 
ence room of the Oneida Community di- 
vision are done in bleached woods with 
soft pastel shades in walls and drapes. 
The modernly furnished display room 
is indirectly lighted, with individual 
lighting in each display case. R. S. Hul- 
bert is district manager for the Com- 
munity division. 


Fixtures in the Rog- 
ers display room are 
framed in walnut 
with beige interiors. 





Ronson Promotes Crown Lighter 


Ronson’s Crown model table lighter 
is being backed by an intensive spring 
promotion in national consumer publica- 
tions, with large space ads in full color 
scheduled for Good Housekeeping, 
Saturday Evening Post and Better 
Homes & Gardens. The new campaign 
marks the first time that Ronson has 
exploited the Crown model exclusively 
via four-color insertions. 

The Crown lighter is also being adver- 
tised for the first time in Canada, where 
it has just been introduced, with large 
display ads running in eight Canada 
periodicals. 

Additional promotion is being achieved 
via the network radio program, “Twenty 
Questions,” the Mutual coast-to-coast 
sponsored by the lighter manufacturer. 
The program is also heard each week in 
Canada where 21 stations of the Cana- 
dian Broadcasting Co. carry the show. 
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The Community divi- 
sion showroom is in 
bleached mahogany 
and narra wood. 


Showcases in the Wm. A. Rogers, 
Ltd., division display room are framed 
in deep walnut with a background of 
soft beige walls. The room is indirect- 
ly lighted, with individual lighting in all 
showcases. 

A. separate display room, attractively 
furnished and panelled in walnut, is used 
for Heirloom Sterling. 

The Simeon L. & George H. Rogers 
lines are shown in still a third. 

The Oneida-Rogers division is under 
the district management of Roy R. 
Downs. 

eS ae 





Isenberg to Cover New 
England for Ace 


Ace Watch Co., Inc., New York, an- 
nounces the appointment of Hyman 
Isenberg as New England sales repre- 
sentative for Cort watches. Mr. Isenberg 
will make his headquarters at 333 Wash- 
ington St., Boston, Mass. Cort watches 
are currently “on the air” over a nation- 
wide network of radio stations. 





New Refining Plant at Niash 


A new modern refining plant has just 
been installed at the Niash Refining Co., 
116 Nassau St., New York. According 
to Irving Oldak, secretary-treasurer, it 
is fitted. with the advanced types of re- 
fining equipment. Mr. Oldak also states 
that returns on all work received from 
the jewelers will be based only on yield 
with the labor refining costs deducted. 














Ad-Mat Book for Gruen Dealers 


Continuing its policy of helping jt, 
jewelers to promote their stores ang 
merchandise, the Gruen Watch Co, has 
recently released its new Spring-Grady. 
ation Ad-Help book. 

This sixty-two page, spiral-bound book 
includes nearly a hundred ad-mats 
covering Graduation, Mother’s Day, 
Weddings and Anniversaries as well as 
others for general use promoting Gruen 
themes and designed to tie-in with the 
company’s national advertising cam. 
paign. The book reproduces the national 
ads in full color and gives all newstand 
appearance dates to guide retailers jp 
the timing of their own ads. 

A special feature of the book is 4 
section devoted to newspaper ads in 
color. Also included are mats for “drop- 
in” illustrations. The advertising allow- 
ance plan announced last year is being 
continued and is again explained in the 
book, which also shows the new Gruen 
car cards, radio scripts, outdoor clocks 
and post card service. 





New "Snake-Chain"’ Cord 
Appropriate for Gift Packages 


A unique new cord for wrapping gift 
packages has been placed on the mar- 
ket by Taffel Bros., Inc., New York, 
well known makers of gift wrappings 
and ties. 

It can best be described by saying 
that it closely resembles the presently 
popular snake chain—a style which is, 
of course, especially appropriate to the 
tying of packages of jewelry. Being 
made of non-tarnishable materials it re- 
tains its brilliant lustre indefinitely and 
its eye-appealing individuality makes it 
a highly effective addition to jewelry 
gift packages. 

Samples, prices, etc., may be had by 
addressing Taffel Bros., 95 Madison 
Ave., New York, N. Y. 


—- 


"'Eskort" is Winning Name for 
S. Korff's New Jewelry for Men 


“Eskort” has been chosen as the win- 
ning name for Korff’s new jewelry acces- 
sory line for men. The name, selected 
through a nationwide contest, was first 
suggested by Jesse Henshel, 345 De Mott 
Ave., Rockville Center, Long Island, 
who was awarded first prize of a $100- 
Bond. 

Mr. Henshel, a jewelry salesman for 
the past 20 years, organized the first 
civilian committee to visit wounded GI's 
flown from overseas during World War 
II. Married, with two children, his hob- 
bies include poetry and antiques. 

Judges of the contest, sponsored by 
S. Korff and Son, Philadelphia, were P. 
M. Fahrendorf, president of JEweLzn 
Crrcutar-KeysTone, and George Engel- 
hard, publisher of National Jeweler. 





Lamp! Appoints New Salesman 


Walter Lampl announces the appoint 
ment of Edward Myrick as new repre 
sentative in the New England territory: 
Mr. Myrick will carry both the Walter 
Lamp] line of jewelry and also the Wal- 
burt, division of Walter Lampl, and w 
cover Connecticut, Rhode Island, Mass@ 
chusetts, Maine, New Hampshire and 
Vermont. 
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REPAIR 
SERVICE 
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er® You can save money and save time 


by letting us do your 
WATCH REPAIRING 
unconditionally guaranteed 
You'll like our moderate prices . . . quick 


service ... and our NEW BONDED watch 


repair feature. 


MAIL US YOUR 
|WATCH REPAIRS 


Save time .. . save money... 
the watch repair headache. 


Serving the industry since 1922 
WATCH REPAIRS ONLY 


NATIONAL 
WATCH REPAIR SERVICE 
150 NASSAU ST., NEW YORK 7, N. Y. 








eliminate 


ALARM CLOCK 




















"THE OLD RELIABLE” 
WESGO PLATING OUTFITS 


You can't go "Wrong" on the time-tested Wesgos. Twenty 
years of constant improvement have made our present models 
the finest platers designed especially for jewelers use. 


Now more than ever before the Wesgo is an efficient, inex- 
pensive, noiseless, trouble-free and portable instrument for all 
electroplating, stripping and coloring processes. 


Available in 5 and 15 ampere capacity. 


For more complete details and descriptive literature, see your 
dealer or write. 


WESTERN GOLD & PLATINUM WORKS 


589 Bryant Street @ San Francisco 7, Calif. 
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W hat does JOHN Q. PUBLIC expect 


in an 


? 





He expects it to keep good time. 
He expects it to last for years. 


He expects it to stand up under 
moderately rough treatment. 


He. expects it to ring vigorously 
when he wants it to ring. 


He expects it to be smart but not 
extreme in style. 


He expects it to be reasonably 


priced. 


. .. And, for once, Mrs. J. Q. 
Public agrees with him. 


x *k* * 








GILBERT alarm CLOCKS 
FULFILL THOSE EXPECTATIONS 


% 


Ask your relcilbisiiile 








THE Wo. L. GILBERT CLOCK CORP. 


Clock makers to the nation since 1807 
WINSTED, CONN. 
Laconia, N. H. 


551 Fifth Avenue 141 W. Jackson Blod. 
New York 17 Chicago 4 
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KREISLER SALES MEETING IS OPTIMISTIC FOR 1947 





Jacques Kreisler salesmen and sales 
executives, looking forward to the big- 
gest sales program in the company’s 
history, were photographed at the recent 
sales meeting in North Bergen, N. J., 
home of the company. The firm in- 
creased its sales force and doubled its 





1947, 
salesmen now travel the U. S. for Kreisler 


advertising budget for Forty 


and three in Canada. In addition an 
export organization is veing developed 


for distributors throughout the world. - 


Many new items have recently been 


added to the Kreisler line. 





Arrow Mfg. Co. Employees Receive 
Bonds and Pension Certificates 


Employees of the Arrow Mfg. Co., 
jewelry box manufacturers, Hoboken, 
N. J., who are members of its pension 
plan were recently presented at a special 
ceremony with certificates indicating the 
amount of life insurance and the value 
of retirement income being carried by 
the firm for each employe. The presenta- 
tions were made by Arrow’s president, 
Milton Weill. | 

At the same ceremony, following a 
custom started a few years ago, govern- 
ment bonds were presented to those em- 
ployees who had completed 25 years of 
service with the company. Recipients 
this year were Anna Raz and Alexander 
Tarasowits. 


New 1/10 H.P. Lathe Motor 








Adding to their general tine of equip- 
ment for the watchmaker and jeweler, 
the L & R Mfg. Co., Arlington, N. J., 
is now producing a new lathe motor 
rated at 1/10 H.P. at 5,000 RPM. It 
operates on either AC or DC current, 
and features a spindle with % in. shaft 
extending in both directions and double 
shielded ball bearings. Outside diameter 
of the motor is 3% in. It is mounted 
on a pedestal and is supplied with three 
step pulley, foot rheostat and reversing 
switch. It is priced at $33. Additional 
details may be obtained by writing the 
L & R Mfg. Co. 
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Wedding Rings for Every Need 
With Minimum Investment in Stock 


Current heavy demand nationally for 
the new, wide wedding ring bands has 
been anticipated by The Burt Company, 
Minneapolis, says Ben Asch, sales man- 
ager, and is now including these wide 
bands in its new plan whereby local re- 
tail jewelers have no need to invest 
heavily in a wedding ring stock. 


Instead of sending each jeweler a com- 
plete assortment of styles and _ sizes, 
Burt sends one tray with sample rings, 
showing the variety of designs and pat- 
terns available. Customers can_ then 
select their preferred design, and the 
jeweler can order the correct size from 
Burt, by card. Orders are filled prompt- 
ly, so there is no delay. 


Thus, Mr. Asch said, jewelers can 
offer a larger selection with less money 
tied up in stock. 


The bands come in varying sizes, up 
to one-half inch in width, and are avail- 
able with or without stones, either 
carved or plain. 


Advertisers, Too, Make Mistakes 


Two of our advertisers, who erred 
slightly in the preparation of their ad- 
vertisements, have asked us to publish 
an item to correct the misunderstanding 
that has arisen as a result of’ these 
errors. a. 


In the advertisement of the Star Ring 
Mfg. Co., which appeared on page 125 of 
the February number, the captions un- 
der the two cuts in the lower left-hand 
corner were transposed. It was the 
upper ring and not the lower one which 
is gold intaglio, the lower picture be- 
ing that of the number with thé gold 


cameo superimposed on a white gold 


background. 

The ad of the Elite Watch Case Co., 
page 81 of the January issue had at the 
bottom a line which read, “Available 
through recognized wholesalers and re- 
tailers.” This should have been “recog- 
nized wholesalers and importers.” 





Wallace Silversmiths Announce 
Well Rounded Campaign for '47 


Details of Wallace Silversmiths’ aq- 
vertising and sales promotion program 
for 1947 are set forth in the latest issue 
of the company’s dealer publication, 
“The Wallace Merchandiser.” 

Spearheading this year’s campaign, 
which represents a new high in advertis- 
ing expenditures by the company, is a 
series of full-color pages in each of 
eleven of the top women’s magazines, A 
supplementary campaign in Nation’s 
Business is aimed at the business man 
who must periodically buy gifts for 
anniversaries, weddings and other occa- 
sions. Further developing the same idea 
is a widely distributed booklet called 
“A Man’s Guide to Simplified Gift 
Buying” which suggests appropriate 
gifts in silver for various occasions and 
provides space for listing the dates which 
he must remember. 


Displays and other dealer materials 
are of course included in the promotional 
program and an advisory board of re- 
tailers has been created to help dealers 
get the most out of the aids prepared 
by Wallace for their use. 


As a final step, Wallace has tackled 
the problem of helping the retailer to 
clinch the order while the prospect is 
across the counter. A thorough re-train- 
ing course in merchandise for retail per- 
sonnel in four volumes has been pre- 
pared and is available without charge 
to Wallace’s regular dealers. Volume 
one covers the history of silver; Volume 
two suggests improvements in selling 
techniques in the retail store; Volume 
three provides complete information on 
Wallace’s entire line and its selling 
points; Volume four presents Wallace’s 
new plan for “custom-tailoring” each 
sterling service to the customer’s needs 
and ability to pay. 





Hawthorne Heads Seth Thomas 


Donald J. Hawthorne, vice-president 
in charge of manufacturing and en- 
gineering of General Time Instruments 


D. J. HAWTHORNE . 





Corporation, has been assigned to the 
Seth Thomas Clocks Division, Thomas- 
ton, Conh., ‘as general manager, it was 
announced today by Arnold J. Wilson, 


| ‘president of General Time. Mr. Haw- 
.thorne-assumes the duties of the late 


James S. Darcy, who died suddenly 
February 24. 

Mr. Hawthorne, a director of General 
Time, formerly was general manager of 
the Westclox Division, La Salle, Ill. He 
has been in the New York headquarters 
for the last two years. He will continue 
in charge of manufacturing and en- 
gineering for the parent organization. 
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PAUL LINN 


WATCH CRYSTAL FITTINGS 
Leading in Quality, Dependability and Service!! 


(It pays to do business with a long-established) 
(ang Bighiperated GIG. ...sccccccvecseecsccves 








| _ DIAL REFINISHING — 4 Day Service! 


% We are now ready to serve you with the SILBERT * 
% METHOD of Hairspring Vibrating! 
Flats—$2.00 Breguets—$3.00 


SANDSTEEL MAINSPRING CABINETS... 
READY FOR IMMEDIATE DELIVERY 
No. 4 Contains 1 each of 72 most popular size mainsprings for 
| Swiss bracelet watches in l-drawer steel cabinet......... $20.85 


No. 6 1 Gross. Contains 1 each of 144 most popular size main- 
springs for Swiss bracelet watches in 2-drawer steel cabinet $39.90 


No. 7 Contains 1 each of 154 sizes of mainsprings in a 2-drawer 
steel cabinet that fit 420 models of Bulova and Gruen 
SG kb éonnca dedededbebbedisensdsesseinesadan eee 


No. 8 Contains 1 each of 93 sizes of mainsprings in 1-drawer steel 
cabinet that fit 267 models of Gruen watches............ $25.66 


No. 9 Contains 1 each of 72 sizes of mainsprings in 1-drawer steel 
cabinet that fit 153 models of Bulova watches........... $20.85 


p AUL LINN 5 SOUTH wasasH avenue 


Established since 1922 CHICAGO 3, ILLINOIS 
Jobber of Watch Materials and Jewelers’ Supplies 
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AGAIN OFFER TIMELY MASTERPIECES 
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Eager to beautify their homes, discrimi- 
nating customers welcome the return of 
Revere Chiming Clocks. When you sug- 
gest these clocks, you are offering the 
beauty of mellow chimes; the beauty of X 
magnificent designs; the modern, time- 
keeping accuracy of the famous Tele- 
chron Motor. Write for catalog showing 
the whole range of beautiful models. 


THE REVERE CLOCK COMPANY 
CINCINNATI 6, OHIO 
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ULYSSE NARDIN HAS HOUSEWARMING 








Sat 


Hosts at the Ulysse Nardin housewarming were these members of the organization: 
Standing, left to right, Stella Lipp, Michael Denes, Nat Landau, Lester Weinberg, Ben 
Kramer, Leonard Gerson, Stella Saltiel. Seated, left to right, George Nardin and Al Roth. 


A gala “Open House” party celebrated 
the opening of the new and larger offices 
of the Ulysse Nardin Watch and 
Chronometer Corp. at 12 East 46th St., 
New York, on Saturday, March 15. Do- 
ing the unusual, the company extended 
invitations by mail and through adver- 
tisements to the entire industry and at- 
tendance was extraordinary. 

The new offices will be shared with 
an associated firm—the Alpina Watch 


| 





assisted by Michael Denes, master watch- 
maker in charge of the chronometer de- 
partment, and Ben Kramer and Nat 
Landau in charge of sales. Floor area 
is more than 2000 square feet and in- 
cludes air-conditioned offices, large show- 
rocm and a well-equipped, modern work 
shop. Watch assemblies and all other 
work are done on the premises. 

Nardin chronometer watches are sup- 
plied to retailers on a franchise basis, 





Corp., which is also headed by Ulysse | while Alpina  iis_ distributed solely 
Nardin’s president, Al Roth. He is | through jobbers. 
New Bench Vise for Jewelers Gotham Increases Advertising 

As part of a. rapidly expanding 
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The “Quick Acting Vise” is a new 
highly finished bench tool designed to 
handle the smallest piece of jewelry with 
precision. An accurately machined dove- 
tail slide has adjustable gibs that are 
stated to prevent wobble. Height 2 in. 
jaw width, 1% in, maximum jaw open- 
ing 1% in. Illustrated accessories include 
small hand vise handle, swivel base, and 
ball base positioner. By Reypo Corp., 
9900 Lincoln Blvd., Los Angeles. 





To Represent Korff on Coast 


Arthur Sagarsky, Hollywood, Calif., 
has just been appointed West Coast 
representative for S. Korff & Son, 
manufacturers of “Eskay” jewelry, an- 
ncunces Samuel Korff. 7 

Mr. Sagarsky will be in charge of 
sales for all territory west of the Missis- 
sippi. The line is distributed exclusively 
through wholesalers. 
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national advertising program, Gotham 
Watch will be on the air every day at 
6 P.M., on radio station WNBC, New 
York, beginning March 2. 
Gotham’s magazine advertising cam- 
paign is also being expanded by the 
addition of Life magazine to the other 
national periodicals already being used. 





To Test Your Gem Knowledge 


An interesting folder has been issued 
by the Wm. V. Schmidt Co., Inc., deal- 
ers in colored stones at 30 Rockefeller 
Plaza, New York City. 

It consists of a series of 80 ques- 
tions of highly practical character on 
precious stones with the answers to 
each one. On the reverse of the pages 
the same questions are repeated with 
the answers left blank in order that 
the jeweler who wishes to test his own 
knowledge may use’ these reverse pages 
as a quiz and then check the correct- 
ness of his answers with the back of the 
page. 

Wm. V. Schmidt Co., it will be re- 
membered, have compiled and published 
a series of leaflets, each of which deals 
with one of the various gem stones— 
material which has proved of excep- 
tional value to the retail jeweler who 
wishes to increase his practical knowl- 
edge of precious gems. This new edi- 
tion rounds out and completes’ the 
series. 












Music Hall Jewelers 
Merge With Robot Watch Co. 


The firm of Music Hall Jewelers, New 
York, headed by Manny Silverman and 
Milton Moss, in association with Jack 
Silverman, has been consolidated with 
Rebot Watch Co., Inc. The combined 
enterprises are now conducted under the 
name Robot Watch Co., Inc., from offices 
at 580 Fifth Ave., New York 19, N, Y. 
Under the “Robot” trade mark, the com- 
pany is offering a complete line of ladies’ 
and men’s watches in the low popular 
price range. The “Lemania” line of stop- 
watches is being continued, together with 
complete lines of Chronographs and 
Sportsman’s Waterproof Watches. 





Ingraham's New Sentinel Line 
Wins Quick Acceptance 


The “Sentinel” line of clocks and 
watches put out by The E. Ingraham 
Co., Bristol, Conn., is still being sold 
for the present, on an allotment basis, 
although it is being extensively adver- 
tised in consumer publications to insure 
censumer demand. 

The “Sentinel” line now includes three 
smartly styled electric clocks (kitchen, 
desk and alarm) a one-day spring 
wound alarm, a new pocket watch and 
a new wrist watch. All of the items are 
under Fair Trade Contracts. 

Current demand for the line is ex- 
tremely great, but with the tremendous 
facilities of the Ingraham plant, it is 
anticipated that it will be _possbile 
eventually to supply the trade ade- 
quately and assure Sentinel’s distribu- 
tors and retailers a rapidly growing 
and successful business in this line. 

Additional items will be announced 
as soon as they are in production. The 
Sentinel line ultimately will include a 
complete line of popular priced pocket 
and wrist watches, as well as spring 
wound and electric clocks. 


o-- -—_-+ ——-_ --—~ 


Teeple To Sell Harmans in Southwest 


RICHARD C. 
TEEPLE 





Richard C. (Dick) Teeple has joined 
Stanley J. Beard, manufacturers’ agent, 
704 Market Street, San Francisco, and 
will represent the Harman Watch Com- 
pany in the territory of Southern Cali- 
fornia, Arizona, New Mexico, and Texas. 

Dick is the third Teeple in his family 
associated with the jewelry trade. He 
is the son of H. M. Teeple, who has 
gained something of a sporting reputa- 
tion as an ace golfer in jewelers’ golf 
tournaments for many years, and the 
brother of Harry Teeple, Jr., of the firm 
of Snyder and Teeple. 

Dick will make his headquarters in 


Pasadena, Calif. 
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A New Swiss-TyPpE LAPPING MACHINE 









Curvex, Round, 
Flat Facets, for 
Watches, Rings, : 

Bracelet Parts. — cali 
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Reynolds is YOUR HEADQUARTERS for new JEWELERS MACHINERY AND has 
one of the most complete new-condition stocks of USED MACHINERY available 
anywhere! Send us your inquiries. 


REYNOLDS MACHINERY CO. 


303 EDDY STREET - PROVIDENCE, R. l. 
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Timely Seasonal Displays 
For Longines Dealers 





Longines-Wittnauer jewelers have re- 
ceived an attractive spring and Easter 
* poster for display purposes. 

The poster, which is illustrated above, 
is printed in seasonal colors and has an 
attached floral arrangement. Surround- 
ing the Longines watch in the picture 
are old-fashioned figures symbolic of the 
Longines-Wittnauer 80th anniversary, 
and the traditional Easter eggs and bun- 
nies. Removing the Easter Greeting rib- 
bon after the holiday leaves an appro- 
priate spring display poster to be used 
for the remainder of the season. 

This poster is only one of a series of 
window and counter displays for spe- 
cific seasons that Longines supplies 
through the year. Another also currently 
available is a baseball poster showing 
a big league batter in action, and fea- 
turing the Longines “Stopsecond” timer. 





New Line of High Quality Pipes 
To Be Distributed by Rexon 


A new line of high quality smokers’ 
pipes has been designed by Dick Swift, 
famous pipe maker, and is being mar- 
keted under the name of Dick Swift 
Pipes, Inc., with Rexon, Inc., New 
York, distributors of the Thorens 
lighter, acting as distributors. 

Mr. Swift who has spent many years 
in the designing and production of to- 
bacco pipes, is said to be one of the 
world’s foremost authorities in this field. 
The new line, it is claimed, will be prac- 
tically custom-made with every pipe un- 
dergoing Mr. Swift’s personal inspec- 
tion. The pipes will not be made to a 
price but will be a top quality article 
for the discriminating smoker of taste 
and means. 

As gift items it is believed that they 
will be appropriate for sale through 
high-grade jewelry stores, and Rexon 
plans to make them available through 
that channel. 


eo  ee 


Gradman Sells to 
Wholesalers Only 


N. M. Gradman, 207 Canal St., New 
York, manufacturing jeweler, whose 14K 
gold bracelets were advertised in the 
March, 1947, issue of JEweters’ C1r- 
CULAR-KEYSsTONE wishes to announce that 
his sales are confined to wholesalers only, 
and that prices were included in the 
advertisement through error. 
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Multi-Facet in New Quarters 


The Multi-Facet Diamond Corpora- 
tion, in a step designed to meet expand- 
ing business demands, have moved to 
enlarged, smartly decorated offices at 
36 West 47th St. 


The new plant, which covers the en- 
tire fifth floor in one of the busiest 
b. ildings in New York’s jewelry center, 
will house the diamond cutting facilities 
as well as the executive offices and sales, 
shipping and accounting departments. 
The company also maintains branch 


, Offices in London, Amsterdam and Ant- 


werp. 

The new quarters are decorated and 
equipped in modern vein, with bright 
contrasting colors in the reception and 
show rooms which are illuminated with 
built-in fluorescent lights. Softer colors 
—light blues and tans—are used in the 
top offices. 

The plant is approximately six times 
larger than the company’s former offices 
at 551 Fifth Ave. 


This enlargement of the plant, said 
President William Ludel, is only one 
part of the company’s overall expansion 
program which also includes an adver- 
tising budget increase of 25 per cent 
and a sales force growth of 50 per cent. 





Rima Salesman Now a Sheriff 





Jerome Kantor, who represents the Rima 
Watch Co. in the Southwest, has taken 
up "sheriffing"’ as a side-line. At least, he 
has been officially designated a Deputy 
Sheriff of McLennan County, Texas, whose 
county seat is Waco, by his good friend 
Sheriff C. G. Alexander. 


Not to be outdone, Mr. Kantor (left) 
presented the Sheriff with a 14K “Jim 
Brady" wrist watch, one of the top numbers 
in the Rima line. 





Mido Ladies’ Water-Resistant 
Made in Only One Style 


New items shown on page 308 of 
JEWELERS CrircuLar-Keystone for Feb- 
ruary included a picture of the new 
Mido Multifort self-winding water-re- 
sistant woman’s watch which was 
described as being available in cases 
ranging from stainless steel to 14-karat 
at retail prices of $49.50 to $240.00. 


This statement was an error, due to 
the fact that the announcement received 
from the manufacturer was not entirely 
clear. Mido Miultifort self-winding 
watches for men are available in that 
range of cases and prices, but the lady’s 
watch is being furnished in only one 
model which is a stainless steel and re- 
tals for $71.50. 











New Los Angeles Plant 
Opened by Handy & Harman 


Bete sig 


SRA 


Open house and luncheon marked the 
opening on March 11 of Handy & Har- 
man’s new West Coast service plant. 

The new plant is housed in a build- 
ing designed especially for the purpose, 
and built by Handy & Harman. It is 
located at 3625 Medford St., Los An- 
geles 33, where the district sales de- 
partment as well as manufacturing 
facilities for users of precious metals 
will be conducted. All of the company’s 
products, including silver brazing alloys 
and fluxes, sterling silver and karat gold 
sheet and wire, silver anodes, sterling 
and fine silver grain will be produced 
at this plant. A complete refining ser- 
vice is included for recovering precious 
metals from scrap and waste. 

Among the speakers at the luncheon 
were C. W. Handy, Chairman of the 
company; G. H. Niemeyer, President, 
and O. R. Caldwell, Assistant Mayor 
of Los Angeles. Guests from manufac- 


_turing jewelers, silversmiths, industrial 


users of silver and film processing lab- 
oratories totaling 167 attended. 

The new plant will operate with H. A. 
Folgner as manager. It is the company’s 
fifth plant, others being located in 
Bridgeport, Conn., New York, N. Y., 
Providence, R. I., and Toronto, Canada. 





Van Dell Appoints Ben Troup 


Announcement has been made by A. 
Del Sesto, president of Van Dell Corps 
Providence manufacturers of ladies’ 


BEN TROUP 





gold filled jewelry, that Ben Troup has 
been appointed sales representative for 
the company in the Chicago, Mid-West- 
ern, and Southern territories. 

Ben Troup has been calling on the 
wholesale trade in these areas with the 
Kestenman Bros. line for the past 20 
years. He is well-known and well-liked, 
and has a host of friends throughout 
the industry. He has been interested 
for many years in Chicago trade club 
activities. 

In addition to spreading the name 
and fame of Van Dell, Ben, as every- 
body calls him, will continue to repre 
sent Kestenman Bros., as well. 
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Bulova Announces Promotions 


. Ballard, president of the 
aos aichek Co., announces that the 
board of directors of the company have 
elected Joseph Kane to the position of 
vice-president. Mr. Kane has been asso- 
ciated with the company for the past 

rears. 
Ko "Ballard also announces that Ed- 
ward H. Weitzen has been named Assist- 
ant to the President. Mr. Weitzen, 
former Lieutenant Colonel on GHQ staff, 
ETO, has been associated with the com- 
pany since his return from active ser- 


vice overseas. 





Greene to Represent Bliss Rings 
In Pacific Northwest District 


Robert C. Greene, 121 South Monroe 
St., Spokane, Wash., has been appointed 
exclusive representative for the Bliss 
Ring Co. in Oregon, Washington, Idaho 
and Montana, where he will handle the 
complete Bliss line, including matched 
wedding sets, diamond rings and men’s 
rings. 

Mr. Greene, borne in Montana, has 
lived and worked in the northwest area 
exclusively. For the last 20 years he 
has been a manufacturer’s representative 
selling varied lines to jewelry, depart- 
ment and gift stores. 





International Soon Will Offer 
Extra Sterling Flatware Pieces 


The extra pieces of sterling flatware 
which millions of women have been un- 
able to add to their standard place set- 
tings during the past five years will 
soon be made available to them by In- 
ternational Silver Co., President Evarts 
C. Stevens announced last month. 

“During the war years,” stated Mr. 
Stevens, “the amount of sterling silver 
available for civilian purchase was lim- 
ited to the six pieces of the basic place 
setting. No plated ware was manufac- 
tured because our plants were converted 
nearly 100 per cent to war work. Thus, 
a tremendous backlog of orders was 
created. 

“Since reconversion, we have been 
smashing all peacetime production rec- 
ords, concentrating on essential items 
rather than on serving pieces or dec- 
orative silverware. Though we still 
haven’t caught up with the backlog— 
and may not do so until sometime in 
1948—certain extra sterling flatware 
pieces will be made available within the 
next four or five weeks for the first time 
in five years. At first these extra pieces 
will be limited to such items as ice tea 
Spoons and gravy ladles. 

“Later, probably in late summer or 
early fall, we will have other items such 
as oyster forks, dinner knives and forks, 
and cold meat forks. However, our 
backlog of orders for these extra ster- 
ling pieces is so great it will take at 
least a year to catch up. 

“In hollowware, too, we have been 
largely confining production to the essen- 
tials such as meat dishes and vegetable 
dishes, but we are planning a gradual 
expansion into a greater variety of serv- 
ing dishes, tea sets, water pitchers and 
Some of the more decorative things like 
candelabra. 

_“We plan to double our best peace- 
time production of silver-plate in 1947.” 
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Spencer Co. and Galter Products Co. 
Announce District Sales Officers 


The establishment of district sales 
Offices, effective January 1, 1947, in the 
following cities is: announced by the 
Spencer Company and Galter Products 
Company: 

Chicago—Merchandise Mart, Room 
1433, in charge of Sam Weiner and Joe 
Green. New York—200 Fifth Ave., 
Room 420, in charge of Al Hahn. Her- 
man Burke is in charge of the Los 
Angeles office, 1000 S. Los Angeles St. 
Jules J. Dreyfuss’ Sons have the Miami 
office, 46 S. W. First St., and Leo Unger 
& Co., the St. Louis office, 310 N. Elev- 
enth St., Fort Worth, Texas, 1114 Jen- 
nings St., is in charge of The Ricol 
Company, and Cheyenne, Wyoming, 1619 
Capitol Ave., is in charge of V. M. 
Anderson. 

The Spencer Company is fhe dis- 
tributor of the nationally advertised 
popular priced line of Falcon cameras 
and Perfex electric shavers. The Galter 
Products Co. manufacturers “Zephyr” 
pocket lighters and “Giant” table light- 
ers. 


~— - - --- —. 


New Showrooms in Chicago 
For Smith Metal Arts Co. 





Smith Metal Arts Co., Inc., Buffalo, N. Y., 
recently opened this handsome new show- 
room at 1211 Merchandise Mart, Chicago, 
with Harry J. Neggesmith in charge. A 
colorful textile curtain forms a backdrop for 
the displays. The Smith Co. has also opened 
new showrooms at 1104 Brack Shops Bldg., 
Los Angeles, Calif., with Walter G. Bilger 
in charge, and at 1107 Parker House, Bos- 
ton. The latter is managed by Reginald P. 
Packard, of Grafmueller-Hamilton, Inc., New 
York, eastern representatives of the com- 


pany. 





Youngest Gubelin Brother 
To Direct Retail Sales in U. S. 


Werner Gubelin, youngest of six 
brothers in the watch and jewelry in- 
dustry in Switzerland, arrived in this 
country early this year to personally 
supervise the Gubelin business on this 
side of the Atlantic. 

For almost four generations—ever 
since 1854—the Gubelin family has been 
one of the leaders in the Swiss watch 
industry and is well known on the Euro- 
pean continent. Twenty years ago the 
company opened service offices in New 
York City for the convenience of its 
customers, and a limited selection of 
Gubelin creations were offered for sale 
in this country. 

Werner Gubelin believes that now is 
the time to extend this selection of 
watches and jewelry and has placed a 
complete line on display at the sales 
rooms, 3386 Park Ave., New York. 





New Display for "Komfit" Bands 





The new plastic display pictured 
above, which has been designed and pat- 
ented by the Forstner Chain Corp. for . 
the “Komfit” watch band is now being 
distributed to distributors and retail 
jewelers. Those who have already seen 
these new plastic displays have com- 
mented favorably on their effectiveness. 

The ingenious construction of this new 
display permits the band to be displayed 
both separately and attached to a watch. 
Thus, the prospective buyer can pre- 
view the “Komfit” from every angle. 





Parker Watch Co. Appoints 
Bernstein for New England 


A. I. Parker, president of the Parker 
Watch Co., announces the appointment 
of. Max Bernstein as the Parker repre- 
sentative in New England. Mr. Bern- 
stein will work out of Boston. 

An old-timer in the jewelry trade, al- 
though young in years, Mr. Bernstein 
was recently in business for himself as 
the Mayfair Jewelry Co., which he dis- 
continued to take over representation of 
Parker watches. 





Harrison Forms Own Firm 


Henry Harrison, who prior to his 
entry into the armed forces, was asso- 
ciated with the firm of J. and L. Hartz- 
berg for 13 years, and more recently has 
represented Harold Cohen, Inc., has now 
organized his own company under the 
trade name of Belmar Jewelers, Inc. 

This company, with offices at 10 West 
47th St., New York, is engaged in the 
manufacture of diamond rings in both 
platinum and gold mountings. Diamond 
watches in platinum and gold will also 
be featured. 





Semca Starts National Adv. 


Semca Watch Corp., 30 Irving Place, 
New York launches its 1947 national 
advertising campaign with full page ad- 
vertisements in the April issue of For- 
tune and the June issue of Esquire. 
Featured in both advertisements will be 
a lady’s watch, a man’s watch, and a 
mantel clock. Semca watches and clocks 
are promoted jointly under the slogan, 
“For All Time.” The advertisements will 
be reproduced in showcard form and 
distributed to Semca retail jewelers 
throughout the country for tie-in display 


purposes. 
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Special Notices 

Payable invariably in advanee. 

Rates under all headings except “Situations 
Wanted” $1.50 for first 25 words. Additional 
words, Sc. a word. 

SITUATION WANTED 75e. for frst 35 
words. Additional words, Se. a werd. 

Heavy type, $3.00 for first 25 werds. Ad- 
ditional words, 10c. a word. 

Name, address, initials and abbreviatiens 
count as words, and are charged for as part 
ef the advertisement. 


If answers are to be forwarded, enelose 15c. 
extra to cover postage. 


All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 


In answering ads, do not enclose original 
letters of re dations. 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 








Situations Wanted 


7Sec. for first 25 words, Se. for each addi- 
tional word; minimum charge 75e. 





ENGRAVER, one year’s experience, de- 
Sires position in New York City or 
He ei Address “Q., 5770,” care 





BOOKKEEPER, office manager, whole- 
sale jewelry experience; five day week: 
Rockefeller Center, New York area. 
Address “F., 5759,” care J C-K. 





YOUNG man, 22, married, anxious to 
learn diamond setting as trainee; very 
ambitious. Seymour Borsuk, 1510 
Crotona Park East, Bronx, N. Y 


WATCHMAKER, engraver, 25 years’ ex- 
perience ; capable, honest, sober; would 
like position: Eastern location; not em- 
ployed. Address “H., 5795,” care J C-K. 








VETERAN, 27, seeks position ‘on the 
job training’’; completed 10 months as 
watch repairer. Address “T., 5892,” 
care J C-K. 





WATCHMAKER, engraver; long experi- 
ence; dry climate required; Southwest; 
references. Address “C., 5851,’’ care 





MIRROR lapper, 10 years’ experience on 
watchcases; ex-foreman of mirror lap- 
ping department, desires similar posi- 
tion. Address “A., 5888,” care J C-K. 





WATCH and jewelry estimator, able 
salesman, desires position with a 
progressive organization. Address ‘“‘A., 
5931,” care J C-K. 





WATCHMAKER, salesman, Bowman 
graduate, chronograph expert; capable 
of managing department; best of ref- 
erences; 20 years’ experience; no bad 
habits. Address “F., 5845,” care J C-K. 





MASTER salesman; diamonds, watches, 
silverware, now open for attractive 
proposition in high grade store; early 
forties; excellent background; refer- 
ences. Address “L., 5886,” care J C-K. 





YOUNG woman, experienced and capable, 
with fine references, either in retail 
or wholesale selling; interested only in 
New York City. Address “K., 5921,” 
care J C-K. 


YOUNG lady, experienced in every phase 
of diamond jewelry merchandising, also 
assist with bookkeeping, desires posi- 
tion in wholesale organization; East 
228 lm Address “S., 5846,” care 





MANAGER, saleswoman; jewelry, cash 
or credit; 15 years’ experience; 
years of age: single; three years’ ex- 
perience as manager, desires position ; 
references furnished. Address “B., 
5784,” care J C-K. 





SALESLADY, experienced in selling dia- 
mond jewelry, desires position in whole- 
sale establishment or retail store; no 
preference to location; East or West; 
must be reputable concern. Address 
“H., 5847,” care J C-K. 





WATCHMAKER’S assistant, “Quick Fit,” 
looking for permanent position with re- 
tailer or importer; selling experience ; 
salary is secondary. M. J. Greenwald, 
815 Hicks St., Brooklyn, N. Y. Dewey 
6-0412. 





STORE manager; thoroughly familiar 
most successful, large volume instal- 
ment operation; minimum salary first 
year, $15,000; location immaterial ; 
highest references. Address “J., 5885,” 
care J C-K. 





ENGRAVER, 28 years’ experience in 
highest class stores, i7 with present 
firm, desires position with reputable 
firm in Pacific Northwest; age 46; best 
4 references. Address “D., 5852,” care 





YOUNG man, wishes position with watch- 
maker; graduate of watchmakers 
school; have had some practical experi- 
ence doing trade work; prefer position 
in Connecticut or New York. Gerald 
Shea, 6 Fairview St., Waterbury, Conn. 





WATCHMAKER, very capable, desires 
position with high grade concern where 
fine workmanship is desired; 31 years’ 
experience; age 45, born in U. S. A.; 
state particulars, including hours and 
salary. Address “V., 5181,” care J C-K. 





WATCHMAKER, accurate workman, age 


45, experienced over 30 years; excel- 
lent references; capable of taking 
charge of a department; American 
born; state hours and salary. Address 
“Y., 5182,” care J C-K. 





AVAILABLE, competent jewelry execu- 
tive, with sound experience and thor- 
oughly familiar with large volume 
cash-credit operation and handling of 
personnel problems; profit sharing 
plan. Address “Y., 5612,” care J C-K. 





SALES manager or general manager; 
eight years’ experience handling 
men and sales; thorough knowledge 
jewelry; available about May 1; 
references. Address “R., 5777,”’ 
care J C-K. 





CERTIFIED watchmaker, Bowman 
trained, head watchmaker. experience, 
age 39, married, two children; seven 
years present position; reason for leav- 
ing, present home being sold, unable to 
find another. Address “P., 5864,” care 
J a 








PRESENTLY employed as supervisor of 
Southern cash credit chain, desires 
change; complete charge of buying, 
promotion, advertising, credit, collec- 
tions; desires larger chain or manager 
of volume store with possible cash in- 
terest. Address “W., 5781,” care J C-K. 


BUYER, merchandiser, supervisor 20 
years’ jewelry, diamond, watch experi- 
ence, now occupying key position with 
Eastern credit chain, desires Similar 
connection in Southern California, with 
progressive concern; salary $10 000 
Address “W., 5611,” care J G-K. °° 





Sr 


SALESMAN, top-notch, 11 years’ ex. 
perience wants to work territory 
centering in Birmingham, Alabama 
for large wholesaler on commission: 
knows territory thoroughly and haye 
excellent contacts; age 33; married. 


Address “P., 5776,” care J C-K. 








SALESMAN, manager; young man, 38 
12 years’ retail jewelry experience, de- 
sires permanent position in better class 
establishment, carrying finer merchan- 
dise; prefer New York or vicinity; 
fully experienced with diamonds, 
precious stones; excellent references, 
Address ‘‘A., 5907,’’ care J C-K. 





seattle 


WOULD like to contact a concern that 
has enough jobbing and repair work in 
the stone line to maintain a man in 
New York; have 25 years’ experience; 
have contacts in New York to care for 
furnishing stones, lapidary work, drill- 
ing, encrusting, engraving. Address 
‘“A., 5815,”’ care J C-K. 





WATCHMAKER, one of America’s finest; 
California or Florida; steady employ- 
ment year around; no less than $150 
per week; fine quality work only; 
watchwork only, no selling or foreman- 
ship. Write or wire, ‘Master-Watch- 
maker,” 123 Park Ave., Santa Fe, New 
Mexico. 





WATCHMAKER, accurate workman, pre- 
cision mechanical background; Bradley 
graduate; studied engraving and jewel- 
ry ; college education ; married, does not 
drink or smoke; wants position in 
Central Indiana; will call for inter- 
view if you are interested. Address “K., 
5789,” care J C-K. 





MANAGER, now employed 10 years pres- 
ent position, would consider change for 
better connection within radius of 100 
miles New York City; thoroughly ex- 
perienced every phase of credit jewel- 
ry business; excellent window trim- 
mer; fine background and appearance, 
age 35 and married; salary $10,000. 
Address “Y., 5782,” care J C-K. 





CERTIFIED watchmaker, Bowman 
trained, 23 years watch work; manager 
of watch department in large store; 12 
years railway time inspection; Watch- 
master watchmaker five position cer- 
tificate; age 39, married; must have 
desirable living quarters; salary $125 
per week. Address “N., 5863,” care 
J C-K. 


—————————————— 





HMAKER, first class, age 38, with 

eb eo experience, desires position 
where good workmanship is appreciated, 
with adequate salary and plenty 0 
overtime work; can manage repair de- 
partment, take in work, give estimates, 
do ring sizing and light jewelry repair- 
ing; excellent references ; South pre- 
ferred. Address “J., 5797,” care J C-K. 


————— 








MIAMI, Fla.; attention please; married 
man, 30 years’ experience in the retail 
jewelry business, cash and credit, bo 
manager and salesman, coming to 
Miami to live, seeks permanent connec- 
tion with first class store; would like 
to interview any interested party, ex 
cellent references. Address “F., 5821, 
care J C-K. 


rr 
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CONVENIENCE AND NECESSITY 


WE WERE GREATLY interested in a speech that was 
made by Brigadier General Russel B. Reynolds, Chiet 
of the War Department Special Services, before the 
American Retail Federation in Washington, D. C., on 
February 25th. 

Said General Reynolds, quoting the directive that 
established the Army Post Exchange, “Its primary pur- 
pose is to supply the troops at reasonable prices with 
the articles of ordinary use, wear and consumption not 
supplied by the government.” In his own words, he 
continued, “The list of articles may be broadly defined 
as articles of convenience or necessity.” (The italics 
are ours. ) 

We should like to ask the General, are costume 
jewelry, or signet rings, or diamonds “articles of con- 
cenience or necessity’? All of them—and for that mat- 
ter, practically everything the jeweler sells—are on sale 
in the post exchanges. 

General Reynolds admitted that the Post Exchange 
set-up has been abused by people who are not authorized 
to buy from them having “contrived to make purchases’ 
either directly or indirectly, and promised to take steps 
to see that this form of abuse is stopped. 

If he will also take the necessary steps to bring these 
exchanges back to their original and official purpose of 
“providing the troops with articles of ordinary wear. 
use and consumption” he will have gone a long way 
toward ending the present and justifiable complaints 
of legitimate retailers about this irregular and unfair 
competition to which they have been subjected for so 
long. 


CAN WE LET THEM DOWN? 


Ir THERE sHOULD be a disastrous flood along the 
Mississippi this spring which swept away the homes 
and belongings of thousands of people, would you re- 
fuse a few dollars to feed and shelter some poor un- 
fortunate for a few days until he could get his feet 
under him again? 

Would you refuse a helping hand to some bewildered 
immature youngster in Uncle Sam’s uniform thousands 
of miles from home who needs just a bit of friendlv 
cheer and understanding to keep him going off the track? 

Would you deny anything beyond the cold services 
of an institution to the disabled veteran in a hospital 
who is still paying the price for his part in the war? 

We don't believe that you would, and yet that in effect 
is precisely what a lot of people are doing by their fail- 
ure to contribute to the current fund-raising campaign 
of the American Red Cross, because those and other 
similar things are exactly what the Red Cross does for 
all of us and better than we could do it ourselves. 

The drive is lagging shamefully. Nearly every com- 
munity in the United States has fallen short of meet- 
ing the very modest quota that has been set for this 
campaign. Here in New York City less than half of the 
goal has been reached and the percentage for the jew- 
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elry trade is below even that poor standard of per- 
formance. 

There is no excuse for this avoidance of our humapj- 
tarian duty. Those of us who are comfortable and wel] 
off—and what jeweler isn't after the last few years— 
have a direct moral responsibility to our fellowmen 
who are the victims of bad luck or circumstances through 
no fault of their own. And the Red Cross is the uyi- 
versal agency through which that help is rendered. Can 
we let them down? 

If you haven't already sent in your contribution, 
make out your check to the American Red Cross and 
mail it today to your local headquarters. If you're ig 
New York City, send it to William B. Ogush, 33 West 
6Jth St., Chairman of the Jewelry Division for Greater 
New York. 





PROPHETS AND PROFITS 


SoME OF ouUR readers—prompted perhaps by seeing 
the crop of “tip sheets” that have sprung up in recent 
years—have asked us why THE JEWELERS Circutar- 
KrysTone doesn’t forecast what is going to happen ia 
the jewelry trade, such as the future prices of diamonds, 

The answer is two-fold. First, we don’t think that 
anyone is so gifted with prophetic vision that he can 
invariably predict the future with any assurance of 
accuracy. Certainly none of the present practitioners 
seem able to do so, as is clearly shown by going back 
and reading their prophecies of six months or a year 
ago in the light of the later events. 

We don’t think we can guess right every time, either; 
and for a forecaster to be right just a part of the time 
isn’t enough if youre going to base your decisions on 
his predictions. It can cost you too much money when. 
he’s wrong. 

Second,’ we believe that a merchant should buy for 
resale—not for speculation. For example, if you think 
diamond prices are going up, buying a big stock of 
stones may seem like an easy way to make an extra 
profit. But your profit is only a paper one till the goods 
are sold, and by the time you’ve sold them you might 
have made a lot more by buying normally and turning 
over your money several times. 

Profit isn’t composed of mark-up alone—it’s mark-up 
times turnover. Two sales with a margin of one dollar 
each put more money in your pocket than one sale with 
a margin of $1.50. 

Tue Jeweters’ Crrcutar-KerystTone has consistently 
advocated, and still advocates, the policy of running 4 
mercantile business as a business—buying whatevet 
goods are needed to take care of your customers’ wants 
—and leaving speculation to Wall Street and the race- 


tracks. 


Editor 
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